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THE NATIONAL NEWSPAPER OF MARKETING . 


‘Not Good Enough’... 


‘New Yorker’ Is 
Sued by Agency 
for Killing 2 Ads 


Fred Gardner Co. Asks 
for $57,668 in Damages, 
Lost Commissions, Costs 


New York Aug. 15—The New 
Yorker—a magazine with a repu- 
“tation for brushing off agency 
guys bearing insertion orders— 
now finds itself the defendant in 
a lawsuit for rejecting two four- 

lor pages. 

The Fred Gardner Co. seeks 

7,668 from the weekly as balm 

r allegedly killing off two ad 

ges from Viking Glass Co. be- 

use Viking’s products “were not 
good enough” for The New York- 
er 


Stephen B. Botsford, president 

of The New Yorker, made the fol- 
lowing statement to AA about the 
suit: 

_ “We feel, and we are encouraged 
by legal counsel to feel, that there 
is no merit whatever in the claim. 
A formal reply has been filed by 
our lawyers, and we confidently 
expect that if the matter’ever gets 
to court it will be summarily dis- 
, “nother magazine official told 
AA that the Gardner agency, 
whatever its ition in the Viking 
hassle with 


| 


| 


THE LIGHT TOUCH—Light decorates your home—and flatters your 
complexion—says this ad introducing the full line of Westinghouse 
Beauty Tone bulbs. Candlelight bulbs cast a “golden glow”; aqua 
bulbs “air condition” with light, and pink “creates a charming air 
of intimacy.” This color spread is scheduled for Life, Oct. 8. Mc- 


Cann-Erickson, New 


Sylvania Joins Field 
of Early Starters in 
Tinted Bulb Derby 


New York, Aug. 16—Sylvania 
Electric Products, the company 
which pioneered the development 
of the first pink tinted bulb, came 
in a slow third today in the intro- 
duction of other pastel bulbs. 

Sylvania’s two rivals, Westing- 
house Electric Corp. and General 
Electric Co., both announced last 
week they were ready with full 
lines of tinted bulbs (AA, Aug. 
13). Westinghouse expects to have 
its three Beauty Tone bulbs ready 
to start appearing in retail stores 
by late August. GE is aiming for 
distribution of its four Coloramic 
bulbs “later this year.” 

Sylvania, which introduced its 
Softlight bulb in pearl pink more 
than a year anda half ago, told AA 
today that “new types are now un- 


York, is the agency. der development and being tested. 


Will Act II Pull Better? ... 


Politics Yields TV Floor to Admen; 
‘Spec’ Aims for Rating (Votes, Too) 


Demos Hassle with Nets, 
Advertisers; GOP Sets 
Bigger Variety Show 


Cuicaco, Aug. 16—‘Sidebars” 
and sideshows combined to make 
this year’s Democratic convention 
—in rude outline at least—the 


e New Yorker, “is | first of what may be the type of 


still placing a lot of business with the future: The planned tv enter- 


us. wag 
(Continued on Page 93) 
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tainment and propaganda vehicle. 
First sample of that type of po- 


Corporation Ad Spending Rate Rose Again 


* 
~ 


* WASHINGTON, Aug. 16—Adver- 
Bsing expenditures in 1953 were 
Slightly more than 1% of gross 


Revion Zooms to 


_ 12th Rank Among 


Spot TV Buyers 


P&G Still Holds Lead as 
33 New Advertisers Join 
TvB-Rorabaugh Top 200 


New York, Aug. 17—Nearly 
one-sixth of the top 200 spot tv ad- 
vertisers for the second quarter of 
1956 were newcomers to the list of 
spot spenders released by the Tele- 
vision Bureau of Advertising. 

Among the 33 companies joining 
the spot television elite for the first 
time was Revlon, which zoomed 
into twelfth place with a quarter- 
ly expenditure of $1,191,400. Nehi 
Corp. took over the No. 26 spot on 
a bottler-shared budget of $616,- 
000, and Studebaker-Packard 
jumped into 54th place with $387,- 
100. 

Though still not within shouting 
distance of Procter & Gamble, the 
medium’s most liberal spender, 

(Continued on Page 90) 
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in 1953, Internal Revenue Report Reveals 


corporation sales and receipts, ac- 
cording to figures just released 
by the Internal Revenue Service. 

The actual ad spending figure— 
1.025%—represents spending by 
U.S. corporations in all industrial 
classifications and is based on 1953 
corporation tax returns of 697,975 
companies reporting gross sales 
and receipts from operations of 
$534,567 ,518,000. 

For the fifth straight year Ap- 
VERTISING AGE has analyzed the 
Internal Revenue Service figures 
in order to ascertain the relation- 
ship between the amounts report- 
ed as advertising expenditures and 
the amounts listed as gross sales 
and receipts. 


® In 1953—as in ’52 and in ’51— 
only four industries spent more 
than 3% of their gross on adver- 
tising. The industries, and their 
‘53 and '52 percentages, are: 


1953 1952 
Beverages ...... 3.639% 3.365% 
Tobacco ....... 3.533 3.161 
Furniture, house 
furnishings .. 3.386 3.405 
Motion pictures 3.361 3.529 
Both beverages and _ tobacco 


showed substantial gain in the 
percentage spent for advertising, 
while furniture and house furnish- 
ings were off slightly and motion 
pictures took a little steeper dip. 
There were five industry groups 
(Continued on Page 92) 


They will be on the market before 
the end of the year.” 

The company declined to reveal 
the number of colors of its new 
bulbs, but like its two competitors, 
Sylvania is expected to bring out 
only three or four shades. 

As far as an advertising cam- 
paign is concerned, nothing has 
been settled yet, AA also learned, 


litical fare came here Tuesday | although Sylvania has been “dis- 


night in the little quiz show skit 
emceed by Gov. Frank Clement of 
Tennessee. There were no credits 
on it, but the skit was a profes- 
sional job, complete with writer 
and producer (Walter Craig, ra- 
dio-tv vp of Norman, Craig & 
Kummel—see separate story on 
Page 89). 

It also had some big-time juve- 
nile contestants—Gloria Locker- 
man and Lenny Ross, renowned 
as commercial quiz show winners, 
volunteered their services. 


® According to reports emanating 
from the Republican camp, this is 
only a token of entertainment 
sweets scheduled for the San 
Francisco half of the program, 
under the direction of movie star 
George Murphy and Jack Boltin 
of Music Corp. of America. 

As this is written the real po- 
litical meat of the Democratic 
convention has just begun to be 

(Continued on Page 89) 


cussing the situation” for more 
than a year. J. Walter Thompson 
Co. is the agency. 


s Westinghouse Electric Corp., on 
the other hand, was busily turning 
the spotlight on its Beauty Tone 
bulbs in pink, aqua and candle- 
(Continued on Page 4) 
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P&G Buys Out 
Duncan Hines 


Food Business 


P&G, Maker of Crisco, 
Fluffo, Is ‘Interested’ in 
Mixes’ Growth: Morgens 


CrinciInnaATI, Aug. 17—Procter & 
Gamble announced today that it 
has bought the Duncan Hines busi- 
ness. 

The Cincinnati soap giant, in a 
major diversification move, bought 
its way directly into the cake mix 
business by purchasing the Duncan 
Hines operations of Nebraska Con- 
solidated Mills, Omaha. 

Indirectly, P&G also bought its 
way into a host of other business, 
ranging from major appliances to 
salad dressings, by acquiring Hines 
Park Foods Inc. and the Duncan 
Hines Institute, both in Ithaca, 
N.Y. The two Ithaca companies, 
acquired through a transfer of 
stock, are not manufacturers. They 
license companies to make prod- 
ucts under the Duncan Hines 
name. Nebraska Consolidated was 
one of the licensees of Hines-Park 
Foods. It was, in fact, the most suc- 
cessful of the licensees. 

In announcing these purchases, 
Howard J. Morgens, exec vp of 
P&G, said: “Procter & Gamble has 
naturally been interested for some 
time in the growth of household 
cake mixes and other baking mix 
products. Through our shortening 

(Continued on Page 8) 


‘Pepsi, Please’ Radio Contest Push 


Scores in Muncie, 


Pepsi, K&E Iron Out 
Bugs, Such as Listener 
Not Know!ng Own Voice 


New York, Aug. 16—The two- 
month test of Pepsi-Cola’s “Pepsi, 
Please” voice identification contest 
(AA, Aug. 6) wound up yesterday 
in Muncie, Ind., and while there’s 


Last Minute News Flashes 


Trendex Finds NBC, CBS in Dead Heat at Convention 


Cuicaco, Aug. 17—An early Trendex (for Monday night) showed 
30.4% of tv homes tuned in during an average minute. By networks, 
the breakdown was: NBC, 12.6%; CBS, 12.5%; ABC, 5.3%. An Adver- 
tising Research Bureau survey sponsored by NBC found 93,000,000 
viewers had watched at least some of the convention on tv by the 
time of the Thursday night session. 


Kroger Names Campbell-Mithun for One Branch 
CINCINNATI, Aug. 17—Kroger®Co. has appointed Campbell-Mithun, 
Chicago, to handle advertising for its St. Louis branch, one of 24 op- 
erated by the chain food retailer. Ralph H. Jones Co., Cincinnati, pre- 
viously has handled all Kroger advertising, and continues as agency for 
the other 23 branches. For the past year, Campbell-Mithun has been 
agency for Top Value Enierprises, of which Kroger is part owner. 


Paper-Mate Breaks Back-to-School Drive 

Cuicaco, Aug. 17—Paper-Mate Co. will break a drive Aug. 19 
urging students to “go back to school with a new Paper-Mate pen” 
in 221 Sunday newspapers, supplements and comics sections. The ad 
schedule, largest in the company’s history, will be expanded further 
in the fall and winter. Paper-Mate, a subsidiary of Gillette Co., also 
will increase participation on the “Gillette Cavalcade of Sports” and 
NBC’s Friday night fight on tv and radio. 

(Additional News Flashes on Page 93) 


Will Go National 


a lot of hedging about sales figures 
and results, it looks as if: 

1, The next city will be Marion, 
Ind., about Sept. 1. 

2. The promotion will be moved 
into national use as fast as pos- 
sible. 

3. It will become a standard 
part of bottler promotion. 

The Pepsi promotion requires 
radio listeners to identify their 
voices repeating the “Pepsi, 
please” phrase. If they do, they 
win a prize (either a Pepsi-Cooler 
or an RCA portable or clock ra- 
dio). A typical spot has a pitch 
for Pepsi, followed by ten voices 
repeating the magic phrase. 

Or, in straightforward advertis- 
ing idiom, it permits the repetition 
of the brand name 11 times in a 
one-minute spot. 

So far the promotion has been 
used in two cities, San Diego and 
Muncie. In San Diego, a six-station 
market,Pepsi_ used 36 spots a day. 
In Muncie, a one-station market; 
it bought 23—“all we could get.” 


® In San Diego the contest got a 
lot of promotion by the station— 
its crews recorded the voices, 
listed the prize winners on the air 
and otherwise used the contest re- 
lentlessly to build audience. 

In Muncie, the promotion was 
tied in with the Delaware County 
fair, and banners promoting the 

(Continued on Page 8) 
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Canada May 
Liberalize Rules 
on Liquor Ads 


Orrawa, Ont., Aug. 14—Liquor 
advertising—once completely taboo 
in almost any ad medium—may be 
cracking the tough newspaper, ra- 
dio and television barriers in Can- 
ada before too long. 

The question came up in the 
House of Commons here yesterday 
when a member sought clarifica- 
tion of the federal government’s 
attitude on the tv ban. Revenue 
Minister McCann, who speaks for 
the Canadian Broadcasting Corp. 
in the House, told Wallace Nesbitt 
(P.C., Oxford) that liquor adver- 
tising on radio and television will 
depend largely on provincial laws. 

He said that in provinces where 
liquor advertising is legal the CBC 
has permitted some spot commer- 
cials. 


s Now comes word that the prov- 
ince of Ontario, the largest in 
population, is considering changes 
in its liquor and beer advertising 
rules which may be made in time 
for football television advertising 
in the fall. 

The Ontario liquor control board 
is reported to be preparing. a list 
of recommendations for changing 
the strict liquor advertising ban 
and will present them to the On- 
tario cabinet within the next 
month. 

No details of proposed changes 
have been released, but it is ex- 
pected that some form of radio and 
tv advertising will be allowed. 

There may also be some loosen- 
ing of restrictions on newspaper 
and magazine advertising at pre- 
sent. No direct advertising of prod- 
ucts is allowed, but breweries are 
allowed to use public service ad- 
vertising in various magazines and 
periodicals. 


@ Many liquor dealers here believe 
that the mere discussion of these 
topics by the Ontario and federal 
governments may prove to be the 
toe-in-the-door opportunity they’ve 
been waiting for to sell their 
claims to the general public or to a 
commission, if the move is strong 
enough for the government to ap- 
point a body to study the issue. 

But one thing is sure. In the 
province of Ontario, the move to- 
ward direct advertising of liquor 
and beer products—particularly 
through newspapers, radio and 
television—is certain to meet with 
outcries, sharp protests and strong 
opposition by abstinence groups, 
including church bodies. 

Liquor people haven’t forgotten 
the public outcry and the front 
page stories created several months 
ago when the United Church con- 
minion Drama Festival for plug- 
demned the president of the Do- 
ging the name of Calvert Distillers 
in a letter to the supporters of the 
festival (AA, May 14). 


Sateway Integrates Brands 

Safeway Stores Inc., Oakland, 
plans to combine its 40 or more 
individual canned fruit, vegetable 
and juice labels into three brand 
names. The three brands will be 
Town House, for fancy and top 
quality items; Highway, for extra- 
standard; and Gardenside for 
standard items. Company spokes- 
men explained the change-over 
will improve recognition and ac- 
ceptance by consumers. 


Atlantic Refining Names Picou 
Atlantic Refining Co., Phila- 
delphia, has appointed J. H. Picou 
director of the marketing research 
division. With Atlantic since 1951, 
Mr. Picou most recently has been 
acting director of the division. 


PRESENTATION INSIGHTS—Frank Snell (standing, right) instructs a 
group of Compton Advertising execs on speech techniques and 


visual aids used in making an 


effective oral presentation. The 


course, one of Mr. Snell’s “sideline” activities at the agency in ad- 

dition to his duties as asst. account exec on the Ivory Bar group, 

consists of 10 weekly sessions of two hours each and is repeated 

at regular intervals. Allen Flouton, Compton director and vp-per- 
sonnel (standing, left), looks on. 


Compton Hired Speech Prof to Bolster 
Contact Execs; Gained Account Man 


After Cleanup of Agency 
Communications, Snell 


Floated to Ivory Soap 


New Yorx«, Aug. 15—From 
chairman of the speech department 
at Columbia University’s school of 
general studies to assistant account 
exec on Ivory soap is quite a 
change of pace. And Prof. Frank 
M. Snell’s academic friends in 
Morningside Heights haven't yet 
quite fathomed his career switch. 

“I’m looked on as someone who 
has immersed himself in the vio- 
lent business world,” he told AA 
amusedly. 

Prof. Snell traveled the road 
from Columbia to Compton Adver- 
tising in the fall of ’54 at the beck- 
oning of Allen Flouton, supervisor 
in charge of the Ivory account and 
vp-personnel. Mr. Flouton believes 
selling ideas to others is as much a 
part of daily agency life as creating 
them. 

As speech consultant at Comp- 
ton, Prof. Snell had his work cut 
out for him. His job: Work with 
account execs and copy supervisors 
and show them how to sell their 
ideas in oral presentations. The 
first course—given weekly for 10 
weeks—went over with a bang. He 
did a repeat in the spring of '55, 


OAI Creates Art, 
Photo, Copy Pool 
to Aid Advertisers 


New York, Aug. 15—A develop- 
ment expected to be of far-reach- 
ing importance to the outdoor ad- 
vertising medium was launched 
here this week with the organiza- 
tion by Howard Scott, a leading 
outdoor poster artist, of a nation- 
wide pool of artists, copywriters 
and photographers equipped to 
provide advertisers with a com- 
plete service for the creation and 
execution of outdoor art and copy. 

Services of the new organization, 
to be known as Howard Scott As- 
sociates, will be available to ad- 
vertisers and agencies exclusively 
through the 11 national sales of- 
fices and three art departments of 
Outdoor Advertising Inc. 

George P. MacGregor, vp of 
OAI, said that the new service, 
while independent of the national 
sales organization, represents an 
expansion of the art service facil- 
ities provided by OAI. 

“Our art departments, under the 

(Continued on Page 92) 


and the agency tapped the profes- 
sor as a member of its new busi- 
ness department. In July, he was 
made an assistant account exec on 
Ivory bar soap. 


® Though in a new field, Mr. 

Snell was not overwhelmed by the 

transition. “It was like being giv- 
(Continued on Page 44) 


“Minneapolis Star’ 
Inaugurates R.O.P. 
Frequency Discounts 


MINNEAPOLIS, Aug. 14—In the 
wake of an announcement by 
General Mills that it will run an 
extensive r.o.p. schedule this fall 
(AA, July 30), the second news- 
paper in as many weeks has issued 
a new schedule of r.o.p. color ad- 
vertising discounts. 

The latest newspaper to join the 
move is the Minneapolis Star and 
Tribune. The discounts, effective 
immediately, are for both color 
and b&w pages. Advertisers will 
receive a 3% discount for 13 pages, 
6% for 26 pages, 9% for 39 pages 
and 12% for 52 pages—all on a 
yearly basis. 


® General Mills plans to use these 
newspapers, the Milwaukee Jour- 
nal and the Chicago Tribune in its 
forthcoming campaign. Last week 
(AA, Aug. 13), the Journal made 
public a new color discount sched- 
ule, the rates to become effective 
after Sept. 1. 

Effective last June 1 (AA, April 


(Continued on Page 95) 


FOOD FASHIONS—In a corner of their combination studio, kitchen 
and offices, food consultants Eileen Gaden (left) and Ann Seranne 
carefully examine the end-result of some of their epicurean talents. 


Ersatz Crew Cuts Favored 


Advertising Age, August 20, 19568 
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Ads for Feder’s ‘Divots,’ ‘Doilies,’ 
‘Rugs Must Be ‘Dignified, Believable’ 


Ads Must Overcome Fear 
of ‘Social Disapproval,’ 
Research Told Wig House 


New York, Aug. 15—The first 
reaction men have to the discovery 
they are losing their hair is one of 
shock, personal loss and a feeling | 
of disfigurement. 

This is a quote from a study, “A 
Motivational Analysis of Baldness 
and Hairpieces,” made for the 
House of Louis Feder, which re- 
tails divots, doilies and rugs. A 
divot is a tiny toupe, a doily is 
somewhat larger, and a rug is a! 
wall-to-wall job. 

Until May, 1954, Mr. Feder pro- 


moted such items only through the 
classified phone book. He figured | 


-.- and even his barber doesn't know it! 
He's wearing + castommnade FEDER TASHAY bainpiore, snd the berber 
rent bee cand where te cut 

With tee Trashey he ines hee artmal age 25 Withows wt he = held —omd 


this brought in about 40% of his | 
trade. The remainder came from) 
publicity and recommendations. 

At that point he started using 
newspapers, direct mail, business 
papers and other media. The re- 
sult: “In slightly more than two 
years, Feder’s business increased 
500%.” 

In helping to assuage the “sense 
of loss, shock and disfigurement,” 
Feder has used five different ad- 
vertising approaches to lure cus- 
tomers. These have appeared in| 
the New York News and the Mir- 
ror. No insertion, until the other 
day, ran more than 700 lines. 


= The first insertion, handled by 
the Getchal Co., “deliberately 
avoided comparison pictures, since 


S45 Filth Avenues (at 50h Se) Dept | 
Mew Yow 17,6. 7. 
MURRAY WA 7.6375 


BARBER BAFFLER—Feder switched 
from this ad when it turned out to 
be a weak inquiry puller. Analy- 
sis: its copy was not believable 
enough. 


we wanted to use a straight edi- 
torial approach in the beginning.” 
The ad, with a picture of Mr. 
(Continued on Page 56) 


Seranne & Gaden, Food Consultant, Mixes 
Its TV, Print Promotions in Success Recipe 


New York, Aug. 15—Combining 
advertising creativity with creativ- 
ity in the kitchen is the unusual 
talent that Seranne & Gaden, food 
consultant, has made pay off hand- 
somely. 

A little more than a year ago— 
April 1, '55, to be exact—Eileen 
Gaden and Ann Seranne opened up 
their combination photo studio- 
kitchen-offices in a converted 
brownstone house at 10 E. 67th St. 
Both had left jobs on Gourmet. 
Ann, who had been with the maga- 
zine for six years, was executive 
editor, and Eileen resigned as as- 
sociate editor after ten years with 
the book. 

They called themselves “food 
consultants” but the promotion 
piece they sent out had most un- 
usual descriptions for a pair of 
“food consultants.” 

“Seranne & Gaden,” it said, 


“specializes in: Publicity, photog- 


raphy, television, filmstrips, bro- 
chures...” etc. 

’ From the very beginning Ser- 
anne & Gaden has made a success 
of showing food and drink makers 
how to publicize their products, old 
and new, in an extensive list of 
media. 


® One of its biggest promotions to 
date is “Creative Cooking Made 
Easy,” a cookbook written for 
Procter & Gamble to help P&G 
publicize Fluffo shortening. The 
first print order was for 1,000,000 
copies. 

To say the partners “wrote” the 
cook book is not quite accurate. In 
addition to the writing, they cre- 
ated the recipes, prepared the 
foods, tasted them and photo- 
graphed the finished dishes for 
use in the book. 

The cooking and writing talent 
of Ann—a member of the Interna- 
tional Institute of Food Technology 


(Continued on Page 95) 


FC&B Cuts Houston 


to Service Branch 


Houston, Aug. 15—The Houston 
office of Foote, Cone & Belding is 
being reduced to a service branch 
of the agency, with a cut of more 
than 50% in its personnel. 

The reduction is to be completed 
about Oct. 1, said Edwin H. Badg- 
er, vp. The art and production 
departments in Houston will be 
closed down, but key personnel, 
including Mr. Badger, will be 
transferred to the FC&B office 
in Los Angeles. The Los Angeles 
office will service Houston clients 
with art and production services. 

Steve Wilhelm will remain as 
general manager of the Houston 
service operation, and Steve Rich- 
ards will be an account execu- 
tive in Houston. Another service 


branch is to open soon in Dallas. 
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Newspaper Ads Sold 
58% on Greyhound 


Tour, Survey Shows 


Cuicaco, Aug. 15—Well over 
half of the vacationers who took 
Greyhound’s escorted Mardi Gras 
tour to New Orleans last winter 
were induced to make the trip by 
the newspaper phase of Grey- 
hound’s advertising, according to a 
survey by Beaumont & Hohman 
Inc., the bus company’s agency. 

From a survey of 600 of the va- 
cationers from 14 cities, Beau- 
mont & Hohman learned that 58% 
had learned of the tour through 
newspaper ads while an additional 
27% heard about the tour from 
Greyhound travel bureaus, sta- 
tion employes and independent 
travel agents. The remaining 15% 
were influenced by other forms of 
advertising or through recommen- 
dations by friends and relatives. 

Passenger reaction to the tour 
itself was 98% favorable—most 
comments being that the trip was 
“perfect,” “wonderful,” “excel- 
lent,” “fine” and “very good.” 
Nine out of ten of all passengers 
said they would be interested in 
using Greyhound’s regular service 
in the future. 


® Interesting characteristics about 
the tour vacationers that the sur- 
vey turned up were these: the 
average income of the travelers, 
segregated by income brackets, 
was above national averages; more 
than one-fourth of the group had 
previously been on special Grey- 
hound tours, and about one-eighth 
of the vacationers had previously 
taken similar tours in Europe. 

Major point of attraction of 
Greyhound’s tour, the survey in- 
dicated, was the fact that the buses 
were “private,” reserved for the 
tour party, and that Greyhound 
arranged for accommodations at 
good hotels and provided direct 
service to the hotels. 


M-G-M Swaps Films 
for 25% Ownership 
of KTTV, Plus Cash 


New York, Aug. 16—When 
Loew’s Inc. set forth its plans for 
tv some time ago, film distribution 
and station ownership were among 
the roles the company chose for 
itself. 

This week the movie company 
and its producing division, Metro- 
Goldwyn-Mayer, concluded a deal 
which got them started in both 
fields. 

M-G-M leased its backlog of 725 
feature films to KTTV, Los An- 
geles, for seven years, on an exclu- 
sive basis, for approximately $4,- 
000,000. At the same time, the stu- 
dio bought 25% of the independent 
station’s stock for $1,600,000 in 
cash. KTTV is owned by the 
Times-Mirror Co., publisher of the 
Los Angeles Times and the Mir- 
ror-News. 

The arrangement calls for the 
station to get exclusive tv rights 
to 725 feature films in the Los 
Angeles area for seven years. 
“Gone with the Wind” was not in- 
cluded. Release of 40 other films 
that are believed to still have 
some pulling power at the box of- 
fice was withheld temporarily 
until they have been re-issued in 
theaters. Color rights were not 
included; a “premium arrange- 
ment” will be worked out for this 
later. 


s This is the second tv distribu- 
tion contract negotiated by M-G-M 
since the company decided not to 
sell its film library but to handle 
its release to video through its 
own television executives. Earlier 
CBS Television paid $450,000 for 
rights to the “Wizard of Oz” for 
two years. CBS can televise the 
Judy Garland hit once annually 
for the next two years. 


Lurex Budget Is 
Up 20% for 10th 
Birthday Drive 


New York, Aug. 14—The Lurex 
division of Dobeckmun Cc., Cleve- 
land, will celebrate its tenth 
anniversary next month with a 
fourfold program involving adver- 
tising, international trade shows, 
merchandising and promotion. 

Details of the program were ex- 
plained to AA by Thomas A. 
Shem, advertising manager, in the 
course of a special interview here 
at the offices of the company’s ad- 
vertising agency, Anderson & 
Cairns. 

The company is increasing its 
advertising budget 20% over 1955, 
Mr. Shem said. Eight consumer 
publications and six business pa- 
pers will be used. 

On Sept. 17, the first interna- 
tional collection of Lurex fabrics 
for fashion and decoration will be 
presented at a special preview 
showing at the Hotel Ambassador 
here. Ten days later, the first in- 
ternational Lurex show will open 
at the new Lurex House, in Lon- 
don. Bookings for other interna- 

(Continued on Page 38) 


Hess Bros. Is Fined 
for Violating Fair 
Trade Consent Pact 


ALLENTOWN, Pa., Aug. 14—Hess 
Bros. department store was found 
in contempt of court yesterday in 
Lehigh County court. The store 
also was fined $500 for selling Cas- 
co irons below the fair trade price. 

The court ruled that Hess Bros. 
violated a consent decree reached 
last year when the store agreed 
that it would not sell any more 
Casco irons below the fair trade 
price of $15.95 except for irons 
then in stock. 

The court maintained that the 
store started selling the irons for 
$10 each last spring. This was a 
“deliberate design to challenge the 
authority of this court,” the judge 
ruled. 

Last month, Hess Bros. was en- 
joined from selling Swiss-made 
Omega watches at less than fair 
trade prices (AA, July 2). The 
injunction was obtained by Nor- 
man M. Morris Corp., New York, 
distributor of Omega watches in 
the U.S. Later, the U.S. court of 
appeals in Philadelphia refused 
Hess Bros. a stay on the injunc- 
tion (AA, July 16). 


Blanchard-Nichols Adds One 

Blanchard-Nichols Associates, 
San Francisco and Los Angeles, 
has been named representative in 
11 western states, Hawaii and 
Western Canada for American 
Business. 
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FOR GiniS—Lurex metallic yarns 
make lavish dress fabrics, points 
out this ad for Dobeckmun Co. 


/ennial favorites on the three net- 


‘A Buck Here, a Buck There’... 


IV Nets Will Offer 
More Largesse Shows 


Shifts Aplenty Seen in | 
Sponsors, Time, Talent, 
But Little New Material 


New York, Aug. 16—More 
giveaways, a “live” Jackie Glea- 
son, familiar faces with color add- 
ed, Walter Winchell and adven- 
ture films will provide the “new 
look”’ on television’s fall schedule. 

Viewers who are looking for- 
ward to welcoming back their per- 


U.S., Swiss Watchmakers ‘Put Hearts 
Into’ Hassle Over Ad Award Propriety 


Problem Is Voicing 
Controversy in Ads, Not 
Tariff, Says Patterson 


WASHINGTON, Aug. 14—Ameri- 
can Watch Manufacturers Assn. 
Inc., spokesman for domestic 
watch companies, has protested 
the selection of an ad of the Watch- 
makers of Switzerland as one of 
the winners of the Saturday Re- 
view’s “distinguished advertising 
in the public interest” awards. 

In a letter to members of the 
awards committee, Paul F. Mick- 
ey, vp of the association, contend- 
ed the Swiss ad was “improper 
and misleading.” He said the se- 
lection was “particularly offen- 
sive” because Swiss newspapers 
are refusing to carry ads offered 
by U.S. manufacturers. 

Designed to promote free trade, 
the Swiss ad pictured a small boy 
placing his cheek on the cheek of 
a pretty little girl. The caption 
said, “It’s better when you both put 
your hearts into it.” 


® According to Mr. Mickey, the 
ad is “deliberately misleading” be- 
cause Swiss watchmakers do not 
believe in “natural and uninhibited 
trade relationships.” 

He said Watchmakers of Switz- 
erland is a duly constituted propa- 
ganda arm of the Swiss watch 
trust. This trust, he said, was set 
up by the Swiss Federal Assembly 
under legislation specifying that 
its purpose is to prevent crea- 
tion of watchmaking establish- 
ments abroad. 

He noted that the trust, and its 
arms, including Watchmakers of 
Switzerland, and Foote, Cone & 
Belding, the agency handling the 
account, have all been named in 
an anti-trust complaint which is 
pending at the present time. 

He said refusal of Swiss news- 


papers to carry ads placed by U.S. 
manufacturers “is in itself an il- 
lustration of the power of the 
Swiss watch cartel.” 


s “It is ironical that Foote, Cone 
& Belding and the Watchmakers 
of Switzerland should be applaud- 
ed for ads in our own papers, con- 
trary to our own government’s 
policy and giving a point of view 
opposite to that of the American 
watch industry, when we are 
denied the right to advertise in 
Switzerland on the ground that 
our point of view is contrary to 
the policy of the Swiss govern- 


(Continued on Page 58) 


works will be happy. Those who 
hope the new season will shake 
tv out of its safe rut and come up 
with some fresh faces and un- 
usual formats are less likely to be 
pleased. 

Fact is the 1956-57 nighttime 
lineup as it is now set looks very 
much like the 1955-56 team._The 
players have shifted around .a- bit. 
And there have been sam¢. re- 
placements in key spots, but most 
of the “newcomers” are well 
known to tv audiences and the 
program types do not sound very 
daring. 


NBC’s Color Splash 


Major excitement within pro- 
gramming circles at NBC centers 
around color. Network executives 
are still convinced that this is the 
year for color. They plan at least 
an hour of tint telecasting nightly 
this fall, with approximately three 
hours on the nights when a spec 
is booked. 

There are signs that their en- 
thusiasm is beginning to catch on 
with advertisers, several of whom 
are now talking about adding color 
to their regular b&w series. One 
factor that may give color a boost 
with advertisers who have pre- 
viously shied away from it is the 
new Lenticular fast-filming pro- 
cess. This Eastman-RCA develop- 
ment will provide sponsors with 
films of live colorcasts within a 


(Continued on Page 36) 


Brand, Quality Are Stressed in Promoting 
Brother's Growing Line of Japanese Imports 


New Yor«, Aug. 16—More and 
more of the Japanese products 
coming into this country are being 
sold on a quality, brand name ba- 
sis rather than on price, as they 
were before World War II. 

Latest indication of this trend is 
the statement issued to the press 
this week by Max Hugel, president 
of Brother International Corp., 
American subsidiary of a Japanese 
sewing machine manufacturer. 

“There is no room for any per- 
manent American dollars for the 
‘get rich quick’ schemer,” Mr. Hu- 
gel pointed out. He said the oniy 
way a Japanese product can win 
the confidence of the American 
consumer is by “ethical advertis- 
ing” of a brand name, backed by a 
long-range development program. 

Mr. Hugel said Brother Interna- 
tional, which was established less 
than two years ago, is following 
this plan of attack. 

Miss R. G. Ehrlich, advertising 
and promotion manager, told AA 
that Brother will spend “several 
hundred thousand dollars” this 
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year in print ads. Good Housekeep- 
ing, Life, Look, Parents’ Magazine, 
Woman’s Home Companion and 
the pattern books make up the 
schedule. 


® Miss Ehrlich said quality will be 
emphasized. She noted that the 
Brother machines carry accepta- 
bility seals from Good Housekeep- 
ing, McCall’s, Parents’ Magazine 
and Underwriters Laboratories. 
Brother offers in the American 
market a full line of 18 sewing 
machines, headed by the $339 
Pacesetter, claimed to be the most 
automatic machine in the world. 
The company sells through 20 dis- 
tributors and 1,500 authorized 


(Continued on Page 95) 


= pacino Totes petinn or sad ena” Pie 


WISE Wife—“The smartest buy I 
ever made” is the theme for Berk- 


i shire Hathaway’s fabrics. The cam- 


paign starts in September with 
b&w and color ads in American 
Home, Good Housekeeping, Ladies’ 
Home Journal and Women’s Day. 
Daniel & Charles, New York, is the 
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Packard Fades 
From Auto Scene 
After 56 Years 


Derroir, Aug. 16—The once- 
proud name of Packard was being 
removed from the Detroit scene 
this week after 56 years. Executive 
and office personnel had received 
their termination pay and a few 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


employes were removing machin- 
ery from the Detroit plant. 

Roy T. Hurley, president of 
Curtiss-Wright Corp.— which took 
over management of Studebaker- 
Packard Corp. early this month— 
was reported to have ordered dis- 
posal of the Detroit property be- 
fore the first of next year. 

Only 1,500 of the company’s 
production workers have been re- 
tained and they are on defense 
work at the company’s plant in 
Utica. 


® It is too late now for Packard 
to bring out even a face-lifted 
model for 1957—should Mr. Hur- 


|ley think such a move advisable. 


Mr. Hurley said last week there 


were no plans to cease manufac- 


turing Studebaker or Packard 
cars. 

The Automobile Manufacturers 
Assn. reported that Studebaker- 
Packard still was on record for 


| display of its cars at the New York 


auto show, Dec. 8. 
Whether there would be a 1957 
model of Packard was doubted, 


however, for Mr. Hurley had an- 
nounced that car-making activi- 
ties would be concentrated in 
South Bend and there was not 
adequate time even for a facelift 
model to be produced there for 
the show, it was reported. 

Another source said that there 
had been no appropriation for a 
1957 model. 


® Industry observers doubted that 
the Packard dealer organization— 
down to 1,100 outlets, 700 of which 
were dualed with Studebaker— 
could be held together if there was 
no model until 1958. 

Most of the auto company’s De- 
troit executives left even before 
the resignation of James J. Nance 
as president was announced prior 
to signing of the Curtiss manage- 
ment agreement. 

Among those who terminated 
their services were: Ray P. Pow- 
ers, vp of operations; Roger E. 
Dremer, vp in charge of product 
planning; Frank O’Neil, advertis- 
ing manager; Charles Scribner, vp, 
industrial relations; William Ma- 


ys57t 


Men’s Wear 


garity, sales promotion manager. 

Secretaries and clerical help al- 
so said that they were receiving 
their termination pay Wednesday. 


Sylvania Joins Field 
of Early Starters in 
Tinted Bulb Derby 


(Continued from Page 1) 
light. “Until now there has been no 
brand, price or store resistance in 


light bulbs. People bought purely | 


by wattage,” McCann-Erickson 
(the Westinghouse agency) told 
AA 


“But by heavily advertising and 
merchandising the brand name 
Beauty Tone, we expect to start a 
whole new trend of people looking 
for one specific brand,” the agency 
said. 

“The trade has been hungry for 
an innovation, and we think this is 
it—especially since it gives dealers 
53% more profit than on other 
bulbs.” 

Advertising of the Beauty Tone 
name actually began in the June 4 
Life. This “high-fashion” color 
page, advertising the pink bulb 
only, was the tip-off to the theme 
and mood of the campaign for the 
entire Beauty Tone line. All three 
bulbs will be advertised for the 
first time in a color spread in the 
Oct. 8 Life and then in a color page 
in the November Better Homes & 
Gardens. 


= The full line of Westinghouse 
bulbs is making its debut in the 
course of the Democratic conven- 


tion tv and radio coverage on CBS, | 


with Betty Furness giving live 
demonstrations. Later in the fall, 
“Studio One” will be used. 

A six-page color insert in 
August, followed by a spread mer- 
chandising the Life ad in Septem- 
ber, will run in 11 trade papers: 
Chain Store Age (drug, grocery 
and variety store editions), Drug 
Topics, Electrical Merchandising, 
Food Topics, Hardware Age, Hard- 
ware Retailer, Progressive Grocer, 
Super Market Merchandising and 
Supermarket News. 

Direct mailings also will gg, out 
to “everybody” in ‘the trade every 
week for seven months. The first 
mailing will be 100,000 copies of 
the trade insert, followed by re- 
prints of the Life ad. 

Westinghouse also has readied 
an elaborate display kit with win- 


HUATERX.. 


GO TOGETHER—A new carry-away 
package for Virginia Syrup & Can- 
dy Corp., Roanoke, Va., sells the 
customer an idea as well as a prod- 
uct. The box holds maple syrup 
and any brand pancake mix. Hinde 
& Dauch, Richmond, designed the 
package. 


dow streamers, price channel 
talkers, display cards and novelty 
displays. 


@ General Electric Co. told AA 
today that it still is working on the 
schedule and lining up the books 
for the introductory campaign of 
its Coloramic light bulbs in sky 
blue, spring green, sun gold and 
dawn pink. 

Although the campaign for the 
entire Coloramic line has not been 
set yet, the brand will be intro- 
duced in late October. Two-color 
pages on the Coloramic pink bulb 
have been scheduled in the Nov. 13 
Look and November issues of 
American Home and Better Homes 
& Gardens, as well as on the Oct. 
23 and Oct. 30 “Cheyenne.” 

Batten, Barton, Durstine & Os- 
born, Cleveland, is the agency. 


Lane-Wells Moves Ad Office 
Lane-Wells Co., one of the 
Dresser Industries, has moved its 
advertising and sales management 
headquarters from Los Angeles to 
511 W. Alabama Ave., Houston. 
Edward E. Beauchamp Jr., adver- 
tising and sales promotion man- 
ager, and James D. Hughes, vp of 
sales and service, are in the Hous- 
ton office. The company’s plant, 
general offices and export sales 
offices remain in Los Angeles. 


EUG ans 


still growing 


REMARKABLE ROCKFORD 


: 


; 


moves 


Retail sales for 1955 were $215,373,608 
greatest in the state outside Chicago, and May 
average daily bank debits are 11.2 over May 
1955 and .8 over April 1956. 


Rockford, Illinois has grown to be the 
richest market in the state outside Chi- 
cago, and it is still growing. Two huge 
new plants have gone into production 
during the spring . . . another new $5 
million factory covering six city blocks 
is under construction. You can take 
advantage of our prosperity. Advertise 
in the Rockford Morning Star and 
Register-Republic for complete cover- 
age of this rich 13-county area. Four 
color press facilities are available. 


merchandise 


Small stores, large stores, medium 


sized stores, department stores— 


MEN’S WEAR has got 15,267 
of ’em. Your advertising is seen 


by stores with buying power and 


MEN’S WEAR 


agawne 


(134,448 ABC. CITY ZONE 
441,222 A.B.C. RETAIL TRADING 


ROCKFORD MORNING STAR: 
Rockford Register-Republic 


x 


A Fairchild Publication 
7 East 12th Street, New York 3 


the men with the power to buy. 


Represented Nationally by Burke Kuipers & Mahone 
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HERE's a ROUNDUP REPORT on BH&G’s | 
1956 Home improvement Contest 


203,499 ENTRIES ae 
109,798 ENTRANTS .... 


MORE POURING IN EVERY DAY! 


Here's a breakdown of entries in the contest’s four categories. Each entry represents an 
actual planned home improvement for which “before-and-after” photographs will be required. 


UE 0.0 5.0 do. c.0 chenuc gh buhhscheu bnenshobhdin baegeanaprsaaeedebenineastinds mann 81,641 
IE Dake acne vhne den csccupssssadepaddbebdenspacebbbedwinedsc abeane ties sateuakin 62,628 
Ss G05 05 52 thes coccdesncsvagnenasesoecepescasauspecesncoeubins s tnaksonee 41,611 
PUNY. «os Siety nnn. skcannsiinnveicedioccesentggkediobasnnes tevkebhnesse cme 47,819 
amr 

FOG AGs. aos vicseccncviecoccdscoccus 203,499 


(all figures effective through July 31, 1956) 
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if the amazing figures on this page show one thing, it’s 
this: The Big Improvement Boom is just starting! Manu- 
facturers in the home improvement field need no reminder 
that BH&G has aided and abetted the trend. For adver- 
tisers in other lines, may we add that this is only one 
example of the constructive influence BH&G wields 
among the 15,500,000 readers who “live by the Book’’. 


Better Homes & Gardens 
Meredith Publishing Company «¢ Des Moines 3, iowa 
85 Major Manufacturers and 18,259 Dealers tied-in! 
Enthusiastic homeowners have ordered 260,259 pieces of 
advertisers’ literature to help plan winning entries. And the 
contestants seek out dealers who set their stores up as Contest 

Headquarters! 
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Consolidate Scles Offices 


Hooker Electrochemical Co., Ni- 


_Ansco Names Ad Manager 
' Don Donovan Jr., formerly with 


Temple, Yellen Are 


agara Falls, has consolidated its Fawcett Publications Inc., has been | Promoted: Lorillard 


district sales office with the Durez 
Plastics division and the Niagara 
Alkali organization. The sales of- 
fices will continue to operate as 
entities. 


appointed manager of advertising 
and promotion for Ansco, the pho- 
tographic manufacturing division 
|of General Aniline & Film Corp., 
|Binghamton, N.Y. 


It’s as 
easy 
as.. 


rq 


... tosell the growing 
LUBBOCK «™ Market with 


your advertising in the... 


LESTER M. HORNER Gen. Adv. Mgr. 
Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 


Revamps Marketing 


New York, Aug. 16—P. Lorillard 
Co., maker of Old Gold and Kent 
cigarets, in a move “to more close- 
ly integrate sales and advertising,” 
today announced two top level 
promotions. 

Harold F. Temple, director of 
brand development for the 196- 
year-old tobacco company, has 
| been elected vp and sales director, 


| and Manuel Yellen, director of ad-_ 
|vertising since June, and before)! 
| that West Coast sales maanger, has | 
been elected vp and director of | 
advertising and marketing, a 
| néwly created position in the com-| 
| tion setup that was being worked | for an explanation. 


pany. 


president of Lorillard (AA, July 
30), said in announcing the pro- 
motions that “these appointments 
bring all our sales and advertising 


|activities under a single coordi-!| 


Lewis Gruber, who on Aug. 1 | 
succeeded William J. Halley as! 


Advertising Age, August 20, 1956 


nated command. In the cigaret in- ' making, a company spokesman de- 
dustry, where products are largely nied that any agency shift is im- 
pre-sold through advertising, it is minent. 
imperative that the maximum cre-| Lennen & Newell handles Old 
ative sales know-how be applied Gold—regular, king size and filter, 
in advance of the actual distribu- Between the Acts little cigars, 
tion stage.” | Briggs and Union Leader smoking 
‘tobaccos, and Beech-Nut chewing 
® As previously reported (AA,) tobacco. Young & Rubicam handles 
Aug. 6) important management,| Kent cigarets and export advertis- 
marketing and advertising changes ing on all brands. 
are in the making at Lorillard, in 
addition to the promotions of ® Lorillard reportedly is readying 
Messrs. Temple and Yellen. 'a mentholated cigaret. But nobody 
Earlier this month, George Whit- at the company will say at what 
more, brand advertising manager stage of development it now is. 
for Kent cigarets, was named to How a closer tie-in of merchan- 
replace Fred G. Robbe, who re- dising and advertising will be ef- 
signed as advertising manager. At fected in the new Lorillard setup 
the time, Mr. Yellen told AA that/is a subject of much speculation 
brand managers’ positions will be among agency and tobacco people. 
abandoned under a new organiza-| Mr. Yellen could not be reached 


out. This reorganization is still in| His appointment as vp and di- 
the making. The company’s adver- | rector of advertising and market- 
tising agencies will take over re-|ing places an experienced field 
sponsibilities formerly handled by | salesman at the head of the com- 
brand managers. pany’s advertising department. In 

Despite persistent rumors that 1933, he joined Lorillard as a sales- 
agency changes are also in the | man in New York at the age of 20. 
Five years later he was promoted 


saves one user 


“1G0,000 a year! 


Moore Business Forms, Inc., our client for 
12 years, is the world’s largest manufacturer 


of business forms. 


Part of our advertising job here is to focus 
the spotlight on new things in business procedure. 


One of these is Speediflo, a tailor-made 
form for Moore’s new Automated Data Processing. 


Using automatic machines and properly designed 
forms, ADP can supply information simultaneously 
to all divisions of a business—for smoother 

work flow, faster handling of data, accurate 
control. Moore again leads the way in progress. 


N.W. Ayer & Son, Inc. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


to divisional sales manager at 
Cleveland. 

After a period of service with 
the Navy in World War II, he was 
named head of West Coast sales in 
1950, with headquarters in Los 
Angeles. When Alden James re- 
signed abruptly as advertising di- 
rector of the company in June, Mr. 
Yellen was called east to replace 
him. 

Mr. Temple has played a major 
part in introducing new Lorillard 
cigarets—including the regular 
and king-size Kents, king-size Old 
Gold and, just recently, the Old 
Gold filter kings. He joined the 
company 30 years ago as a sales- 
man in Pittsfield, Mass. In 1934 he 
was made field manager in Phila- 
delphia and since then has held a 
variety of sales executive positions. 
He was named brand develop- 
ment manager in 1951. He is also 
a member of the board of direc- 
tors. 


WOR-TV Increases Rates 

WOR-TV, New York, will raise 
its rates 3344% effective Sept. 1. 
An hour of Class A time will go 
from $1,500 to $2,000; Class B and 
Class C rates will be boosted pro- 
portionately. William Dix, sales 
manager of the independent sta- 
tion, said WOR-TV’s “increase in 
audience acceptance warrants an 
increase in rates.” 


Maitland Names Wilner 

Charles F. Wilner has been ap- 
pointed director of industria] ad- 
vertising of Vic Maitland & Asso- 
ciates, Pittsburgh. He has been 
with Ketchum, MacLeod & Grove 
for the past 14 years. 


Government Business IS Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


There’s volume and profit and PRESTIGE 
on tap for manufacturers of communica- 
tions and electronic 


Through the inexpensive pages of SIGNAL 
ou reach the 10,000 primary Defense 
yers and sub-contractors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment needs, technical im- 
provements, case histories authored 
e GNAL feeds it to ‘em, 
how they do eat it up! To skim the very 
Government communications 


1475 Broadway, New York 36, N.Y. 
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Do people take a vacation from 


What do people do with the extra time a vacation gives them? 
One form of entertainment that enjoys a big boom is reading. 
There’s no summer slump here. 

Any newsstand operator in a resort area will tell you 
that summer is the readingest time ever. And chances are 
The Saturday Evening Post is far and away his best-selling 
weekly magazine (see chart below). 

For the Post is America’s favorite reading magazine. Millions 
of families wouldn’t be without it—no matter where they go. 
To them it is ‘he magazine, and the products they see on its 
pages are on the tip of their tongues and at the top of their 
shopping lists. Is your product one of them? 

52 weeks a year—the Post gets to the heart of America. 


ves ey es ae Pe, A? 5 
4 es ee age é f ee. 


NEWSSTAND SALES 


Audit Berecy of Circulations - Jenwery | to Merch 31, 1956 
‘00 G00 — 90 300, G0 GO0 
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“You think your home is safe? _ Is 
This guy will bet it’s a firetrap!” Sa 


 & 
a es ao 
CHARLES R. MARSHALL, V. P. and Acct. Exec., Ellington & Co., : % 
Inc., N. Y., previews “Is Your House a Firetrap?” from this week's Post. 


“If you have piles of paper or rags you how to save your life in case of 
in your cellar—you lose! It doesn’t fire, and how to save your house 
take rats nibbling on matches totouch before one starts!” 

them off. They can kindle themselves! ° : ° 

And chances are your stairway makes —_p all, 8 articles, 4 short stories, 2 serials 
your house a deathtrap, too. Thisisn’t and many special features in the August 
just a scare article, though. It tells 25 issue of The Saturday Evening Post. 
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P&G Buys Out 
Duncan Hines 
Food Business 


(Continued from Page 1) 
products, we have been deeply in- 
volved in the home baking field 
for more than 40 years. 


= “We have had considerable ex- 
perience with all the ingredients 
used in home baking from a re- 
search standpoint and have, of 
course, developed thousands of 
cake, pie and other baking recipes 
in our home economics kitchens. 

“Since housewives are showing 
an increasing interest in buying 
shortening already mixed with 
flour, sugar and other ingredients, 
it seems quite logical for Procter & 
Gamble to extend its interest to 
prepared mix products as a com- 
panion line to Crisco and Fluffo.” 

Under terms of the contract with 
Nebraska Consolidated, P&G takes 
over that part of the Omaha com- 
pany’s business involved in man- 
ufacturing and marketing the Dun- 
can Hines mixes. 

Nebraska Consolidated began 
marketing a Duncan Hines cake 
mix in 1951. Moving market by 
market, it made phenomenal in- 
roads on the national brands. Oth- 
er cake mixes were brought out. 
By 1953, Nebraska Consolidated 
was claiming 10% of national 
sales of white, yellow and devil’s 
food cake mixes. 


® In addition to a variety of cake 
mixes, the company now makes 
mixes for pancakes, waffles, muf- 
fins and brownies. It has distribu- 
tion in 30 midwestern and Pacific 
Coast states, but has never tackled 
the tough eastern markets. Under 
P&G's aegis, the Duncan Hines 
mixes may be expected to go na- 
tional. 

A major newspaper user in its 
market areas, Nebraska Consoli- 
dated has been spending approxi- 
mately $3,000,000 a year on adver- 
tising. Gardner Advertising Co., 
St. Louis, has been the agency 
since the start, and P&G said it 
will continue on the account. 

Roy H. Park, agency man and 
publisher, who started the Duncan 
Hines licensing operations, told AA 
last year that products bearing the 
Duncan Hines name were selling 
at the rate of $50,000,000 a year at 
the retail! level. There are more 
than 100 licensees, and they make 
more than 200 products bearing 
the Duncan Hines label. 

Among the food products mar- 
keted under the name are maca- 
roni, coffee, butter, bread, ice 
cream, frankfurters, jams, frozen 
orange juice, blueberries and 
spices. 

None has national distribution. 
The most successful licensee, after 
Nebraska Consolidated, has been 
the James H. Back Co., Chicago, 
maker of a variety of salad dress- 

- ings, jams, jellies, preserves and 
ice cream toppings. 


® The Duncan Hines Institute, 
founded after Hines-Park, was set 
up to license appliance makers. 
Companies licensed by the institute 
make barbecue equipment, an au- 
tomatic coffeemaker, cutlery and 
china. Last December the institute 
licensed Quickfrez Inc., Fond du 
Lac, Wis., to market a Duncan 
Hines refrigerator and Ben-Hur 
Mfg. Co., Milwaukee, to market a 
Duncan Hines freezer. 

Licensees pay Hines-Park and 
the institute a fixed percentage of 
wholesale sales. Makers of special- 
ty items generally pay 5% of 
wholesale sales. The licensee 
making a mass volume product 
pays 2% on wholesale sales. 

Mr. Morgens said Hines-Park 
and the Duncan Hines institute 
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Evening Post Aug. 18, is Sears, 
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magazine ad. 


will continue their operations in 
Ithaca as subsidiaries of P&G. Mr. 
Park, who is president of both 
companies, will continue in the 
same capacity. 

Included in the deal is the pub- 
lication of the Duncan Hines res- 
taurant and lodging guide books, 
the basis of the entire business. 
P&G thus adds book publishing to 
its operations. 


= Duncan Hines, now 76, began 
publishing his restaurant guide 
books in 1936. It was the success 
of these books which established 
his reputation as a food expert. 
“Adventures in Good Eating,” 
“Lodging for a Night” and “Vaca- 
tion Guide” are now brought out 
annually. They are among the all- 
time best sellers. 

The Duncan Hines licensing 
business was built around a qual- 
ity food theme. Mr. Morgens said 
today: “We are gratified by Mr. 
Duncan Hines’ confidence in the 
ability of Procter & Gamble to pro- 
tect and extend the reputation of 
high quality foods which is asso- 
ciated with his name.” 

There is an ironic twist to P&G's 
purchase of the Duncan Hines 
properties. Roy Park originally 
conceived the program as a boon to 
the small independent in need of a 
brand name to do battle against the 
giant food packagers. 


s Now, in one quick flash of its 
bankroll, Procter & Gamble has 
absorbed the entire business. 

In addition to running the 
franchise programs, Mr. Park op- 
erates’ his own advertising agency 
in Ithaca, Agricultural Advertising 
& Research. He also publishes two 
trade magazines, Cooperative Di- 
gest and Co-op Power. The agency 
has been handling Duncan Hines 
institutional advertising and also 
has worked with agencies of li- 
censees to insure standardization 
of Duncan Hines product advertis- 
ing. 

Contracts with licensees require 
each maker of a Duncan Hines 
product to set aside at least 2% of 
its volume for advertising—1%% 
for its product or products and the 
remaining % of 1% going into an 
institutional fund for all Duncan 
Hines products. 


‘American Weekly’ Boosts 
Rates; Offers New Discounts 


The American Weekly, New 
York, will increase its rates and 
offer a new discount structure 
with the Jan. 6, 1957, issue. One- 
time monotone rates will move 
from $26,160 to $27,390 and four- 
color pages from $33,375 to $34,- 
940. 

New volume discounts will work 
like this: 20% for the equivalent 
of 39 pages in a contract year; 
23% for 52 pages; 26% for 65 
pages; 28% for 78 pages and 30% 
for 91 pages. The new arrange- 
ment “functions in alternate with 
the continuity discount structure 
introduced last fall.” 


‘Democrats’ Postal 
Plank Asks ‘Public 
Service’ Approach 


Cuicaco, Aug. 15—Democrats 
charged today that the Republican 
administration has crippled and 
impaired the morale, efficiency 
and reputation of the postal serv- 
ice, and they adopted a platform 
which promises “to restore the 
principle that the postal service is 
a public service to be operated in 
the interest of improved business 
economy and better communica- 
tion as well as an aid to the dis- 
semination of information and in- 
telligence.” 

The postal plank reflects the 
position Democrats took in Con- 
gress this year, when they resisted 
Administration proposals for high- 
er rates to balance the postal budg- 
et. The platform committee, and 
Rep. John Moss (D., Cal.), a mem- 
ber of the platform group, were 
leaders in the fight against the rate 
bill. 


s As a member of the House Post 
Office committee, Rep. Moss had 
demanded that Congress determine 
a policy statement to guide postal 
rate making. He contended the de- 
partment should be regarded as a 
public service, and that the public 
service aspects of its operation 
should not be charged against mail 
users. 


Peerless, Maker of 
Broil-Quik, Declared 
Bankrupt by Referee 


New York, Aug. 16—Peerless 
Corp., manufacturer of infra-red 
appliances under the trade name 
of Broil-Quik, was adjudicated 
bankrupt yesterday by Referee 
Herbert Lowenthal. 

The company recently suspended 
operation when it was unable to 
secure financing to carry out its 
second amended Chapter XI plan 
which offered creditors 25% over 
five years. 

William Otto, Fifth Ave. Protec- 
tive Assn., who is secretary of the 
creditors’ committee, was named 
trustee in bond of $50,000. Max 
Steinbook, president of Peerless 
Corp., filed a consent to the ad- 
judication. 


® Peerless filed its Chapter XI 
petition at the end of April, 1955, 
listing assets of $7,845,525 and 
liabilities of $4,042,540 and offer- 
ing 100% deferred payments (AA, 
'May 2, '55). Last December it 
‘tiled an amended plan offering 
'25% over five years. A second 
amendment was filed last Feb- 
ruary providing for security for 
|the deferred payments. 


| Hicks & Greist, its last agency of | 


record, was listed as a creditor in 
the original petition under Chapter 
XI 


Scores in Muncie, 


(Continued from Page 1) 
|“Pepsi, Please” slogan floated 
|across the streets and in the square 
| surrounding the courthouse. There 
|were “Pepsi, Please” stencils on 
|sidewalk corners, and supermar- 
| kets and fountains were loaded 
| with window and display material. 
| In Marion, next to get the treat- 
|ment, considerably less whoopdedo 
|is slated. Radio will carry the load 
|alone, perhaps with a single news- 
|paper announcement ad. Why Mar- 
}ion is the next target is no secret; 
| it’s in the same Pepsi bottler’s ter- 
ritory as Muncie. 

Newspaper advertising was used 
in both San Diego and Muncie to 
get the drive under way. In each 
city it began with a full page and 
followed with seven 616-line ads. 
The copy is light and sprightly; the 
intent is to make the contest fun. 
Cartoon and stick figures are 
used, surrounded by lots of white 
space. 


® Pepsi, which once, under Walter 
Mack, ran what was probably ad- 
vertising’s most involved contest, 
made this one simple and easy. 

There was some trepidation on 
the part of advertiser and agency 
executives, who felt that the echo- 
ing of “Pepsi, Please” ten times in 
a spot might bring the same 
furious listener reaction that 
“Lucky Strike green has gone to 
war” once did. The trepidation 
wasn’t warranted; the listeners 
loved it. 

In fact, not long after the San 
Diego promotion began, the Ken- 
yon & Eckhardt and Pepsi men 
following it came to the conclusion 
that the prizes were unimpor- 
tant. What people wanted was to 
hear their voices on radio. 

After that, newspaper advertis- 
ing and radio promotion took a 
different tack, stressing: “Hear 
yourself on radio.” While people 
swarmed to record their voices in 
person or on telephone, some took 
it seriously. In San Diego, one man 
recorded his “Pepsi, Please” and 
swooned. 


s But while the contest brought 
out the latent ham in the audience, 
one thing also became apparent: 
People cannot identify their own 
voices on the air. In fact, in Mun- 
cie, with some 230 voices a day 
hitting the air, only three or four 
winners—“legitimate winners,” 
says a K&E man—could qualify. 

So the contest was changed to 
permit a listener to win if he 
could identify his voice on the day 
that it was broadcast. In other 
words, if he could say, “I heard 
my voice today,” and his voice 
had indeed been broadcast, he 
won his cooler or radio. 

Similarly, the contest spawned 
other contests as it went along. 
Trade contests historically are 
likely to breed bitterness, because 
the small dealer in the mom ’n’ pop 
store thinks he doesn’t get the same 
shake as his competitor in the su- 
permarket. In Muncie, fountain 
operators had their voices recorded 
and were told the day and the 
time (with a two-hour leeway) 
their voices would be played. But 
each voice was preceded by a 
number. If the owner could iden- 
tify his number, he won a regular 
prize. 


# One of the few sales result fig- 
‘ures being released is that in the 
first week of the contest in Mun- 
\cie, fountain syrup sales were up 
'300% over the entire month of 
July, 1955. 

At the same time, voices of 
shoppers were recorded in super- 
markets and drug stores. After 
recording, they were played back, 
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Will Go National 


{much to the merriment of the 
voice’s owners. Then they were 
| told that on a future day, in one 
of the store’s departments, some 
of the voices would be played back. 
If their voices were played, and if 
they were identified, they won a 
|merchandise prize from the super- 
|market—“like a pound of steak.” 
| But since the recording was 
\done on big days (Thursdays and 
|Fridays), and the voices were run 
lon leaner days (like Mondays or 
Tuesdays), supermarket operators 
loved it. 

Pepsi has been able to increase 
its shelf space spectacularly in 
Muncie and to move into vending 
machines where it could not be- 
fore. 

J. Clarke Mattimore, a K&E ac- 
count executive on Pepsi, says the 
contest “is beautifully flexible.” 


2 At one point, children who 
owned parakeets were encouraged 
in radio spots to teach their birds 
to say “Pepsi, Please.” No one has 
quite worked out the details, but 
the intention is that eventually 
some kind of contest will be held, 
with the bird that says it best win- 
ning a prize. “It’s a kind of brain- 
washing,” one adman said thought- 
fully. e 

Mr. Mattimore was told by 
mothers that the contest was the 
greatest baby-sitter they’d ever 
seen. Still others thought the em- 
phasis on “Please” was a social 
contribution—it has suddenly crop- 
ped up in their children’s lan- 
guage. 

In a single day, 1,239 people 
called the Muncie Station KLBC 
on three wires. A telephone check 
by the telephone company showed 
that in four days 900 people got 
busy signals. In a month some 30,- 
000 voices were recorded by tele- 
phone or on location. In a town of 
60,000, this is impressive—despite 
the incorrigible repeaters. 


8 The cost angle is particularly 
intriguing. In San Diego the test 
went for cne month; in Muncie it 
went for a month at the 23-spots- 
a-day rate, then cut back the sec- 
ond month to 100 spots in the 
month. 

But it is now figured that a sim- 
ilar promotion in a city of around 
50,000 can be put on for from $5,- 
000 to $6,000 including radio time, 
electronic machine rentals, prizes 
and clerical help. In the case of 
Muncie, the radio time ran about 
half the total cost—just less than 
$3,000 for the 23-spot-a-day drive 
for 28 days. 


® So it looks like “Pepsi, Please” 
is headed for national use. The 
San Diego station, KCBQ, was last 
on a Pulse report early in the 
spring; claims now to have im- 
proved its position in the market 
mightily. Dealers like the in-store 
promotion. Bottlers like it because 
it helps with shelf space and vend- 
ing machine installation. 

As a result, a movie now is being 
made in Hollywood showing just 
how the promotion is put together, 
and what makes it click. That 
movie will be shown to Pepsi bot- 
tlers, who can probably count on 
the services of one of the four K&E 
Pepsi field men to help them put 
it into operation. The Radio Ad- 
vertising Bureau, naturally in- 
trigued with the whole promotion, 
has Advertest doing a before-and- 
after study in Muncie. 


Klein Hardware to Pulse 

Klein Hardware Co., New York, 
a division of Standard Keil Mfg. 
Co., has named Pulse Advertising 
to handle its advertising and pro- 
motion. Klein is a new advertiser. 
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POPULAR | 


Announcing an important addition to MECHANICS outstanding merchandising service 


A New Merchandising Service 
for Products Sold in Hardware 
and Building Supply Stores 


A nationwide display service that 
reinforces your advertising with 
guaranteed point of sale merchandising. 


POPULAR MECHANICS announces a new, complete 
merchandising service that gets your products expertly displayed 
in professionally designed, installed and maintained 

window and store displays in hardware and building supply stores 
across the country. 


In cooperation with leading manufacturers, wholesalers and retailets, 
POPULAR MECHANICS now provides a tested service 

that assures increased dealer support and consumer action 

for your advertising through a systematic display service 

available at low cost. y, 


@ All displays feature nationally-advertised merchandise. 


All display materials are professionally designed and supplied. 
What dealers say about displays like these: 
“Many customers commented on the display, 


and it sold merchandise . . . We have 
ordered another . . . I hope many 


* 

@ Displays are installed for a minimum three-week period 
are removable, 

e 


manufacturers cooperate with your program.” — Materials for merchandising dis ys at dealer level 

Clem Tilton, Manager, Wilbur Lumber Co., Burlington, Wis. are furnis ed, including « free how to” booklet 
“Cine sabes all eek: tenn eel for customer distribution. Booklet contains names 
decided increase . . . Specifically, I know of participating manufacturers and products. 


| we sold a portable power drill and a power saw 
at $49.95 plus numerous tools other 
wrenches.”—Lemoi Hardware, Evanston, lllinois 


In addition POPULAR MECHANICS representatives 
check dealer inventories, contact local pies and 

manufacturers opening new sales opportunities. Complete 

display audits are provided. 

POPULAR MECHANICS’ new display service has been tested 
for six months and has the enthusiastic support of manufacturers, 
jobbers and retailers. It increases 

effectiveness of local merchandising efforts 

at greatly reduced cost. It sells merchandise. 


To get full details on participation, 
write, phone or wire 

your nearest Popular Mechanics 
representative today. 


POPULAR MECHANICS 


200 East Ontario Street ¢ Chicago 11, Illinois 
New York © Detroit © Cleveland * Los Angeles © San Francisco 
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The only major weekly 


magazine which has more 


than doubled the circulation 


it had six years ago 


“U.S. News & World Report’s’’ second quarter average of 830,281 is a 
big figure, yes, but size alone does not describe its significance. It’s only 
when you put it alongside other known facts that its value for the advertiser 


becomes crystal-clear. 


1. “U.S.NEws & WorLD REPoRT”’ has had the 
largest circulation gain since 1946, both numeri- 
cally and percentagewise, of any magazine in its 
field. It’s one magazine which has fully kept pace 
with the growth of the American economy. 
Important people need, and read, the essential 
and original news. 

2. This growth has come about voluntarily — 
through mail direct to publisher, newsstand 
sales, catalogue agencies, without salesmen or 
sales pressure. ““U.S.NEws & WorLp Report’ 
leads the field in the use of voluntary circula- 
tion methods. 

3. This circulation is concentrated among mana- 
gerial men holding the responsible, high-income 
jobs in business, industry, government and the 


ae 
\ NE 
FOR cart 


professions. Three out of every four subscribers 
are in that category. 


4. This managerial coverage is offered the adver- 
tiser at lowest per-thousand costs in the field. 
“U.S.NEws & WoRLD REPORT’’ is today’s best 
and most effective buy. 


5. This is a non-duplicated market—a growing 
and responsive market which, continuing studies 
show, can be covered only in “U.S.NEws & 
Wor.tp Report.” 


Advertisers recognize these values, and what 
they mean to their own sales and profits. In 
the period 1950-55, they placed “U.S.NEws & 
Wor.p Repor?’’ first among all magazines in 
advertising page gains. 


— Americas Class News Magazine 


An essential magazine 


' Essential to more and more readers 


Essential to more and more advertisers 


Advertising offices at 45 Rockefeller Plaza, 


Philadelphia, Detroit, Chicago, St. Louis, 
Los Angeles, San Francisco and Washington. 


New York 20, N. Y. Other offices in Boston, Cleveland, 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
rade Mark Registered 


Adserthing Pub Rention, Inc., 200 E. Iilinois St., Chic ' 
17 Press Bid. 
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ADVERTISING 
Advertising Director, Jock C. Gafford 
Manager Sales and Service, SG. D. Lewis 


EDITORIAL 
Editor, $. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jariath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
International Editor, Milton Moskowitz 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard 
Chicago: Murray E. Crain, Albert 
Stephanides, Lambert S. Botts, 
Shirley Ullman 
Staff Writers: Emmett Curme, John $. Lynch 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 
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The Familiar Railroad Pattern 


“We deny,” said Pennsylvania Railroad President James M. 
Symes as his railroad and the New York Central were reported 
about to ask a 33-50% increase in first-class passenger fares and 
an increase of 5% in coach fares, “we deny that we have any fear 
of price increases injuring the passenger business.” 

With this statement, even in a week in which political statements 
of all kinds were flying thick and fast, Mr. Symes came close to 
issuing the most amazing statement of the week. 

If it is literally true that the Pennsy has no fear that stiff boosts 
in first-class rates and modest boosts in coach fares will in any 
way injure (that is, reduce) the railroad’s passenger business, then 
those railroads which are not rushing to increase fares are crazy. 
But if what Mr. Symes meant by “injure” was something more 
involved, then he should have made his meaning plainer. It may 
be that he meant that passenger traffic is being handled at a loss, 
and so even if higher rates cut volume, they might be justified 
in the end as tending to reduce the deficit. 

But this is not what he said, and even if he had said it we would 
have doubted it, a little bit. It may well be that the currently 
defined first-class passenger is permanently lost to railroads, and 
that the sooner the eastern lines, at least, get out of the deluxe 
passenger business, the better off they'll be. But if that is what 
they hope to do, they ought to attack the problem openly and not 
by indirection. 

On the other hand, if passenger traffic can make any contribution 
to railroad income, raising rates solves nothing. It is hard to think 
of any kind of service in which so high a percentage of total operat- 
ing costs are fixed costs, with the result that profit depends so large- 
ly upon ability to build up volume. The difference between operat- 
ing the average passenger train for a single passenger, and operating 
that train loaded to capacity, must be so small as to be unimportant. 

Hence, certainly the effort should be to increase unit custom, 
even if rates must be substantially lowered, rather than the other 
way around. And we are still not completely convinced that this 
cannot be done. 


Thoughts on Brainstorming 


An astute agency man we know has written us a note, in the 
peculiar patois he uses for personal correspondence, which we'd 
like to pass on to you (edited back into a semblance of convention- 
al English). 

“It seems to me,” he writes, “that this brainstorming business 
has gotten to the ridiculous stage— 

“Here’s a Page 1 story (in a merchandising paper) reporting 
a ‘brainstorming’ session and listing 15 ‘ideas’—I suppose culled 
from the 85 suggested—these being the newsworthy ones. 

“It'll take you about two minutes to read the story, and to check 
my feeling that not one of the 15 ‘ideas’ is worth a hoot. 

“There’s so much brainstorming around—but not enough careful 
thinking. Business has become addicted to fads . . . automation 

. motivational research .. . personality tests (also adjustment 
tests and a whole galaxy of others) .. . each of which is supposed 
to bring about the millenium—and then pooh!” 

We suspect very strongly that our boy has something there. Not 
that we’re opposed to brainstorming, or motivational research or 
anything else any of you dear people happen to be enamored of 
at this moment, But we’re sure there are too many people looking 
for some kind of pat answer to complex problems—an answer 
that can be obtained without any really hard or careful thinking. 

The result is that useful ideas or tools begin to take on a halo 
which they do not deserve, and, as our friend suggests, they become 
substitutes for really using the brain. 

And that, children, is not merely bad. It is horrendous. 


—Ed. 


paper 


“Of course I believe in direct mail. Where do you think I get my 


Advertising Age, August 20, 1956 


Rough Proofs 


Steve Allen says nobody knows 
why the elephant and the donkey 
were adopted as party symbols, 
but everybody knew why Estes 
Kefauver tossed a coonskin cap 
into the political arena. 

. 

A Kansas City reader says a 
baseball announcer on Station 
WDAF refers to the strong local 
nine as the Athaletics, but that 
isn’t what is worrying Lou Bou- 
dreau just now. 

eo 


The ARF doesn’t seem overly 
enthusiastic about arbitrating the 
newspaper-tv hassle over Starch 
ratings. 

Like the policeman, the umpire’s 
lot is not a happy one. 

. 


The international advertising 
situation seems rapidly to be ap- 
proaching a crisis. An agency head 
told his organization they lost a 
top account because they didn’t 
have an office in Greece. 


j 
| 


@ 
Peter Pan will be discreetly mod- 


‘est in its bra advertising this sea- 


Boserth, St. Georges & Keyes, New York. 


clips?” 


What They're Saying 


Marketing and a New 
Social Force 

Sociologists and political scien- 
tists may write the books that 
comment on our changing Amer- 
ica, but it is the successful market- 
ing of goods that makes the chang- 
es; that causes the great ebb and 
flow of populations from here to 
there; that makes one community 
thrive and another grow stagnant. 
I am not trying to set up buying 
and selling as the be-all and end- 
all of our activities here on earth; 
I am asking for a more realistic 
recognition that the search, either 
for new markets, or new goods to 
satisfy old markets, is the search 
that has expanded our civilization | 
from a small camp huddled on the | 
shores of the Mediterranean to the 
dimensions we understand and are | 
able to manage today. From this 
point of view, market research can 
take on a dignity and importance 
that has not often been accorded 
it in its brief modern history. And 
this age-old process is still acceler- 
ating; I believe it true that, just 
physically considered, markets in 
the U.S. have changed more, and 
more for the better, during the last 
ten years than they have changed 
in all the 20th Century before that. 

—Frank Stanton, president, Columbia 

Broadcasting System, in his Charles 


Coolidge Parlin Memorial lecture, 
Philadelphia. 


Packaging: Jewelry Field 

In an attempt to cope with 
tougher selling conditions, manu- 
facturers of jewelry and watch 
products are going overboard with 
razzle-dazzle packaging and ad- 
vertising which fails to take into 
consideration that these products 
are fundamentally “prestige” items 
| and must be so promoted, packaged 


|and advertised. It is all right to 
‘apply impulse buying concepts in 
| packaging and point of sale mate- 
rials; however, if watch manufac- 
turers, and watch attachment man- 
ufacturers, particularly, borrow 
too heavily from grocery store 
merchandising techniques, they 
will downgrade the value of their 
merchandise and remove it from 
its historic position of “class” 
which is an integral part of jewel- 
ry product merchandising, regard- 
less of price lines. It is possible and 
most important to apply up-to-date 
ideas of packaging, promotion and 
advertising in this field without 
cheapening the end product in the 


| mind of the consumer. 

—Robert M. Marks, president, Robert 
| M. Marks & Co., New York, address- 
| ing the sales force of Swank Inc. 


| Same Trunk, New Stairs 

In case you think the old vein 
of trunk-descending-staircase has 
|given out, here are some random 
samplings from recent mail: 

From Toronto: Batten, Barton, 
Gerstien & Osborn 

Batter, Barton, Duratine & Os- 
born 

Dumbleton, Batten, Barton, Eus- 
tine & Osbourne 

From Detroit: 
Batten 

From Pittsburgh: Batten, Bur- 
tondurstin & Bloom 

From Chicago: Mr. Barton Bat- 
ten 

—BBDO Newsletter. 


The Unfaltering Adman 

In California, where the cultural 
heart beats faster and the creative 
mind never falters, there is an 
Italian restaurant called the Tower 
of Pizza. 


—Caskie 
Holiday.” 


Mr. Durshine 


Stinnett in “Speaking of 
August, 1956. 


son, but nevertheless hopes to get 
across the idea to the gals that 
with this product they'll always 
have something interesting to 
show. 


James D. Zellerbach seems to 
think the paper industry may be 
putting itself in line for over- 
production a few years hence, but 
at the moment the newspaper and 
magazine publishers are scraping 
the bottom of the barrel. 

* 


“Print push promotes Angostura 
bitters as seasoning for food.” 
headlines the world’s greatest ad- 
vertising journal. 

What ever became of that big 
drive to get beer included in food 
ingredients? 


Frenchmen, a story from Paris 
says, dislike being questioned in 
consumer polls on such subjects 
as occupation, how much they 
make, etc. 

They have a sneaking idea the 
information may wind up in the 
income tax collector’s office. 


The Package Designers’ Council 
has decided that advertising is a 
“non-professional method” of get- 
ting business. 

Maybe the customers would al- 
low them to insert an unobtrusive 
signature in the corner of each 
opus. 

. 


Citroid, a Grove Laboratories 
cold remedy, will be backed in the 
next sneeze and sniffle season with 
a $5,000,000 appropriation, which 
ought to go pretty far toward 
mopping up a fast running mar- 
ket. 

es 


Clyde Bedell, the sage of Park 
Ridge, chides music merchants for 
failing to “translate their priceless 
wares into human sentiment and 
emotion.” 

It may be somewhat difficult to 
do when the priceless wares of El- 
vis Presley, Esq., are demanding 
translation into words of one syl- 
lable. 
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place more linage 


in THE INQUIRER 


Philadelphia newspaper. 


Advertising linage is the final measure 
of a newspaper's sales power 
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Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 : Garfield 1-7946 Dunkirk 5-3557 


| : 
‘ 
. 

|) ‘ : 

‘| oe} ; 

a. | al Bx: Che Philadelphia Anguirér . é 

4 _™ 7 4 —@ ; 


THE macazh 


oo " =’ 
Aah _ ae 
a ae 
“a | ee 
‘7; i ‘ : ae 
ig a PS res 
'¢ ll 
Peary ie. Rapes a eRe 
ae a - 
= 
Se 
: e 
BS . 
2 
> 
Mie be 
(ata 
eR oa 
y < i : ’ > ~ 
pti : as 
5 ae 4 astra 
a ae ’ - ga S 
eM Bee 
me ) a4 
a ile a 2 J 4 
Ely. a f A 
east > ay pate 
ce ‘4 a 
MEP he a 
sade oY ja 
=e ee 
“a Ain 2 
Seg " 4s 
ge : - 4 oP 
a. - ictal 
ee % oa i my 
ig — ig sore 
3 Tey, 3 ae | : ma 
oo. : ae f 
a he: | 
<a ; aoe : : 
ee. te =. 
pe Py es 4 ? f ee 
oa ai re 
“ta ; pats cee £ ; 
ae Sree aly : 
Be a oe OUNTRY GENTLEMAN , 
iy Ss ae ee ka . - . | 
oe. Poe, , oe, pe % , 4 . ve \ | 
ae ee, aus A — Cle ca ioe a ie 
‘eg , Capen : ee Roe 3 be ae : a ~ cc q \" 
+ 5a mai Sie of Pe, a er: ee : ae 2 ‘ = Paes ae a ee or. By eS \ \ 
os ui ' oi * ee ; - i A a ‘a AL eee Cee tat a 2 Se ' 
cc ’ S. a De a hs ae a e a , ee ae Bia ) 
ae,” ga apes acters et ag ae ¢ i. oF ie ei a Ro, \ 
oa ‘ ES —_ = 3. + . ae ees : ‘ a oeae ‘ 
Eee . = ~ Ne * Tee oot) s A a. i ee, 2 : ae it 
age : = <n . Pe + ¥ ae olga eee — ue or eee —" ‘ 
= rage ; oy a — = pear , \ 
Sie eee a —— 3 hie  —_ i _ \ 
aT Whe 4 se gaa . i — iy = i a eC a = 1 
da a 7 A py ah ie ae | oa . <a eee \ | 
<< ae : ee ee Sg grr We = eo ees oe =~ 
aaa Pps : 7) = ae * 5 = ye pie ek Es \ 
ech Sager: a rd ae aoe “a ee ul a s — i 
a rn - Fa trae Pa on . aa oS a ey a ee _- bey i 
a 7 boos a “ets wes — ae ag on geet Fs \ 
age. $ ada resend Z : iy ’ a a a "a : —- oo: . . a \ i 
Pees 7 eee : e ‘. es! : a ae Pease . ar ‘ ) 
: oe 4 i : be Sf. . “pes «3 Fa. hae . Zz _ - if 5 . wt A\iy 
ea ; al ae —_!- — -- - | 
va 3 ; RS ee : | \y 
ieee teks THe , oii ie . a eG f 
ee - eo ° ee , ’ 
ae A MAGaz aoe es * ae oe » 5 \ 
a / ls: 5a i <. ae | Ti ” yr <a ices \ 
Ae ne es a eae as ee ’ a al Gls \ 
ae er eee, er as Be: a at ue eS a feng 
wai ut = oe ee 7 ene " & ce 2 . Saal Sian og Wy 
ea Tn ee a ) —- a ae Bios / =_— an a \ 
“ = ag Pia ale ee gre “$, , Pad “aa \ | 
24 : — oe ee ae aes aa) A o "2 a \ 
oi s ape oo ey ve ; ~ a Pa i or \ ! 
ahs — a Bia ae ere, oa - \ 
sre x a a. 4 ie oe owe. wo ” ¥ 
+. | 7 _ 2 7 +3 = 
Ber ay amen - a oe: woes Bea 7 es : F 
eo : i mal < ae 7 sige aes a aaa 
5 “elt eee pe wh a oe 
ad ( e ~ * ‘ = . owe a ‘ bre i pend 
ae ntral +) Ly > a _- ’ Sane ee 
ae ‘ « Fe ms ae : —- glk “ ree i. 
z: + ae £ a ie pre = Pg Ye se % a Bea om | 
ay ’ <nane oe : - a -s ed ees i 
at : . + Kaa ; - te tiled ¥,« ee “| ae 
eae "i; iz aM * 4 ' ; =. 
ale , e 
Rese 
Ta . 3 THE magazine FAR FamiLies perend on Ls ayeust 1956 ° 70 cents 
oe > 
Piece . 
fe: 2 
ae ' 
. t Faste Edi ‘on Dare to Rate Your Farmstead? * See 
ake i ; 
pes » \ T 20- T 
oe ‘ ) 
ee \ ‘ wt oy ees ¥ ‘oad 
eee . P * ie a eee f a ae eye 
ae ae ; rs F ert iF oes Y —) 
a = —= ——— ——— ss SS 
<p Gee ~ «as esi Te 
xX ‘ 
a ee * SS 5 a a Se > 
a z ae \i 


Farm Publication 
in the world 


Now published in 4 regional editions 


e EASTERN e SOUTHERN 
e CENTRAL e WESTERN 


When advertisers want national coverage with one message, 
they buy all four editions. 


| Those advertisers who wish to feature different products, or the same 
| products in different seasons or in different areas pany buy any one 


or any combination of the four editions. - 


And advertisers who do not sell nationally may now profit through - 
the power and economy of FARM JOURNAL regionally 
—where they sell—without waste. 


sk GUARANTEED NET PAID CIRCULATION 3,400,000 


FARM JOURNAL, inc, weshingion square, Philadelphia 5, Pa 


GRAHAM PATTERSON, Publisher RICHARD J. BABCOCK, President 
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Scott Paper Names Gorrell, 8 
Others to Marketing Posts 
Kenneth M. Gorrell, a member 
of the marketing research depart- 
ment of Scott Paper Co., Chester, 
Pa., has been named manager of 
marketing planning. He heads a 
list of nine personnel promotions 
in the marketing research and ad- 
vertising departments at Scott. 
Others include E. M. Libbin, to 
analyst-distribution sales; A. L. 


Tweltridge, to manager of product 
research; W. B. Mohr, to analyst- 
industrial research; J. Gordon 
Flinn, to analyst-consumer re- 
search; Richard C. Brown, to senior 
analyst-advertising research, and 
Ms. Ouida M. Wessman, to ad- 
ministrative assistant to the di- 
rector of marketing research. 


Named to new posts in the Scott 


advertising department are Allan 
Q. Johnston, formerly administra- 


| Tad, 40] 2 


It’s not the extra buying power of 1,152,497 Elks (ec. 31, 
1955 ABC) we're talking about, even though their incomes 
are far above the national average. The vitally important 
extra is readership loyalty. Elks believe in the magazine 
they own... and give preference to products advertised in 
it. For extra sales results, reach the receptive, stabilized 


audience of The Elks. 


MAGAZINE 


tive assistant in the industrial sales 
department, industrial advertising 
products group manager, and John 
J. Gibson, previously a product 
manager in the general selling de- 
partment of the industrial sales 
division, product manager for in- 
dustrial wipers. 


Sun Vertikal Names Grant 

Sun Vertikal Blind Co., Grand 
Rapids, Mich., maker of window 
coverings, has appointed Grant 
Advertising, Chicago, to handle its 
advertising. Ralph Poe, presi- 
dent of Sun Vertikal, has an- 
nounced that the company is in 
a process of reorganization, and 
its increased advertising will bill 
in the neighborhood of $1,000,000. 
Associated Display Services has 
been named to produce point of 
sale displays, and Gardiner-Ross, 
Beverly Hills, Cal., has been ap- 
pointed to handle public relations. 
Erwin, Wasey & Co., Los Angeles, 
formerly handled the account. 


McPherrin Joins NBC-TV 

John W. McPherrin, former vp 
of Crowell-Collier Publishing Co. 
and former publisher of American 
Magazine, will join NBC-TV, New 
York, as a general program execu- 
tive. His chief responsibility will 
be long range planning for “To- 
day,” “Home” and “Tonight.” Mr. 
McPherrin, publisher of American 
from 1951 to July, 1954, when the 
“publisher system” was eliminated, 
resigned from Crowell-Collier last 
year (AA, June 27, ’55). 


Cart-Ad Adds Safeway Stores 
Safeway Stores’ New York dis- 
tribution division has completed 
arrangements with Cart-Ad Inc., 
New York, to add its 180 super- 
markets to the Cart-Ad program. 
Cart-Ad uses shopping carts as 
an ad medium. Color ads are in- 
serted semi-monthly into metal 
frames attached to the carts. 


‘Bulletin’ Increases Size 

The Bulletin, weekly publica- 
tion of the Overseas Press Club, 
New York, is increasing its size 
from four pages to eight pages a 
week with the issue of Oct. 6. 
Rates will be based on $100 a page. 


~ 


the opinion makers 


Anyone can find out a magazine's 
circulation or cost per page per 
thousand. But only experience 
tells the results obtained per 
dollar invested—-which is the only 
figure that really counts. 


Advertising Age, August 20, 1956 


Getting Personal 


Al Lippman, head of Lippman Advertising Associates, Buffalo, 
turned news cameraman when a flock of monkeys escaped not long 
ago from the Buffalo Zoo. Al was on his way home from work when 
he saw monkeys scampering all over the neighborhood. He grabbed 
his camera (his home is near the zoo) and made some movie shots 
of the activities, which were used by the local NBC tv station on its 
news program that night... 
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TO INTERVIEW MALENKOV—Shelton Fisher, publisher of Power, Bus 

Transportation and Fleet Owner, McGraw-Hill publications, shown 

leaving by plane for Europe recently. He will go behind the Iron 

Curtain for an arranged interview with Georgi M. Malenkov, Soviet 

Minister of Power Stations, and is expected to return to the U.S. 
about Aug. 20. 


Richard G. Harris, former publisher of the Chronicle, Hamden, 
Conn., is in Baghdad, Iraq, to serve as a press officer with the U.S. 
Information Service for two years. His family accompanied him... 

John D. Biggers, chairman and chief executive officer of Libbey- 
Owens-Ford Glass Co., Toledo, has been appointed a member of the 
board of directors of the University of Toledo... 

Mr. and Mrs. Donald M. Kuehl (he’s district circulation manager 
of the South Bend Tribune) best typify American stockholders. 
That’s the verdict of the New York Stock Exchange, which has been 
looking for the typical ones among the 8,630,000 Americans who 
hold shares... 


TEDDY AWARD—Adolph Toigo (left), president of Lennen & Newell, 
New York, congratulates Leo Kelmenson, L&N account executive, 
who recently won the Theodore Roosevelt Memorial Award as the 
outstanding young man of 1955 for his work in charity (Damon 
Runyon Cancer Fund, Multiple Sclerosis drive, Fresh Air Fund); 
art (1955 Silver Quill Poetry Award) ; athletics (sailing, polo), and 
business—thus upholding the Roosevelt principles that “No man be 
dedicated to one venture or activity, but to maintain a multitude of 
endeavors which each in its own way leads to the enrichment of 
human life.” 


Gordon Zern, copy chief of Fuller & Smith & Ross, has been 
appointed as lecturer in advertising at the Columbia University 
graduate school of business. . . 

Those who missed Will A. Foster, advertising vp, Borden Cheese 
Co., when he appeared on Groucho’s “You Bet Your Life” show in 
May, 1955, can pick up a rerun of the show Sept. 6 on “The 
Best of Groucho” (NBC-TV). Foster and his quiz partner, a wait- 
ress, won top money in the quiz game—while Foster dissertated on 
the history and habits of the dairy cow, a subject he’s been studying 
for 35 years. . . 

Mrs. Jane Rodgers Lowe Arnold and Anthony Jackson, on the 
New York sales staff of Life, were married June 23 in Jericho, 
} Se 

Among the nine directors elected to the board of the Common 
Cold Foundation are Charles Stillman, exec vp and treasurer, Time 
Inc.; Edward M. Mayer Jr., president, James M. Gray Co., and 
James Macwithey, pr director, Bristol-Myers. . . 
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‘What did Good Housekeeping Week prove, anyway?” 


| This is the story of a national advertiser, 
| who knew there was a Good Housekeeping 
| Week, but questioned the power behind it— 
until he got a close-up look at the results...... 
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“you mean 


Good Housekeeping Week, 
a city-wide selling promo- 
tion scheduled for its 
fourth observance begin- 
ning October 21, is the only 


aut 


such event sponsored by a 
national advertising me- 
dium. Newspapers support 
it because it makes such 
good sales sense. 

In city after city, drug 
stores, department stores, 
furniture stores, hardware 
stores, supermarkets... 
every type of retail outlet 
ties into a coordinated city- 
wide sales drive to feature 
products advertised in 
Good Housekeeping. 
Here’s the dramatic proof 
that “She’s sold when she’s 
told Good Housekeeping 
Guarantees It!” 


“On TV, too? Good Housekeeping certainly 


Good Housekeeping is the top topic of the day on 
“Katie’s Kitchen” on WCHS-TV in Charleston, 
West Virginia. Good Housekeeping Week was pub- 
licized and advertised on both TV and radio. 


\ It’s Knoxville, Tennessee, kicking off Good House- 
. keeping Week. The Knoxville Journal put real 


weight behind the promotion by sponsoring a con- 
test for a free vacation cruise to Nassau! 


A, “Good Housekeeping seems to get 
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Products advertised in Good Housekeeping were 
the main attraction in Alexanders Pharmacy. Cus- 
tomer response to Good Housekeeping counter 
cards and displays was terrific in Battle Creek. 


ALL 


“So sales went up plenty here 
..- I’m still not convinced.” 


Good Housekeeping displays were a powerful sell- 
ing force in Wichita, Kansas. Mobile Good House- 
keeping Seals displayed in windows brought many 
customers into Innes Bros. store. 


Mansfield, Ohio, was no exception—retailers of all 
kinds made record sales. Here’s how Big Bear 
Store featured the promotion. 


’s sold when she’s told ‘Good 
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“They said the Seal sold! 
---Could be just a lucky week.” 


“Good Housekeeping carries a 
lot of weight with a customer 
--- possible.” 


Milwaukee retailers gave the Good Housekeeping 
Seal big play and big display. And happily reported 
that sales soared! South Side Sales Co. said the 
Good Housekeeping promotion “softened up” cus- 
tomers for their “hard” goods. 


Lorain, Ohio, merchants reported the Good House- 
keeping Seal not only pulled people into stores, but 
was a real sales-clincher. See how Seymour’s 
Jewelers tied in. 


“You mean the Mayor 
of Detroit signed a 
proclamation declaring 
Good Housekeeping Week? 
--» Wow!” 


THIS happened? 


Alfred Kreimer, President of Kreimer’s, in Cin- 
cinnati, Ohio, “endorsed” Good Housekeeping 
Week personally. Sales jumped. 


PROOF THAT GOOD HOUSEKEEPING AND 
SALES-MINDED NEWSPAPERS CAN SELL! 


These |21 newspapers with a total circulation of 


3,451,308) ran |1,180,134 lines of tie-in adver- 


standing selling event. 


Albany Times-Union 
Arkansas Democrat 
Baltimore American 
Battle Creek Enquirer and News 
Charleston Daily Mail 
Cincinnati Enquirer 
Columbus Dispatch 
Dallas Times-Herald 

' Detroit Times 
— Fall River Herald-News 
Houston Chronicle 


~~. 
Mayor Albert E. Cobo of Detroit signed the proc- 
lamation declaring Good Housekeeping Week in 
Detroit. It was such a success, many Detroiters 


want a repeat performance. 


Housekeeping guarantees it 


tising to make Good Housekeeping Week an out- 


Knoxville Journal 

Lorain Journal 

Mansfield News Journal 
Meridian Star 

Milwaukee Sentinel 

New Orleans Item 
Pittsburgh Sun-Telegraph 
San Antonio Light 
Syracuse Herald-American 
Wichita Beacon 

*Source: Joseph A. O’Connor & Company 
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“Too many people said too many good things 


but now I know they’re right!” 


Here are just a few newspaper comments on Good Housekeeping Week’s impact on their town! 


MILWAUKEE SENTINEL Good Housekeeping Week in Charleston an annual promotion... 


“Biggest thing to hit this town in a long, long while...store traffic stores were well satisfied...” 
so heavy police were called out to control it...” 
KNOXVILLE JOURNAL 
WICHITA BEACON ' “... A highly successful promotion. We are well pleased. Brought a lot 


i f i Oa 
“People came to Wichita from 201 cities to shop during of people into stores. One of the outstanding weeks of the year 


Good Housekeeping Week... MANSFIELD NEWS-JOURNAL 


LORAIN JOURNAL “Our second Good Housekeeping Week was even better than 
j the first...” 

“Highly gratified with terrific enthusiasm created by 

Good Housekeeping promotion at retail level...” CINCINNATI ENQUIRER 


BATTLE CREEK ENQUIRER AND NEWS “Traffic... most excellent all over town. Every indication... 
outstanding success.” 
“Tremendous traffic event. Many new customers...” 


DETROIT TIMES 


CHARLESTON MAIL 
maruad “We consider our first Good Housekeeping Week the beginning 
“...We’d like to go on record now as definitely interested in making of a series of important annual events for the city of Detroit.” 


“Okay, I’m convinced that Good Housekeeping Week 
can help me increase sales. How do I tie in?” 


If you are a Good Housekeeping advertiser, get in touch with us or any co-operating 
newspaper. We’ll be happy to suggest ways to help you cash in on this big selling event. 


If you are not an advertiser, we’d like the opportunity to convince you that you should be. 
So, write, call or wire before the next big city-wide selling week gets under way. 
Good Housekeeping, 57th St. and Eighth Avenue, New York 19, New York 


NEXT BIG GOOD HOUSEKEEPING WEEK IS SCHEDULED TO START 


OCTOBER 21, 195 G ces srenine ces, sponsored by toc eting swspapes 


Albany, N.Y. . . . . ,- TIMES-UNION Fall River, Mass. HERALD-NEWS (Oct. Ist) Pittsburgh,Pa.. . . SUN-TELEGRAPH 
Asheville, N.C.. . . . CITIZEN-TIMES Houston, Texas . . . . . CHRONICLE San Antonio, Texas .... . LIGHT 
Charlotte,N.C.. . . .NEWS (Oct. 23rd) Little Rock, Ark.. ARKANSAS DEMOCRAT Sioux Falls,S.D.. . . ARGUS-LEADER 
Dallas, Texas . .. . TIMES-HERALD MewG@emmeaaam. = 6. Ow wt te OE Syracuse, N. Y. . . HERALD-AMERICAN 
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STOPPER—An old 
umbrella stand, 
some 1915 ladies’ 
* hats and an old 
._, typewriter, plus 
, present-day Au- 
dograph equip- 
ment, made up a 
= display for the 
= New Jersey of- 
fice of Audo- 
graph Co., dis- 
tributor of Audo- 
graph dictating 
machines. Ac- 
cording to re- 
ports, the display 
helped increase 
sales by 18%. 


Older Shoppers Like 
Department Stores, 
‘Economist’ Reports 


PHILADELPHIA, Aug. 14—The av- 
erage American department store 
shopper is 40 years old or more, 
with a family income between 
$4,000 and $10,000. 

In addition, according to the 
August issue of Department Store 
Economist, she has very definite 


preferences about what she wants 
to buy at department stores. 

Author Perry Meyers, reporting 
on an 8-city survey of consumer 
attitude, disclosed that 60% of all 
women interviewed said they | 
shopped “most often” for women’s 
wear in department stores, 45% 
“most often” for home furnishings 
and children’s apparel and 33% | 
“most often” for men’s merchan-_ 
dise. 

In women’s wear, the greatest | 
department store acceptance occurs | 
in the $5,000 to $7,500 income 
group, the article reported. Men’s 
wear patronage peaks a bit higher, 
in the $7,500 to $10,000 bracket. 


® From the age standpoint, in the 
four major merchandise classifica- | 
tions checked, the older customer 
shows a sharp rise in department 
store preference once the 40th 
birthday is passed, except in men’s 
wear, which curves up after 50. 

Persons with incomes of $4,000 
and below generally prefer chain 
stores to department stores, ac-| 
cording to the article. 


Bennett & Northrop Adds 2 
Nova Scotia Textiles Ltd., 
Windsor, N. S., manufacturer of | 
knitted garments, has appointed | 
Bennett & Northrop to direct its) 
advertising. The account will be | 
handled from the agency’s Hali-| 
fax office. The agency’s Boston | 
headquarters has been named to | 
handle advertising for Jet Spray 
Corp., Boston, manufacturer of Jet 
Spray beverage dispensers. Trade 
and consumer advertising for Jet 


know the 


Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
# Opinion Surveys 


Market Survey Bureau 


ERNEST E. ENGEL, DiRECTOR 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


Spray will follow a program of 
marketing research now being 


CONSISTENT COLOR ADVERTISING 
HAS BOOMED STROH’S SALES! 


“Our Stroh's beer sales have been going up and up. We are convinced that 
Stroh's year ‘round schedule of color advertising in the Enquirer and News, 
is largely responsible for these gains. The Stroh's ads ore reaching a maxi- 
mum number of people, because just about everyone in our sales territory 
reads the Enquirer and News.” 


MICHIGAN Member of Federated Publica: ions 


Cereal Food 
Capital of the World 


REPRESENTED NATIONALLY BY 
SAW YVER-FERGUSON-WALKER COMPANY 


conducted. 


WHEN TEST PAPERS ARE GRADED eee 


Iilinnis State 
Journal and Register 


SCORES 


a < Dedee? “oe ae ae Lo 


THE 


* 
se 
s 
2 
By 
3 
§ 
€ ; 


116.5% 


THE BALANCED MARKET OF 


SPRINGFIELD, ILLINOIS 


Here is the ideal test market. Historically — Springfield is not subject 
to boom or bust. It offers a broad based economy — based on agricul- 
ture, industry, plus State Capital payrolls. One result of this diversifi- 
cation is the 1955 Retail Sales record — $185,319,799 in Springfield’s — 
Sangamon County. 


To test your product — to prove your product ...come to Springfield, 
Illinois ... use the saturation coverage of the Illinois State Journal and 
Register. Occupied dwellings in Sangamon County: 40,659 — Illinois 
State Journal and Register circulation: 47,353 — 116.5% coverage! 
Average coverage for the 11-county market ...60.8%. May we show 
you examples of our test market effectiveness? 


COPLE ¢ NEWSPAPERS 15 “Hometown” Newspapers covering 
Springfield, Illinois — Northern Illinois — Greater Los Angeles — and San Diego, California... 


Served by the COPLEY Washington Bureau and the COPEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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AN OPEN LETTER TO 


JOHNSON 


Advertisers in practically every business have used WGN’s Complete 
Market Saturation Plan during the past year. 


This plan delivers millions of home impressions per week in the ever 
important Chicago market at an amazingly low cost. The plan is 
flexible and adaptable to your needs. 


WGN reaches more homes than any other advertising medium in 
Chicago.” No matter what your budget is for Chicago—WGN’s 
Complete Market Saturation Plan is an important factor to consider. 


The Chicago Market—and WGN’s position in the market—have 
never been more important to advertisers than they are today. 


*NCS 


(Mr. Simoniz—The largest market of any advertising 
medium in Chicago should be of interest to you, too) 


Chicago 11 


1 Station... Illinois 
¥ ~~ a . ech 50,000 Watts 
Serving the Middle West 720 


On Your Dial 
Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 
West Coast: Edward Petry & Company, Inc. 


| wows SHARE—Johnson & Johnson’s 
‘seventh annual Emergencies Don’t 
[Wait Week will be held Oct. 1-8. 
| The campaign will be backed by a 
color spread in the Oct. 6 issue of 
The Saturday Evening Post, plus 
‘commercials on “Adventures of 
Robin Hood.” Young & Rubicam is 
the agency. 


‘Weston Proposes 
Separate Trade Show 
for TV Set Makers 


Cuicaco, Aug. 14—D. Edward 
| Weston Jr., general manager of 
Hotpoint Co.’s tv receiver depart- 
_ment, has suggested that tv man- 
ufacturers hold a separate show 
/mext year three days before the 
|opening day of the June summer 
furniture mart. 

| Such a show would result in one 
| mass showing of all major tv man- 
|ufacturers’ new lines instead of 
|many small, scattered shows, all 
| with poor attendance, he said. If 
| all tv makers exhibited on the pro- 
| posed date, it could represent a 
| true preview showing of the new 
lines with local dealer showings 
taking place concurrently in the 
field, he said. 

Mr. Weston commented on the 
poor attendance in tv display areas 
at the recent National Assn. of 
Music Merchants show in New 
York. The number of people who 
attended represented only a very 
small cross-section of tv retailers 
in the US., he said. 

Most of the buyers were pri- 
marily interested in musical goods 
rather than tv. Because of the big 
growth of the tv industry, a sep- 
arate show is badly needed, ac- 
cording to Mr. Weston. 


Colgate-Palmolive Adds 10 
Segments on CBS Radio 

Colgate-Palmolive Co., New 
York, which bought 10 segments 
weekly on three CBS Radio day- 
time dramas in May, has added 
10 more for a total of 20 seven- 
and-one-half minute participa- 
tions weekly on the network be- 
tween 10 a.m. and 3:30 p.m., EDT. 

This daytime business was 
placed through four agencies— 
Ted Bates & Co., William Esty Co., 
Bryan Houston Inc. and Lennen 
& Newell. Programs being spon- 
sored by Colgate include “Back- 
stage Wife,” “Our Gal Sunday” 
and “Second Mrs. Burton.” 


Two Join Aubrey, Finlay 

Daniel Kitchen and Robert Rey- 
nolds have joined the copy staff 
of Aubrey, Finlay, Marley & Hodg- 
son, Chicago. Mr. Kitchen former- 
ly was assistant professor of agri- 
cultural engineering at the Univer- 
sity of Nebraska and was with the 
National Safety Council, Chicago. . 
Mr. Reynolds previously was with 
Hubbard-Antisdel, Milwaukee cat- 
alog house, where he handled 


direct-by-mail advertising. 
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The 
New Yorker 
really 


gets 


around! 


For example, Edmund Wilson’s “The Scrolls From the Dead Sea” 
first appeared as an article in The New Yorker in May, 1955. 


Requests for copies poured in from all 48 states, from Canada, and from twelve 


foreign countries. In book form, it is now in its eighth printing. 


@ 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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@ CHILD POPULATION of AMERICA (Analysis 
of Toy Buying Power) 


New life © MARKETING ond MERCHANDISING of TOYS, 
© GUIDE TO BUYING TIME in department 
for stores, wholesalers, chains 


@ List of more than 400 FACTORY 
REPRESENTATIVES 


tiredsales! , “ms dha el crt 0 nga 
tant toy ovtiets 

@ ANNUAL BUYERS’ GUIDE—more than 572 
pages 


Note: available only to manufacturers 
and their agencies 


TOYS and NOVELTIES 


a HAIRE publication 


1405 Merchandise Mart, Chicago 54, Illinois 
New York, Boston, Pittsburgh, St. Louis, Los Angeles 


WRITE FOR “S D Dallas, Atlanta, Kansas City ABE) 
FURTHER ; 


tHFORMATION 


your 
smartest 
move... 


promote and profit with 


retractable 
ball pen 


STRATEGIST — All- 
Rite Pen Inc.. 
Hackensack, N.J.. 
is using ads like 
this one to pro- 
mote its new 39¢ 
retractable ball 
pen in trade pub- 
lications, Leber & 
Katz, New York. 
is the agency. 


“Where's J. W.7 1 thought he wanted a closer look at 
the part about how things have changed in Cincinnati.”’* 


— 
“THE RUNAWAY NO. 1 DAILY NEWSPAP 
CINCINNATI ENQUIRER. No. 
(all-time record high)...No. 
(ditto). No, 1 in just about 
Advertising, Total Display, 


NOW THE 


ER IN CINCINNATI Is 
l in City Zone Circulation 


1 in Rétail Display linage 


you-name-it (including Total 
Automotive), 


Solid Cincinnati reads the CINCINNATI ENQUIRER « Represented by Moloney, Regan & Schmitt, Inc. 


Fair Traders Chart 
New Laws to Counter 
Recent Court Actions 


New York, Aug. 14— Disturbed 
by recent adverse court decisions 
affecting fair trade, a group of nine 
legal experts has drafted new 
legislative proposals, according to 
the latest issue of Fair Trade 
Newsletter, published by the Bu- 
reau of Education on Fair Trade. 

The proposals will not be made 
public until they have been re- 
searched and brought to legislators’ 
attention for their reactions. In the 
meantime, the legal beagles—who 
held a three-day closed session 
last month attended by specialists 
from across the country—have 
come up with four conclusions 
from their meeting: 

1. New legislation to overcome 
court decisions should be sought 
from state legislatures. 

2. It is premature to turn to 
Congress for a federal law which 
would effectively overcome the 
damage wrought by adverse deci- 
sions. 

3. Some courts have “failed to 
realize the trademark’s function 
in fostering the preservation of 
small business, furthering com- 
petition and preventing retail 
monopoly.” 

4. Fair trade has been caught in 
a cross-fire of contention between 
the state courts and the U.S. Su- 
preme Court on the one hand, and 
the courts and legislatures on the 
other. 

The fair trade specialists also 
concluded that, no matter what 
form new legislative proposals 
finally take, “there is a basic need 
for greater awareness on the part 
of the judiciary, as well as the 
public, of the importance of pre- 
serving small business in Amer- 
ica.” 


M-G-M TV Unit Names Two 

Charles Barry, vp in charge of 
Metro-Goldwyn-Mayer’s new tel- 
evision division in New York, has 
added two executives to his staff. 
Monroe Mendelsohn was named 
director of sales promotion, with 
'responsibility for advertising, pub- 
‘licity and research. C. Pete Jae- 
ger was appointed a sales execu- 
| tive and will also work on the de- 
|velopment of new programming. 
|Both men were formerly with 
Guild Films Co. 


Richardson Joins Dugan 

Joseph P. Richardson has 
joined Howard F. Dugan Inc., New 
York, hotel consultant and repre- 
sentative, as a vp. Mr. Richardson 
was formerly a vp of Needham & 
Grohmann Inc., New York. Prior 
to that, he was advertising mana- 
ger of the Statler Hotel chain for 
17 years. 
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We know good service means g 


Extra service, extra concern for the customer is good business in any business. But in 
outdoor advertising, it’s important to your business! 


General Outdoor Advertising service protects your advertising investment. 
GOA’s handsome trim and meticulous upkeep adds the well-groomed touch that 
continually shows your message at its best. 

And GOA service means you get a showing tailored to your selling problem, with 
the audited circulation figures that you need. Skilled GOA traffic experts serve you 
from every GOA office. Our staff stands ready with creative or merchandising help. 

We believe in giving superior service because we know good service means good 
business for you. Let us tell you what GOA service can do for you. Call your local 
GOA office or write us in Chicago. 


GIVES 
MORE 
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Videodex 
Top Ten Spot TV Shows* 


July 1-7, 1956 
Copyright by Videodex Inc. 


No. of Cities in which program 
kc Program appears and distributor 
1 Led Three Lives (116 cities, Ziv TV) 
Dr. Hudson’s Secret Journal (97 cities, MCA-TV) 
Highway Patrol (164 cities, Ziv TV) 
Celebrity Playhouse (61 cities, Screen Gems) 
Crunch & Des (115 cities, NBC Film) 
The Man Called X (100 cities, Ziv TV) 
Science Fiction Theater (125 cities, Ziv TV) 
Count of Monte Cristo (60 cities, TPA) 
Annie Oakley (132 cities, CBS-TV) o.oo 
Badge 714 (107 cities, NBC Film) 
*Programs appearing in a minimum of 20 markets. 
In the Evansville 16-cownty Market . . . : — Hees pring esmagsie a 7g ae va ys Nea 
u ve’ n tv 
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Courier| Preas cou a. ze scingianad we Galbraith-Hoffman Moves _ Wine Board Drive 


Galbraith-Hoffman Advertising, 


Neate Si 624 Modioon Ave #°¢/ Will Capitalize on 
Fall Selling Peak 


* ewes = ~~ . San Francisco, Aug. 14—Start- 
a APM cee © eciiaiaasa PoP ing in October, tv viewers in 20 
4 ~ major U. S. markets will begin 

] hearing a jingle, “Always ask for 


Groceries Linage (ia 


. spots will launch the spending by 
.™ > ws | lo : , the Wine Advisory Board, San 

‘ Francisco, of more than $500,000 to 
promote California wines nation- 
ally. 

Newspapers, magazines, radio 
and tv will be used during Na- 
tional Wine Week to reinforce ad- 
vertising by wineries and wine 
bottlers on behalf of their individ- 
ual brands. 

Magazine advertising will con- 
sist of a three-month series of ads 
in five magazines. This campaign 
will open with a four-color page 
in the Oct. 15 issue of Life, backed 
by 400-line newspaper ads in 62 
cities. Similar ads will appear in 
McCall’s, Sunset Magazine, Gour- 
met and The New Yorker in No- 
vember and December. 

The Life page will be followed 
by four quarter-page ads in this 
same period. All of the ads will 
follow the same format, using the 
“Spark Up” theme of the radio 
and tv spots. 


® Topping the list of sales aids 
which the Wine Advisory Board 
has developed will be a four-color 


General GROCERIES ADVERTISERS in poster, with artwork following the 
1955 placed more space—1,408,336 lines layout of the big magazine ads. 

As, A poster pocket will hold post- 

—in The Syracuse Herald-Journal and Sunday cards which customers can fill out 

American other and send in to receive the board’s 

Herald- than in any six-day “ new pamphlet, “Fun at Home with 

seven-day newspaper in all New York State and California Wines.” A new series 


of pre-strung pennants, printed on 


New England, including New York City, Boston, Buffalo, both sides with copy tied in with 
Rochester and Providence. (Source: Media Records.) the magazine ads, also will be 
available. 

Edmund A. Rossi, manager of 

The Syracuse Herald-Journal ranked 13th among all news- the wine organization, said the 

papers Canada general final three months of the year con- 
in the United States and in total stitute the biggest wine selling pe- 
groceries linage. riod. “Last year, almost a third of 
the record-breaking 144,188,000 
gals. sold went out during that 


That's because advertisers who know their groceries know that qevied” te oabk. 
the Syracuse Newspapers deliver not only 100% saturation Roy S. Durstine Inc. is the agen- 
coverage of the metropolitan area, but also effective circulation alias 3 


i SELL . in the 14 additional counties in the Syracuse market. Falstatt Plans Expansion 
te ) for Galveston Brewery 

No other combination of media can do a comparable job at a compar- me Falstaff Brewing poet * a 
, expects to spend about $3,000,- 
able cost in this great market where 1.3 million people spend $1.9 000 to expand and rehabilitate the 
billion annually. aoe Bes fone yor g! “oe 
= eries Inc., which it bought eb- 
FULL COLOR AVAILABLE — DAILY AND SUNDAY ' Lesa See wen the. ‘March 
“ 5). President Joseph Griesedieck 
Represented Nationally by MOLONEY, REGAN & SCHMITT said the plant’s capacity will be 


raised from 450,000 to 700,000 bbls. 
a year. The company is shooting 
for the number one position in beer 
sales in Texas, Mr. Griesedieck 
said. In 1955, Falstaff was second, 
with sales reported at about 900,- 
000 bbls. of beer for about $22,- 
000,000. 

Falstaff recently purchased a 
brewery in El Paso, which it also 
plans to expand. 
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What men don’t understand 


. 


a 
i 


about women and politics 


We've noticed that most men think politics is a man’s 
domain. After all, they say, a lady candidate’s lipstick 
would smudge the babies she kissed. A lady Mayor would 
look silly tossing out the first ball of the-season. 


But when a band of determined ladies succeeds in toss- 
ing a Mayor out of office, men are more than mildly awe- 
struck. 


They discover that, when women exercise their franchise, 
they really exercise it. Instead of sitting with their knitting 
through a political campaign, they’re punching doorbells 


with petitions. They take time off from totting up the house- 
hold budget to tackle the National Debt. After cleaning 
up their kitchens, they clean up Hell’s Kitchen. 

The pundits and the pollsters are often baffled by this, . 
but not Ladies’ Home Journal. 


Because the Journal understands women so well, more 
women buy and read the Journal than any other magazine. 

And because the Journal is so influential with women, 
advertisers invest more money in it than in any other 
women’s magazine. 


Never underestimate the power 
of the magazine that understands women... 


JOURNAL 


A CURTIS PUBLICATION 


No. 1 in circulation 
No. 1 in newsstand sales 
No. 1 in advertising revenue 


among all magazines edited for women 


WOTre : 

N | 

eO , 
ee : 
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In marketing...media...merchandising...in copy...art... production, American 
advertising ingenuity and accomplishments are boundless. 


One reason for success is that advertising people trust their ‘know-how’ to media 
that ‘can-do’ the job of carrying their sales messages with all the force of the 
printed word, with all the authority of a valued friend—to specific markets. 


WAGE-TOWN, U.S.A. is a distinctly 
different...highly profitable market! 


In general, the term Wage-Town defines a particular social class... one whose 
families differ sharply from other segments of our society in their basic way of 
living and in their magazine reading preferences. Importantly, they are content 
with their social life and position and would be uncomfortable in places where 


white collar forms and customs are observed. 


Wage-Town families closely match the status and incomes of their Wage Earner 
majority. Which means that: 


A. FAMILY INCOME IS HIGH. 
More than half of all U.S. non-farm families who have incomes over $5,000 
are Wage Earner families. (Wage Earners receive 57% of all U. S. wage and 


salary payments.) 


B. spgnpING MONEY IS PLENTIFUL. 


These families have more “loose money” to spend after basic costs of food, 
clothing, shelter, transportation to the job, medical care, and other fixed ex- 
penses have been accounted for. Wage Earners have 61% of the “loose money” 


available to all non-farm families. 


C. THEY CAN BUY MORE, AND STILL HAVE MORE. _. 
It takes 24.7% fewer hours of work today to earn the price of a new car than 
it did in 1947, although the dollar cost has gone up 18%, An electric refrig- 
erator takes 16% less earning time although the price has gone up 32%. 


The total buying power of Wage-Town is enormous. But you can approach it only 
by using the media which interest its families. 


WAGE-TOWN reads TRUE STORY 


Because TRUE STORY deals with situation, locales, and personalities that are 
familiar to Wage-Town families, Wage-Town women are easily able to see them- 
selves involved in its stories. A recent study” finds that they also identify them- 


selves—strongly—with the advertisements they see in True Story. 


“By Social Research, Incorporated, Chicago 
Sources: Kemp; SROS; Starch, Nov. 1955; Macfadden Publications 


Department of Marketing and Research 
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~ Bae =«4=0—-: WAGE-TOWN is one of America's most essential | 
“ eee ij markets. Reach it...sell it...in TRUE STORY and 
_ the True Story FAMILY BEHAVIOR GROUP! 
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This is important because: 
of TRUE STORY’s primary households are not reached 


16% by any of the four women’s service magazines, or by 


all of them combined! 


738 Y of those homes are not reached by any, or all, of the 
fe) 


four major weeklies or bi-weeklies! 


HERE’S HOW TO REACH AN EVEN 
LARGER SEGMENT OF WAGE-TOWN 


The influence and power of ‘true-type’ magazines in Wage-Town is enormous... 


The True Story FAMILY BEHAVIOR GROUP 


(TRUESTORY e TRUEROMANCE e TRUEEXPERIENCE © TRUELOVE STORIES) 
delivers an imposing 


4,000,000 circulation 


to give you a solid lien on the real hard core of Wage-Town potential. 


This, too, is a virtually exclusive segment: 


of True Story FAMILY BEHAVIOR GROUP households are 


7% not reached by any of the four women’s service maga- 
zines, or by all of them combined! 


7 O% of those homes are not reached by any, or all, of the 
°o 


four major weeklies or bi-weeklies! 
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Clothing Industry Has Surrendered Fashion 
Leadership, Asserts Fashion-O-Rama Director 


New York, Aug. 14—For the 
first time in the memory of Sev- 
enth Ave., the fashion and allied 
industries are joining together in 
one big coordinated push—the 
Fashion-O-Rama exposition which 
will take over the four floors of 
the New York Coliseum Oct. 27 to 
Nov. 4. 

This banding together of re- 
sources under one roof is no small 
thing in a field noted for its frac- 
tious individualists, who at times 
won’t even break bread in the 
same restaurant or ride in the 
same elevator. 

Decentralization always has been 
the nature of the clothing indus- 
try, which is made up of thou- 
sands of companies making many 
different types of apparel. In the 
1930s most of them went through 
the bankruptcy wringer. Today it 
is still common for resources to go 
in and out of business every few 
years. 

This industry decentralization, 
according to Eleanor Lambert, di- 
rector of Fashion-O-Rama, natur- 
ally has led to a decentralization of 
the selling force, “making it al- 
most impossible for the public to 
receive the impact of the fashion 
message tor fashion itself. 


s “The ready-to-wear industries 
must consolidate their sales mes- 
sage, as they are now doing in 
Fashion-O-Rama,” she believes, 
“or be outstripped by ‘fashionized’ 
refrigerators, automobiles, carpets, 
processed foods and other products 
that have adapted fashion to their 
needs and have begun to chip 
away at the part of the consumer 
dollar rightfully belonging to 
clothing.” 

Although most women don’t 
want to wear last year’s hats, in- 
terest in ready-to-wear fashion 
has declined, Miss Lambert main- 
tains, “because the fashion mes- 
sage has been sidetracked” while 
consumers developed a “pride of 
possession in other things whose 
message was simplified and con- 
centrated by the giant hard goods 
producers.” 


= As a prime example, she singles 
out the automobile industry, where 
the selling job has been keyed to 
interior fashions and colors. 

Even eating has become fancier 
and more fashion-dominated in the 
past 40 years, with the advent of 


ALL UNDAR ont ROOF 


onal sheets co. 


4545 sOvey ave > ‘ 


frozen foods, cake mixes, prepared 
soups, and decreasing emphasis on 
starchy foods and grains, Miss 
Lambert points out. 

In contrast, the family clothing 
budget has dwindled. A woman 
may get a new dress for Easter, 
but the accessories producers suf- 
fer for it, as less is spent on hats, 
gloves and jewelry, she stresses. 


In larger families, this is espe- 25%. 


cially true. In the $4,000-$10,000 


The public seems to have lost its 


disposable income bracket, the taste for the prestige value of 
difference in the clothing budget clothes, Miss Lambert says. “Too 
for families of two and families of | customary” is the sight of women 
six runs from 50% to 60%. In| with no hats or stockings, men 
other words, the clothing budget is| wearing fedoras in the summer, 
increased by only half to take care | | the country set strolling around in 
of three times the number of peo- sloppy, rather than casual, attire. 


ple. 


® At the $10,000 and above level, 
the increase in dollars to take care 


It is Miss Lambert’s contention 
that Fashion-O-Rama is one good 
way to reverse the trend and 
make the American family more 


of the four new members is only | clothes conscious. 


The FA ea 
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Not only will it stimulate pride 
in dressing up, but “through the 
show’s educational facets, the pub- 
lic will have a more acute aware- 
ness of the suitability of certain 
garments, of the various fibers and 
of the styling of smart clothes,” 
she declares. 


s “The exposition will be the first 
show window for the idea that 
fashion is for everybody, and that 
the family wardrobe is an im- 
portant, exciting and ever chang- 


“‘,.. We consider advertising 


ee i 


In 1918, Dudley E. Sanderson joined Oneida Ltd., silversmiths, as a 
timekeeper. Four years later he moved into sales, and by 1923 was 
traveling the New England territory. Transferred to Canada in 1926, he 
became division sales manager, with certain advertising and merchandis- 
ing responsibilities. In 1945, Mr. Sanderson returned to his native 
Oneida, N.Y., where he is now a director of the company, Vice President 
in charge of sales, advertising, and sales promotion of advertised trade- 
marked lines. A recent talk with Dud Sanderson about the use of business 
publications proved both enjoyable and worth while. Here are the high- 


lights of the interview. 


Q When did Oneida Lid. first advertise? 


A In 1902. It was in January of that year 
that the directors appropriated $5,000 to 
advertise their new product, called 
Community Plate. It was in September, 
I believe, that the first advertisement 
actually appeared in print. 


Q Were these early advertising efforts 
considered successful? 


A I'm afraid not. For the first 8 years, 
our advertising showed no real promise 
of even paying for itself. However, by 
1909 results were evident, and by 1925 
advertising had raised Community Plate 
to pre-eminence in the quality silver- 
plate business. It had succeeded in con- 
vincing the public that the best plated 
ware is, from a practical standpoint, as 
good as sterling —in some ways better. 


Q Were your early advertisements or 
campaigns unique in any way? 


A Very definitely. For one thing, I 
believe we were among the first adver- 
tisers to use large units of space. We did 


this for several reasons. One was the 
conviction that our silver patterns should 
be shown in the fullest detail possible. 
Another was the fact that large adver- 
tisements generally create a favorable 
impression of the advertiser’s stature and 
stability and thus inspire reader confi- 
dence in the product. Last, but by no 
means least, was the knowledge that 
large advertisements attract the atten- 
tion of more people. 


Q And in what other ways did Com- 
munity Plate advertising pioneer? 


A In 1910, when full-page black and 
white advertising was still considered 
venturesome, we scheduled full-page 
full-color advertising. Then, too, Com- 
munity was among the first to buy the 
finest in advertising art. Realizing that 
beauty of presentation could be a major 
force in building consumer demand for 
silverplate, we inaugurated the famous 
“Jace background” campaign. Rare laces 
were brought from every part of the 
world, often at great expense, to be 
photographed as background for our 
silverware displays. 


QHave you advertised consistently 
since the beginning? 


A Yes, without interruption. Even dur- 
ing World War II, with practically 
nothing to sell on the open market, we 
continued to invest advertising dollars 
in the future—against the day we would 
again be competing for our share of the 
consumer dollar. 


Q At what point did you start using 
business publications? 


AI can’t give you a specific answer to 
that question, but I do know it goes back 
many, many years. I also know that we 
have had a strong schedule ever since 
those early days. 


Q Just what is your advertising phil- 
osophy? 


A Well, at Oneida we consider adver- 
tising an investment, not an expense. 
We advertise, I suppose, for much the 
same reasons as other manufacturers, 
We advertise to tell people about our 
products—to establish our name, to 
create a desire, thus a demand, for our 
roc roducts. We also advertise to help our 

stomers, and the many merchants who 
carry our lines, sell our products. And 
cettainly we advertise to help our own 


salesmen do the best possible job. 


Qi: there any one theme that you 
stress more than others? 


A I wouldn’t say that we put particular 
emphasis on any one theme, but we do 
try to make our advertising as informa- 
tive as we possibly can. For example, in 
business papers we tell dealers what we 
are doing and what we have to offer that 


will help them make a profit. 


Q do you use the task method to 
determine advertising appropriation? 


A No, we do not. We arrive at a figure 
through the use of a formula based on 
such considerations as sales records, 
sales forecasts, and a certain amount of 
hard and cold mathematics, carefully 
balanced with experience and the judg- 
ment of management. It is this last thing 
that accounts for the fact we some- 
times invest in advertising beyond the 
calculated dollars that come out of our 
forecast. This was particularly true dur- 
ing the big depression, when, at one> 
point, we were the only company in the 
industry to continue even a modified 


advertising program. 
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ing reflection of a way to live 
and things to do.” 


® Also, Miss Lambert says, 
through Fashion-O-Rama, the 
men’s and women’s fashion indus- 
tries will tell the world that “fash- 
ions are part of our economic pic- 
ture, and the family that is 
wardrobe conscious is contributing 
to its own prosperity, and to that 
of its community.” 

All phases of the men’s, women’s 


cluding jewelry, leather goods, 
fabrics and cosmetics—will be en- 
compassed by the show. More than 
800 manufacturers—and perhaps 
even some retail stores—are ex- 
pected to take part. 


® Besides individual displays, ed- 
ucational exhibits will trace the 
creation of fashions, beginning 
with the raw material stage. The 
major basic materials—silk, wool, 
cotton, synthetics, furs and leather 


sponsored by the major trade as- 
sociations in each field. The role 
of labor unions and students of 
fashions also will be depicted. 
Some 900,000 consumers are ex- 
pected to attend the exposition, 
along with a multitude of buyers, 
retailers, store executives and oth- 
ers connnected with the clothing 
business, Admission proceeds will 
be donated to scholarships set up 
by the educational foundation of 
the Fashion Institute of Technolo- 


Wendell Campbell Named 

Wendell Campbell, who former- 
ly headed CBS Radio Spot Sales, 
has been appointed national sales 
manager for the General Telera- 
dio-owned radio and tv stations. 
His headquarters will be in New 
York. 


Fawcett Names Fraser 

Wallace Fraser, formerly with 
Redbook, has joined the sales staff 
of Fawcett Women’s Group (True 
Confessions and Motion Picture). 


and children’s apparel fields—in- | —will 


be featured in exhibits | gy. 


an investment, not an expense” 


Q Do you have a different philosophy 
about the use of business papers than of 
consumer publications? 


A No. I can only say this—our present- 
day philosophy has brought about a 
substantial increase in our appropria- 
tion for business publications. Without 
referring to figures, I know we are 
spending more in business papers in 
1956 than at any time in our history. 


Q Can you cite examples of direct 
benefit derived from your advertising in 
business publications? 


A Oh yes. Perhaps one of the best 
demonstrations of its effectiveness can 
be found in what we experienced when 
we introduced our line of stainless steel 
tableware. Prior to that time our sales- 
men seldom called on housewares de- 
partments, and buyers were not ac- 
quainted with our company. We promptly 
launched a sizeable advertising cam- 
paign to reach these people, and in a 
surprisingly short time we reaped suc- 
cess. Not only did our salesmen get 
audiences, they got orders too. 


Q Do you advertise price in business 
publications? 


A Yes, regularly. We believe in adver- 
tising price, particularly in the house- 
wares field. 


Q In general terms, how do you define 
the role of business publications? 


A Well, first let’s consider the editorial 
side, which I feel to be of tremendous 
and increasing importance. The edi- 
torial pages of a business publication put 
under one tent all the things a business- 
man wants to know about his chosen 
field. They offer him an opportunity to 
review the experiences of the past, to 
familiarize himself with current develop- 
ments, and to look into the future 
through the eyes of the editors—capable 


men who are experienced in the art of 


digging out, evaluating and reporting 
facts and trends, 


Q And how about the advertising side? 
AI am convinced that well-conceived 


and well-written advertisements are a 
constant source of information to the 


man interested in keeping abreast of 


developments in his field. In addition, 
many readers, I am sure, get very 
worth-while merchandising hints and 
suggestions from this source. 


Q Let's go back to the editorial side for 
just a minute. Do you believe that 
publishers and editors of business 
papers fully meet their responsibilities? 


A I ceriainly do. I think that along with 
consumer magazines, business publica- 
tions have made marked improvements, 
not only in editorial content and policies, 
but also in format. They have done much 
to make it easier for their audiences to 
read and absorb the subject matter. A 
case in point is the capsule treatment 
frequently given long and involved 
articles that enables even the busiest 
reader to become generally familiar with 
the subject. 


Q On the subject of frequency, do you 
believe it necessary to maintain a 
regular schedule? 


A We very definitely believe in con- 
tinuity. It may not be necessary to be in 
every issue of a publication but once we 
start to build an audience we want our 
advertising to appear frequently enough 
to hold that audience. 


Q What requirements must a publica- 
tion fulfill before it is added to your 
media list? 


A First of all, of course, it must cover 
the particular field, or major segment of 
it, that we are interested in reaching. 
Then, too, we are very much interested 
in the editorial content or editorial 
policies of a publication. 


Q How many business publications do 


you now use? 
A Approximately 25. 


Qis there any point about your ex- 
perience with business publications that 
you care to emphasize? 


A Well, yes. Although it is repetitive 
I would like to go back to one thing I 
said, for the sake of emphasis. I think the 
best testimony as to the importance of 
business publications to us is the fact 
that we have been putting more and 
more money into their use. This means 
that we have not only added new publi- 
cations, but have also increased our 
space in the papers we already use. And 
I would like to go even farther. 


Through the use of business publications you are able to communicate with 
your customers and prospective customers in an atmosphere that is natural to 
them and most productive for you. In this respect, today’s responsible business 
publications serve a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 


and advertisers. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
| The Iron Age + Jewelers’ Circular-Keystone + Distribution Age « Motor Age 
Automotive Industries + Optical Journal and Review of Optometry « Spectator 


.* "A Commercial Car Journal + Boot and Shoe 
Gas «+ Electronic Industries « 


Recorder « Hardware World 


Butane-Propane News ¢ Book Division 


‘Buffalo News’ 
Breaks Ground for 
Mechanical Plant 


Burrato, Aug. 14—The Buffalo 
Evening News has broken ground 
for a new mechanical building. 
Preliminary construction work al- 
ready is under way on the site, 
which lies at the hub of the lower 
downtown area. 

When completed next summer, 
the new mechanical building and 
equipment will consitute one of the 
finest newspaper plants in the 
world. 

Addressing more than 50 civic 
and business dignitaries and em- 
ployes of the News and Stations 
WBEN and WBEN-TV at the cere- 
monies, President Elmer F. Lux, 
of the Buffalo Redevelopment 
Committee, recalled the pledge 
made in 1880 by the News’ found- 
er, Edward H. Butler Sr., to keep 
pace with the growing city. 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 
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Logistics Research, Inc. praises 
“WIFE-APPROVED” 
MOVING SERVICE 
on 6,000-Mile Exhibit Trip! 


“From Redondo Beach, Calij., to Boston, Chicago and 
back, NAV L delivered our ALWAC III-E (electronic 
digital computer) display without a hitch—and on 
time!”’ says Hugh F. Tracey, Logistics Research, Inc. 


Here’s the new and better way to ship exhibit displays. . 
the way that, in household moves, has won the approval 
of wives across the nation. Simply let North American 
Van Lines take your display where you want it . . . when 
you want it there! 

Door-to-door delivery . . . minimum crating . . . no 
unnecessary handling . . . your own personnel freed for 
sales work. Your display arrives safely . . . on time! Call 

our local North American Van Lines agent today! He’s 
isted under ‘‘Movers’”’ in your phone book. 
COPYRIGHT (956, WN. A.V.L. 


NORTH AMERICAN VAN LINES, INC. 


Ask your NAVL agent for your 


— 
SAe 


care of Dept. A8. - 


WORLD HEADQUARTERS: FT. WAYNE 1, IND. 


Supermarkets 
Will Spread i 
Europe, Says Mott 


Hartrorp, Aug. 15—The day of 
the supermarket in Europe is just 
around the corner, according to 
Joseph P. Mott, Hartford super- 
market pioneer and president of 
the Super Market Institute. 

Mr. Mott has just returned from 
a seven-week trip, in the course of 
which he attended the Third In- 
| ternational Congress of Food Dis- 
‘tribution, in Rome. 

He contends that advent of the 
|European supermarket will mean 
_a tremendous boost to the respec- 
‘tive countries’ economies. He feels 
‘that the savings which European 
consumers will realize in food costs 
will be used to acquire such other 
|goods as refrigerators—now con- 


000 § 


Daily Newspaper Advertising 
Influences ALL Family Buying 


Good newspapers grow even better with age and 
experience - the seven Southam Newspapers range 
from 46 years to 112 years serving their individual 


communities and Canada. 
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Europeans, he feels, want the 
big, modern, all-in-one markets, 
and realization of this desire in- 
volves only a question of time. 


| sidered luxuries. 


= The present situation: Switzer- 
land already has entered the new 
marketing phase. Dozens are lo- 
cated in that tiny country. There 
are a few in England; France and 
Italy have none. 

Introduction of markets on a 
large scale in England, he adds, 
runs into problems of government 
regulations and other obstacles. In 
nations on the continent, one ma- 
jor obstacle consists of the cus- 
tom of shopping in one store for 
meat, another for bread, another 
for sweets, etc. 

But, judging by the reception of 
the widely-acclaimed model su- 
permarket in Rome, Mr. Mott be- 
lieves most people would just as 
soon forego customs for conveni- 
ence and substantial savings. 

“The public and business men 
in Europe,” Mr. Mott adds, “are 
reall? interested in the American 
way of life and certainly inter- 
ested in the supermarket as one 
aspect of that life.” 


Snowy Steed Will 
Perform Encore for 
White Horse in ‘57 


| New York, Aug. 14—Full-color 
illustrations of a live white horse 
| will be used again for the second 
‘year in fiscal 1957 to spearhead 
Browne Vintners Co.’s advertising 
for White Horse Scotch whisky. 

Magazines to be used include 
Ebony, Elks Magazine, Esquire, 
Holiday, Life and The New York- 
er. In addition, newspapers will 
be used in key markets, plus a 
| special twice-weekly schedule in 
the national issue of Wall Street 
Journal. 

Theme of the campaign, 
launched originally a year ago, is 
“Let White Horse carry you light- 
| ly through the evening.” 
| A new merchandising campaign 
| will supplement the media adver- 
| tising. It will include new three- 
dimensional window displays, 
self-service bin merchandisers, 
| statuettes, pourers, stirrers, and 
consumer folders. 


|@ Earle W. Capwell, national ad- 

vertising manager of Browne Vint- 
ners, in announcing the forthcom- 
ing campaign, said, “A live white 
| horse is the best symbol for a live 
| whisky.” 

Last year’s campaign, he said, 
“in addition to receiving excep- 
tionally high readership counts, 

| which are being reflected in con- 
sumer demand, also inspired many 
compliments in both advertising 
|and trade circles.” 

Doherty, Clifford, Steers & Shen- 

field is the agency. 


_Paramount Reports Gain 
| for Second Quarter 

Paramount Pictures Corp., New 
| York, reports that its estimated 
| net earnings for the second quar- 
| ter of 1956 were $3,279,000, against 
| $2,307,000 for the corresponding 
| period in 1955. The improved pic- 
| ture resulted from the sale of film 
shorts and cartoons to tv. 
| On a six months basis, 1956’s net 
earnings fell slightly below the 
| 1955 figure. The consolidated net 
earnings for the first six months 
|of 1956 were $5,001,000, compared 
| with $5,165,000 for the first half of 
| 1955. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 
Citizen Spectator Tribune Herald News _ Journal Province Visudhy aio Sena eae ead 
UNITED STATES REPRESENTATIVE vs Gali idan: tee cai nee 
CRESMER & WOODWARD INC. (CAN. Div.) pany, Elektra Film Productions, 


ANGE at 16 E. 52nd St., New York. They 
NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA will produce tv commercials and 


entertainment film, 


| Magdoft, Liss Form Company 
Samuel Magdoff, formerly on the 

production staff of the “Phil Sil- 

vers Show,” and Abe Liss, pre- 
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It is not true, as some people think, that Allison Danzig in- 
vented tennis. But you can understand the misunderstanding. 
He writes about it as expertly as though he had. 


Allison Danzig has been writing about tennis and tennis 
players for readers of The New York Times for more than 30 
years. His authority is universally recognized. Three volumes 
on the game bear his imprint as author or co-author. 


A native of Waco, Texas, Allison Danzig got his degree from 
Cornell in 1921 after serving as a lieutenant of infantry in 
World War I. He never hesitated about his career after that. 
He became a sports writer for the Brooklyn Eagle in 1921, 
moved to The New York Times in 1923. 


In season, Allison Danzig writes about other sports, notably 
football and rowing. In these sports, too, he writes expertly. 
He played football under Gil Dobie at Cornell, coached a 
little in his senior year. His name appears as co-author on 


two volumes devoted generally to sports. - 


Covering sports for readers of The New York Times keeps 


Allison Danzig covering ground. He has covered three 
Olympics — Los Angeles in 1932, London in 1948, Helsinki in 
1952. He will cover this year’s games at Melbourne. He has 
covered major tennis and golf tournaments in France and 
England and major sports events all over the U. 8S. 


The New York Times has hundreds of experts like Allison 
Danzig covering everything in the world that interests you. 
That’s what makes it such an interesting newspaper, vital, 
alive, informing, different from any other. There’s more in 
The New York Times. Readers get more out of The Times. 
So do advertisers. 


The New fork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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Canada Beer Sales Hit Peak 

Canada’s brewers did a record 
business in 1955, according to the 
| Bureau of Statistics, with sales 
| value of factory shipments at $334,- 
| 868,143. This was 4% more than in 
11954 and 2% above the previous 
peak year of 1953. The number of 
|establishments in the brewing in- 
dustry declined from 62 to 58 in 
1954. 
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Masters Appoints 
Mesnick Manager 
of Merchandising 


New York, Aug. 16—Discount 
house operations continue to grow. 

Masters Inc., one of the largest 
of the discounters, will announce 
Monday the appointment of a 
merchandising manager to direct 
the chain’s expanding promotional 
activities. He is Leon Mesnick, 
formerly ad director of the Vim 
store chain, in New York. 

Masters says it has established a 
$500,000 budget to promote two 
new stores which it is opening 
within the next 45 days. Masters, 
a direct mail advertiser for many 
years, first began using newspaper 
space early this year. 

The Paramus, N. J., shopping 
center will be the site of one of the 
new Masters stores. Scheduled to 
open Sept. 10, it will have 27,000 
sq. ft. of selling space on two 
floors. 

A much bigger unit, with 100,- 
000 sq. ft. of space, will be opened 
Oct. 1 at Elmsford, N. Y., not far 
from the Cross County Shopping 
Center. It will be called the Mas- 
ters Shopping Center and will in- 
clude food and specialty stores. 


= Both the New Jersey and the 
Westchester units will sell soft 
goods. 

The main Masters store is lo- 
cated on 48th St., in New York 
City. There are also Masters out- 
lets in Washington, D. C., and Mi- 
ami. Stephen Masters, president, 
says he will open additional su- 
burban stores on the Eastern Sea- 
board in the next two years. 

Masters is one of the few dis- 
counters which sells private label 
products. It offers detergents and 
a complete drug line under its own 
name. Otherwise, it sells only na- 
tionally advertised brands. 


Advertising Age, August 20, 1956 
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COLLABORATION—A pair of Topeka 
craftsmen, Harry Roth and Duke 
Senogles, teamed up to win the 
first place award in the poster 
contest sponsored by the Printing 
Week Committee of the Interna- 
tional Assn. of Printing House 
Craftsmen. Shown here is the win- 
ning poster. 


Gundlach Appoints Burger 

G. P. Gundlach & Co., Cincin- 
nati, has appointed Don E. Burger 
an account executive on all Texas 
and Oklahoma milk, ice cream and 
dairy accounts, He formerly was 
with Carnation Co. in Texas and 
with the Dale Carnegie Institute 
in Houston. He will work from of- 
fices in Houston. 


Cavanagh Heads Walker Office 

Walker Representation Co., ra- 
dio-tv station representative, has 
appointed Norbert J. Cavanagh vp 
in charge of its Chicago office. Mr. 
Cavanagh formerly was chief time 
buyer at Roche, Williams & Cleary. 


YOUNG MACDONALD 
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HAS A FARM . 
The average age of The National 
i 
i 


Future Farmer subscriber is 16.73 
years. 


AND ON THIS FARM... 
Size of average FFA farm is 309.6 
acres. National average is only 
242.2 acres. 


HE HAS SOME .....-. 
79.99% FFA subscribers own guns! 
61.07% own fishing rods ; 23.69% own 
cars. Average income per boy is 

$894.99. And 48.61% FFA families i 
own 41.9 beef cattle; 76.65% own 
22.9 dairy cattle; 67.259 own 38.9 
swine. 89.14% own one or more cars, 
79.39% own one or more tractors, 
and FFA subscribers help decide the 
make to be bought. 


AND HERE —- THERE —- EVERYWHERE 


YOU'LL FIND THE NATIONAL FUTURE FARMER 


at yearly increase in circulation since 1952 is 28.33% .Now 175,000. 
Home readership is 3.46 persons per copy! 
No program is complete without a youth program — 


The National 


® Future Farmer 222233 | 
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All postmarks are actual reproductions. Post offices mentioned in the text really exist. 


Grit covers a huge 
consumer market... 


16,000 true small towns 


Let's lift a Toast (N.C.) to the world beyond the 
big cities—an ulcerless world with a Pleasant View 
(Colo., Ky., Tenn.). 

Grit is favorite reading matter in 16,000 of this 
world’s small towns. They greet no 8:15, for 
they're far beyond the commuter’s orbit. They're 
solid, substantial places where everybody knows 
you and probably knew your grandfather too. 


Here is a world which frantic merchandisers - 


haven't penetrated. Where cut-price sales are still 
very special events. Where, through sound adver- 
tising, you can build a consumer franchise that will 
bring you consistent year-after-year rewards. 

The problem is where to advertise. And the 
answer is Grit. For Grit is a kind of modern bible 
to better than 334 million people. They read it 
cover to cover for news, entertainment, fiction, 
comics, how-to-do-it. For a weekly sermon and a 


checker problem. And for buying guidance. 

No other national publication approaches the 
circulation concentration of Grit in towns of 2500 
and less—an astonishing 58.56%. And no other 
national weekly comes close to its ratio of single- 
copy sales—a huge 89.64%. 

More than a score of surveys offer ringing proof 
that Grit advertising pays off. Its cost is incredibly 
small—a big-space year-round campaign can be had 
for the price of a single page in a mass circulation 
weekly. 

So don’t stop your advertising Halfway (Ky., 
Oreg.). Put yourself in Plainview CIll., Minn., 
Nebr., S.Dak., Tex.) of the small-town millions. 
Schedule Grit! 

Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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TV Nets Will Offer 
More Largesse Shows 


(Continued from Page 3) jed in the new attractions list on 
few hours; this will enable them this network. Four big money 
to solve the time differential prob- | shows are booked for fall—one re- 
lem in the traditional fashion by | turnee, two newcomers and one 
running delayed repeats for West | inflated oldtimer. Speidel and Pu- 
Coast stations. rex’s “Big Surprise” returns from 


Milton Berle’s old spot on Tues- 
day nights. “Break the Bank,” 
which will be good for $250,000 as 
produced for two new sponsors, 
Lanolin Plus and Benrus, will 
round out the network’s telecast- 
ing day on Tuesday. 

New entries in the bountiful 
handout category are Revion’s 
“Most Beautiful Girl in _ the 
World” and Pharmaceuticals’ 
“Twenty-One.” A _ leading con- 
tender for new comedy honors is 


|Buddy Hackett, a veteran of the 


tv guest circuit, who will star in 
a Max Liebman-produced situa- 
tion comedy, with Pall Mall and 
Toni as co-sponsors. 


s Walter Winchell, wearing the 
colors of P. Lorillard and Toni, and 
Tennessee Ernie Ford, backed by 
Ford Motor Co., each will head a 
variety stanza. The rest of the 
debuting shows on NBC-TV fall 
within the general adventure- 
dramatic category and are filmed. 

Among these hopefuls: “Hiram 
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Holiday,” starring Wally Cox, and 
“Tales of the Bengal Lancers” 
and “Circus Boy” (all to be aired 
by General Foods), “Adventures 
of Sir Lancelot” (Whitehall Phar- 
macal and Lever Bros.), “Noah’s 
Ark,” a Jack Webb film about a 
veterinarian (Liggett & Myers for 
L&Ms), and “On Trial,” court 
case dramas starring Joseph Cot- 
ton (Campbell Soup Co. and 
Lever). 

Several old shows will appear 
under different auspices. The 


One other hitch remains as ja summer layoff to fill half of| 


far as many advertisers are con- 
cerned: That is the question of | 
how much more color will cost) 
them at a time when most buyers | 
are becoming increasingly cost | 
conscious. There are no additional 
time charges; the big difference 
comes in the production fees, 
which run at least 10 to 15% more 
for color. 


® However, the network’s color 
experts think that color costs will 
gradually move closer to mono- 
chrome levels as soon as produc- 
ers feel sure enough of them- 
selves to cut down on excessive 
rehearsal time. 

Shows definitely set for color- 
casting include the _ returning 
Monday night and Saturday night | 
specs, the Sunday night Hallmark 
“Hall of Fame” specials, Sid Cae- 
sar, Perry Como and the new 
Tennessee Ernie variety telecast. 

Among the others that are ex- 
pected to be in tint tv at least 
part of the time are “Lux 
Theater,” “Kraft Theater,” “Hit | 
Parade” (co-sponsor American 
Tobacco is very interested in col- 
or), the Alcoa and Goodyear 
dramas, Walter Winchell, the 
“Adventures of Sir Lancelot” 
(starting in January) and the 
“Chevy Show,” with Dinah Shore 
and Bob Hope alternating in the 
star spot. 


® Though last year’s Sunday 
night monthly 90-minute color 
spread has been dropped from the 
schedule, the network managed to m 
work the “Chevy Show” into the 
Sunday night lineup after Good- 
year and Alcoa agreed to cut back 
to 20 one-hour dramas each. 
Chevrolet’s Bob Hope—and per- 
haps occasionally Dinah Shore, 
who will be seen mostly on Friday 
nights—will share the 9 p.m., EST, 
spot with the dramas. 
; These hour “Chevy Shows” 
have not previously been tagged 
' as specs, but they fit into the 
spectacular concept as voiced by 
NBC Chairman Pat Weaver. 
They qualify as “occasional big 
splashes” and are calculated to 
give viewers something special 
to anticipate as a break in the reg- 
ular video routine. 

Like the rest of the network 
schedule, the Monday and Satur- 
day specs are pretty well sold out, 
thanks largely to NBC's parent 
company, Radio Corp. of America. 
RCA-Whirlpool will co-sponsor 
both these monthly series. Olds- 
mobile, which went it alone on 
that show last year, will present 
half of the Saturday specs this 
season. Buick has bought half of 
one Monday night spec and John 
Hancock Mutual Life Insurance 
Co. has purchased half of five oth- 
ers. The co-sponsor spot on the 
rest of these “Producers’ Show- 
case” shows is open. One third of 
Sid Caesar’s program is available. 


s Otherwise, unless alternating 
spots become available or some 
of the penciled-in participating 
sponsors change their minds, 
there is very little nighttime to be 
had on NBC-TV this fall. Avco 
Mfg. Co. has not decided whether 
it will keep its third of the “Steve 
Allen Show,” which is locked in 
a deadly rating battle with CBS’ 
Ed Sullivan. Fifteen minutes is 
open on Mondays at 7:30 p.m., 
EDT. 

Giveaways, comedy, adventure 
and variety will all be represent- 


buy a third 


of all home 


PPLIANCE MANUFACTURERS sold nearly 

a million air conditioners for home use last 

year. And nearly % of those were installed in 
Reader’s Digest homes. : 
These families form a greater market for air con- 
ditioners than readers ‘of any two other magazines 
put together. This means they’re also prime custom- 
ers for all appliances and other products that 
make home life easier and more comfortable. 
Whatever product or service you would like to 
sell, see what the Digest offers. . . 
Digest families represent the great ‘‘thriving 
third’’ of the American market . . . a select 
group with more purchasing power than that 
of any other magazine. 
Did you know, for example, that more than half of 


*All comparisons made here between Reader's Digest and other magazines are based on the “primary” audience of each magazine—those readers 
in households where someone actually buys or subscribes to the magazine. Source: “Characteristics of Reader's Digest Primary Households and 
Readers,” based on projections from 51st Consumer Magazine Report, Daniel Starch, July, 1956. 


Reader’s Digest 
families alone 


air conditioners 


It’s a market twice the size 
of any other magazine’s* 


of the Digest. 
Where else is there 


all the families who earn $10,000 or more per year 
are regular readers of the Digest? 
People are now buying 11,002,672 copies of 
Reader’s Digest each month**—an increase of 
nearly a million over the same period last year, 
before the Digest began to accept advertising. 
Over 36 million people in the U. S. read each issue 


a magazine that so many 


Americans believe in so deeply, read so thoroughly, 
and quote so frequently? Faith in the Digest leads 
people to action—by the millions. It helps explain 
the unique power of the magazine to create sales 
for any good product or service. 

Companies in many fields report remarkable 
sales increases directly traceable to their adver- 


**As filed with ABC, subject to audit. 
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pioneer news package, “News; Miles Labs and Time Inc. 
Caravan,” will not have the back-| Esquire Boot polish, Bab-O and 
ing of Camel cigarets, which will Quaker Oats will be making their 
switch to an alternate position on | first appearance on the Sid Caesar 
“People Are Funny,” for the first| show, which moves back to Satur- 
time since the news show went on| day night after a year as a Mon- 
the air nearly nine years ago. The day feature. RCA, Sunbeam and 
original newscaster, John Camer-|S&H Green stamps join Noxzema, 
on Swayze, also is expected to Gold Seal and Kleenex as backers 
leave this show after the conven- of the Perry Como telecast. 

tions and election, with Chet Hunt aad honk CBS 


ley taking over. The fall list of 
news sponsors will include Na- Jackie Gleason and all his char- 


tional Carbon Co., Sperry Rand,| acters will come roaring back in 


September with Bulova and Lor-| man as he seeks to recapture his 
illard sharing the commercial) previous rating dominance after a 
breaks. Herb Shriner will head a) year’s dalliance with a film show. 
new variety show for Pharma- | He will be preceded by the long- 
ceuticals Inc. Tuesday nights. Gen-| running “Beat the Clock” at an 
eral Mills will get into the give- earlier time period, with Pharma- 
away swing with kid contestants | Craft as backer, and “The Bucca- 
taking a “Giant Step” toward big  neer,” with “Beat the Clock’s” old 
prizes. ; time period and sponsor, Sylvania. 

Biggest shakeup in the CBS Tel-, Columbia’s biggest comedian 
evision week will take place on will be followed by two new film 
Saturday night, with an almost comedies, “Oh, Suzannah,” star- 
completely revised lineup. The ring Gale Storm, of “My Little 
“live” Mr. Gleason will be the key Margie” fame, for Nestle, and 


es 


ne 


tising in the Digest. The Lennox Industries’ experi- 
ence told about here, is but one example. 


And these advertisers are reaching this giant 
audience at lower “cost per thousand circulation” 
than in other leading magazines. 


Call your Reader’s Digest representative for 
more details today. New York, MU 4-7000; 
Chicago, WH 4-2544; Detroit, TR 5-9600; Los 
Angeles, WE 8-3666. 


“This is by all calculations 
the most successful advertising 
we ever published,” says J. R. 
Merrill, advertising and promo- 
tion manager of Lennox 
Industries Inc., a leading man- 
ufacturer of air conditioners. 


tising in the Digest was instan- 
taneous. Letters and wires 
poured in from all our sales 


“The impact of our adver- 


areas. One California dealer made 39 immediate sales in 
which prospects specifically mentioned Reader’s Digest 


People have faith in “> 


ever told me they went straight to the phone after 
reading an ad.’ 

“Our present high sales volume is the direct result of 
advertising in Reader’s Digest. We are convinced that 
the Digest produces such results, because people turn to 
it in a thoughtful, reading mood.” 


}Readers Dige st 


America’s Largest Magazine Circulation 


. A New Jersey dealer said, ‘It’s the first time people 


“Hey, Jeannie,” with Jeannie Car- 
son, of the NBC specs, for P&G. 
Another new comedy film, “The 
Brothers,” with Bob Sweeney and 
Gale Gordon, will be seen on 
Tuesday nights for P&G and 
Sheaffer pens. 


8 TV Row will be especially eager 
to see the public reaction to the 
network’s much vaunted new 
Thursday night entry, “Playhouse 
90.” CBS programming chieftains 
cleared the way for this mostly 
live dramatic series despite the re- 
luctance of advertisers occupying 
the time selected for the package. 

One of the sponsors, General 
Foods, pulled out of the time com- 
pletely, but two others, Singer 
Sewing Machine and Bristol-My- 
ers, will alternate as sponsor of 30 


minutes of “Playhouse.” Ronson. 


will present an hour of the show 
on alternate weeks; an hour on al- 
ternate weeks is.on the market. 

General Foods offers two new 
films, “West Point Story” and 
“Zane Grey Theater,” on Friday 
nights as replacements for the 
veteran “Our Miss Brooks” and 
“Mama” series. Life magazine re- 
places Elgin as alternate on “Per- 
son to Person.” 


s “Giant Step” will be the only 
change in the Wednesday night 
status quo, d 

An advertiser who is shopping 
for fall network nighttime at this 
late date has no chance of finding 
it at CBS unless he wants in as an 
alternate on “Playhouse 90.” Of 
course, there always is the pos- 
sibility that somebody will cancel 
or cut back. 

This week a CBS spokesman 
said Columbia’s color plans for fall 
would be announced soon. There 
have been some discussions with 
advertisers to see how they feel 
about paying the additional cost 
required to colorcast:their shows. 
Ford’s monthly “Jubilee” will con- 
tinue to be colorcast and some of 
the “Playhouse 90” and Red Skel- 
ton shows may be tinted. 


ABC Likes Welk 


“Omnibus,” more of Lawrence 
Welk and more action films will 
be coming up this fall on ABC. 
The Ford Foundation’s “Omnibus,” 
which switched to American after 
several years on CBS, will get a 
choice Sunday night spot—9 p.m), 
EST. Aluminum Lid, returns as a 
subscriber; Union Carbide & Car- 
bon Co. has signed as 2 participant. 
There are availabilities for two 
others. 

Dodge is so pleased with Law- 
rence Welk’s Saturday) night suc- 
cess that it has bought the band 
leader an additional hour of tv 
time for the 1956-57 season. Mr. 
Welk will be seen Monday nights 
at 10 with promising new acts. 
Mogen David Wine Co. will give 
people a chance to compete for a 
$25,000 jackpot on “Treasure 
Hunt” in the old “Dollar a Sec- 
ond” time period on Friday nights. 


® Otherwise the new fall entries 
that have been booked for ABC- 
TV are all film. Among the titles: 
“Bold Journey” (Ralston-Purina) ; 
“Broken Arrow” (G-E); “Navy 
Log,” a CBS-TV Film series 
(American Tobacco on alternate 
weeks); “Ford Theater,” a switch- 
over from NBC; “Wire Service,” a 
story of a newspaper man’s exploits 
(R. J. Reynolds orf alternate 
weeks); “Adventures of Jim Bow- 
ie’ (Chesebrough-Ponds and 
American Chicle), and “Conflict” 
(Chesebrough-Ponds). 

And, as is the case with the 
other networks, some oi ABC’s re- 
turning shows will be back under 
different banners. Danny Thomas 
will represent Kleenex and Ar- 
mour. Two G-E divisions wiii alter- 
nate on Warner Bros. “Cheyenne” 
productions. P&G is the new 
regular alternate on “Wyatt Earp.” 
“Ozzie & Harriet” will be working 
for Kodak. 
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Lurex Budget Is 
Up 20% for 10th 
Birthday Drive 


(Continued from Page 3) 
tional shows are in process of be-| try and Vogue. All of these ads 
ing made, Mr. Shem said. These will be color pages. 
are tentatively expected to include| Business papers to be used in- 


| users of Lurex, its value cannot be | Daily News Record, Interiors, Re- | 
overestimated.” | tailing Daily, Textile World and 
Women’s Wear Daily. These ads 
|@ Media to be used this fall, Mr.| will be b&w spreads and pages. 
Shem said, will include, in the | 
' consumer field, Detroit Athletic | | vertised since June, 1949. The first 
Club News, Harper’s’ Bazaar, ‘ad for the now well known non- 
| House Beautiful, House & Garden, 
| Living for Young Homemakers, 
|The New Yorker, Town & Coun-|Fuller & Smith & Ross was the 


moved to Anderson & Cairns. 


Lurex has been nationally ad-| 


about them. The art and copy de- 
partments and Julia Morse, ac- 
count executive, have consistently 
come up with some of the best cre- 
ative advertising in the textile 
field. Lurex advertising has won 
awards at every Cleveland art di- 


| rectors show since 1952.” 


in Harper’s Bazaar and Vogue. | 


| 


= It is interesting to note, inci- 


agency. In 1951 the account was dentally, that Mr. Shem, who holds 


a master’s degree in psychology, 


“A&C saw the possibilities,” Mr.| became assistant advertising man- 


Advertising Age, August 20, 1956 


| information for present and future|clude American Textile Reporter,, Shem said, “and knew what to do! ager of the Dobeckmun Co. in 1951 


and was named advertising man- 
ager in 1953. Since 1951, the Lurex 
advertising budget has been in- 
creased six times, but the company 
refuses to release advertising or 
production figures. 

Dobeckmun recently opened a 
new $1,700,000 plant in Cleveland, 
which will permit 30% increase in 
the production of Lurex, which, 
Mr. Shem says, is now used in 
more than 300 different types of 
products, from upholstery and 


Rome, one or two cities each in 
India and Australia and probably 
Los Angeles. 

| 


® The company’s fall advertise-| 
ments are being prepared in a spe-| 
cial kit for mailing by The New| 
Yorker and will be mailed as part 
of the company’s merchandising 
program to an international list of 
25,000. This includes designers, | 


stylists and individuals in various) 


a 


—_-=- 


FOR FURNITURE—Dobeckmun Co., a = Pap Pere 


The sun—the water—and the world’s most beautiful beaches still remain the Miami 
Area’s greatest commodity, and the Great American Tourist, its leading customer. 
Present hotels chowed an average sense cccupancy of 93.3%, and some $40 million 


Cleveland, shows upholstery fab- wil bo invented thin your tp nom tousiet # 


rics made of its Lurex metallic 
yarns in this ad. 


trade and industry classifications 
who use or who are potential users 
of Lurex metallic yarns in any 
type of textile fabric. 

In addition, Mr. Shem said, a 
special 24-page anniversary bro- 
chure, 9”x12”, printed in four col- 
ors, is being prepared and will be 
distributed, also internationally, to 
a list of about 20,000. It is based 
on variations on the company’s ad- 
vertising theme, “The thread of 
the story is Lurex.” 

Publication of this brochure, Mr. 
Shem said, is expected to intensify 
and broaden materially the mar- 
ket for Lurex. “It will be the most 
complete technical manual ever 
prepared on metallic yarn,” he 
said, “and as a reliable source of 


The beautiful Miami skyline is familiar to most of the nation, but behind this 
lovely scene is an important industrial boom. The county now ranks first in 
Florida in industrial production, and a total of some $316 million in new projects 
(cement plants, aircraft industries, etc.) will solidify that position. 


the EXCLUSIVE COVERAGE of 


MAGAZINE 


AND SELL THE U.S. 
COAST GUARD MARKET 


U.S. Coast Guard Magazine is the only 
publication edited exclusively for Coast 
Guardsmen. They give first (and often 
ony) attention to U.S. Coast Guard 
Magazine news, features, pictures 
and advertising. 


PUBLISHED BY 


While Florida's farm economy has been somewhat obscured by vacationland 
and industrial publicity, agriculture is an area of vast importance. The cattle 
industry ranks second in the nation, and the economic value to Dade County 
(Miami) of all farming interests is in excess of $75 million per year. 
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Advertising Age, August 20, 1956 


draperies, through women’s eve- 
ning fashions, negligees and ac- 
cessories, to men’s suits and 
sportswear. 

Lurex is a yarn produced by 
sandwiching aluminum foil be- 
tween two piles of clear plastic 
film. The protective film is bonded 
to both sides of the foil by an ad- 
hesive which does not cbscure the 
brilliant transparent or opaque 
metallic effect. In its natural state, 
Lurex is silver. To produce other 


hesive. In all cases, Mr. Shem em- 
phasized, the color is protected by 
the crystal-clear film and cannot 
flake off or tarnish. Also it has no 
odor, can be dry-cleaned and laun- 
dered, and is soft and pliable. 


= When originally introduced ten 
years ago, it was confined to the 
apparel market. Today it is a multi- 
million dollar business, much of 
which is so-called contract business 
for such products as carpeting, 


colors, pigment is added to the ad-' draperies, automotive upholstery, 


ecclesiastical vestments and vari-, demonstrate how they use the|is now known in 64 countries, 


ous specialties. Lurex ads, which are shown on an 

“Lurex,” Mr, Shem said, “is a| accordion pleat to customers and 
product that has been built by ad- | prospects.” 
vertising. Its success in one market | The company also uses its ads in 
has helped to open up new mar-. its retail promotion kits to depart- 
kets for its use. Our salesmen car-| ment stores. Individual stores 
ry a kit of Lurex advertising which often use electros of the company’s 
has proved to be something of a current ad in their own newspaper 
master key, because it has helped | advertising, Mr. Shem said. These 
more than anything else to open are supplied on request. 
the doors of new markets for us. | 

“At our regular sales meetings,” = “Lurex has created a world of 
he said, “the salesmen explain and brilliance,” Mr. Shem said, and it 
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Deep channel port facilities bring ocean vessels (and voyagers) virtually 
to the center of Miami's downtown area, and cruise ships add their 
facilities to a greatly expanded transportation system. 


: ul] Z 
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The University of Miami, possibly the nation’s most modern, is Florida's 
largest with an enrollment of 11,077. The recent establishment of the 
state's first medical school at the University has provided added prestige. 


114 MOVED IN TODAY 


Every day is “moving-in” day in Greater Miami. 42,000 
new permanent residents in each of the past five years have 
stimulated phenomenal residential construction, and new- 
record tourist seasons keep hotel-motel construction at 
an equally high peak. 

1956 public school enrollment increased 12.2% over 
1955 and a $34 million bond issue will provide over 1,000 
additional classrooms for next year’s crop of youngsters. 

Greater Miami is enjoying an increased earning 
power generated by 249,000 non-agricultural jobs, while 
all-important retail sales moved up to a new level of over 
a billion dollars in ’55 (a gain of 15.2% over 1954 against 
a national gain for the same periods of only 9.3%). 
“Effective Buying Income”’ is measured at over $1 bil- 
lion by Sales Management Magazine ($6,047 per family) 


in a population area of 744,000 as of January 1, 1956. 
Federal Reserve “Bank Debits,” a reliable business 
yardstick, soared to a new high of over $6% billion in ’55, 
a healthy 22.8% increase over '54—and a remarkable 
265% over ’45. 
Broadcasting Company stations: WGBS, a 50 kw CBS 
Network (radio) affiliate, and WGBS-TV. Both stations 
are enjoying new peaks in audiences and the widest cover- 
age in their respective fields. A strong merchandising 
service keeps pace with the rapidly expanding retail store 
development. Like all Storer stations, program policies of 
both WGBS and WGBS-TV make them “‘ocal stations,” 
while maximum power guarantees best reception through- 
out the entire Greater Miami area. 


BROADCASTING 


wsro wuw 
Toledo, Ohio Clevelond, Otro Detroit, Michigan Ationte, Georgio Birmingham, Alabama Wheeling, W. Virginia Miomi, Florida 


WSPO-TY WJW-TY WJBK-TY WAGA-TY WBSBRC-TV 
Toledo, Ohio «= Cleveland, Otie Detroit, Michigan = Atlenta, Georgie Sirminghem, Alobome Portiend, Oregon = Miami, Florida 


KPT¥Y 8=0wOBS-TY 


SE 


TOM HARKER—vice-president and national sales director 


BOB WOOD—national sales manager 


ee: ee | LEW JOHNSON—midwest sales monager ® 230 North Michigan Avenue, Chicago 1 © Franklin 2-6498 


GAYLE GRUBB—vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco @ Sutter 1-8689 
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| 118 East 57m Street, New York 22 ¢ Murray Hil 88690 


| where it has brought about new 


dimensions in color in combination 
with every known fiber. 

“Besides Lurex,” he pointed out, 
“Dobeckmun produces laminated 
aluminum foil, zip-tape for the 
quick opening of cigaret packs, 
special military packaging papers, 
papers for gift wraps, transparent 
protective films and a variety of 
other products.” 


Wilde Joins Hicks & Greist 

Stanley Wilde, formerly an art 
director with Grey Advertising 
Agency, has joined Hicks & Greist, 
New York, as art director. Mr. 
Wilde is a winner of the Art Di- 
rectors Club national award for 
trade paper promotion. 


Sullivan Joins Compion 

John E. Sullivan has joined 
Compton: Advertising, New York, 
as an assistant account executive. 
He formerly was assistant to the 
advertising vp on cereals of Best 
Foods Co. 
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Sell the YOUNG Woman 


and you’ve sold the Woman 


Reach the Young Woman at her most impressionable age— under 20— in the one 
magazine that dominates the market, SEVENTEEN! Sell her on your brand NOW while 
she’s responsive...while she’s forming buying habits. Sell her NOW—and you 

won’t have to unsell her on a competitor’s brand later. She and other Young Women 
Under 20 spend over $4 billion of their own money every year and their 

families spend billions more in their behalf. More and more advertisers are 

cashing-in on this marketing opportunity. That’s why SEVENTEEN carries 30% 

more silverware linage than any other magazine...161% 

more luggage linage than any other magazine! 


You can capture your share of the first-time market in one magazine—SEVENTEEN! 
More and more ‘blue chip’ advertisers are spearheading their advertising with 

campaigns in SEVENTEEN —the magazine that, in just three issues, reaches 75% of 

ALL the Young Women Under 20 in America (8,000,000 in U.S. today, 12,000,000 by 1965). 


4; 
4 Sell the Young Woman and you’ve sold the Woman—because it’s 
easier to START a habit than to STOP one! 
. 
1 


MM 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 ¢ PLaza 98100 


.. ©1956 TRIANGLE PUBLICATIONS, INC. 
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Advertising Pages and Linage in Consumer M agazines 


July and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Weeklies, Bi-Weeklies, Semi-Monthlies 


Reporter 
tSaturday Evening Post 
Saturday Review 
Sporting News 

Sports Illustrated 


TtTV Guide 


Total Group 


tFour issues in July 1956; five issues in July 1955. {Five issues in July 


Women’s 
§Bride’s Magazine 
Everywoman'’s Magazine 
Ge SE Widnes ew sodden 
Good Housekeeping 
Ladies’ Home Journal 
McCall’s Magazine 
tParents’ Magazine ........... 
Seventeen 
Western Family: 
Southwest Edition 
Mountain Edition 
No. Cal. Edition 
Northwest Edition 
Woman's Day 
Woman's Home Companion .... 
The Workbasket 


Total Group 


Pages Lines. ‘ 
July duly Jan.-July Jan.-July duly duly Jan.-July Jan.-July 
1956 1955 1956 1955 1956 1955 1956 
79 64 93.1 90.6 7,857 6,350 93,123 90,597 
10.1 146 125.5 133.7 4,193 6,062 51,963 55.358 
59.5 70.6 567.6 584.5 40,441 48,021 385,956 397,477 
55.8 66.5 502.3 496.1 23,923 28,548 215,467 212.845 
29.7 25.7 215.6 187.8 29,657 25,677 215,571 187,827 

312.0 226.0 2,641.0 2,454.3 212,138 153,646 1,795,851 1,668,904 

104.0 88.7 909.6 816.6 70,700 60,336 618,542 555,260 

179.3 195.2 2,503.3 2,234.1 76,907 83,743 1,073,893 958,433 

277.5 238.1 1,905.5 1,702.2 116,568 100,009 800,291 714,927 

5.3 10.6 82.8 103.7 2.216 4,446 34,793 43,561 
3.7 43 99.6 110.3 1,570 1,802 41,896 46,311 

170.1 248.1 2,075.0 2,115.6 115.693 168,671 1,411,019 1,438,578 
348 48.6 477.9 468.6 14,636 20,4 729 196,812 
32.7 37.0 178.3 194.1 35,441 40,114 193,448 210,569 
45.7 25.7 579.6 376.8 19,594 11,013 248,655 161,653 

224.0 199.0 2,064.4 1,859.6 94,113 83,535 867,052 780,964 
22.8 15.3 206.0 100.7 4,150 2.786 37,484 18,331 

179.0 203.5 1,814.4 1,675.7 75,193 85,483 762,040 703,803 

“T7539 17239 17,0415 15,7050 944,990 930,654 9,047,773 8.442.210 
1956; four issues in July 1955. 

156.8 1378 469.0 438.8 99,079 87,058 296,391 277,290 
21.4 34.1 220.5 265.2 9,171 14,615 94,581 113.749 
42.4 448 387.2 452.0 18,194 19,215 166,118 193,915 
75.4 78.0 824.5 758.6 32,339 33,446 353,693 325,436 
66.5 65.3 689.3 671.2 45,212 44,423 468,744 456,421 
54.9 53.6 511.7 502.1 37,317 36,451 347,971 341,440 
34.7 28.9 366.0 353.6 14,908 12,432 157,432 152,046 
52.0 38.9 721.7 681.9 35,379 26,431 490,783 463,681 
22.3 25.8 171.6 210.6 9,579 11,076 73,627 90,338 
22.5 21.9 170.7 204.8 9,670 9,386 73,216 87,869 
22.3 24.7 163.6 203.8 554 10,610 70,198 87,443 
23.0 24.2 171.2 207.2 9,887 10,386 73,430 88,869 
32.0 42.9 341.2 398.7 13,728 18,407 146,360 171,020 
28.6 444 299.9 364.8 19,473 30,164 203,903 248,054 
29.2 24.6 194.5 174.0 5,720 4,813 38,119 34,100 

616.2 619.1 5,197.1 5,271.5 340,099 338,531 2,837,722 2,867, 7867,490 


§Published in January, April, July and October. tIncludes linage czrried in special shopping scout section (572 lines per 


page). Not included in totals. 
General 
po errr ery — — 
American Forests ........... 7.7 10.0 
American Legion ............ 17.8 13.4 
American Migazine .......... 10.6 13.3 
GN oivvic kn <ciihdenteaoes 14.0 12.2 
Ss ne cinonddmiusnscss 19.6 17.6 
Christian Herald ............ 18.4 23.4 
CEL CN dctsvapwesasakes 46 5.9 
Ce cs scwnicbehsa vache 19.1 18.0 
SEED. 5 6:0 Ki veipisoerten 18.6 18.7 
oc 7.6 6.9 
LS Pe 53.8 53.9 
SD. Sac vccvcwccon 12.1 98 
ERS a cs che eckwhcadee 39.0 46.3 
Line. d's + 36's nap see naan 114 8.5 
Re SR ree 15.9 “44.9 
EN Gaba vo se'cgsniodess 21.0 29.5 
bas ad ons Jao cekueds 20.5 18.3 
SS Ee ere — — 
Harper's Magazine ........... 19.8 15.6 
UO, ok ke et ay cds me 67.7 54.0 
Hot Rod 
Improvement Era ............ 25.1 22.0 
EE 1 6a ahcc 00s nae ees — — 
Motor Boting ...... 1015 104.0 
Motor Trend 
National Geographic ......... 25.3 22.3 
rr 006s 12.8 12.8 
§Reader’s Digest ° eee 34.0 32.0 
FINE. eccccccvecseveccocce 7.0 —_ 
Redbook Magazine .......... 20.4 22.2 
RR ES SP 3.8 3.3 
a. na ig a bnlp nig ban. bie 10.5 10.7 
Town & Country ............ 46.1 40.6 
Town Journal: 
Eastern Edition ......... 28.2 30.0 
Central Edition .......... 28.4 30.0 
Southern Edition ........ 28.2 30.0 
Western Edition ......... 29.4 32.3 
Average 4 Editions ........ 28.6 30.6 
eR 2 ree 20.1 15.0 
WHE. Nobddedacexdvasions 92.0 91.7 
WOR ons cdbasdacr ed 7924 1654 


"7,898.3 


16S. ee 
113.9 3,220 
120.9 7,478 
1628 4,431 
125.3 6,025 
1789 8,219 
238.1 7,905 
47.1 «1,928 
165.3 3,437 
140.2 867,975 
55.9 3,200 
428.7 36,547 
84.4 5,169 
416.5 26,504 
76.4 798 
131.2 10,952 
1878 8,820 
176.8 8,792 
176.0 
158.8 8,327 
513.1 46,029 
195.6 10,525 
169.900 mee 
933.8 59,682 
299.3 6,018 
1483 © 5,490 
128.0 © 6,188 
60.6 3,022 
155.6 8,729 
78 1,590 
499 7,022 
418.9 29,150 
249.7 12,103 
249.7 12,174 
249.7 12,103 
260.0 12,603 
252.3 12,246 
1676 —-8,634 
681.4 54,096 
7,470.7 415,960 


7,090,585 


3,880,945 


tNot published in July and August. al aw pee ar he ag Larger pcge size (628 lines) in July 1955. 


§Started accepting advertising in April 1955. 
Not included in totals. 


are for July-August issue, 


Movie-Romance-Radio 


Dell Modern Group: 
Modern Romances 


Fawcett Women's Group: 


True Confessions 
Hillman Romance Group 


REBSE 
Cowon oD 


eee 


: 


[Not published in July 1955. 


, 


4615 32,618 
928.4 56,998 
439.7 12,544 
717.9 30,539 
504.7 23,994 
309.7 15,085 
471.9 22,052 , 
was aia 
47399 
653.1 15,193 
606.0 13,783 
614.3 20,477 
606.5 7,944 
S118 28,059 
“SRT ~ 85456 
184.7 11,744 
1823 14,404 
1545 11,172 
1268 7,618 
1483 = 8,749 
14.5 906 
105.4 


||||Published bi-monthly; 


figures shown 


26,104 331,841 291,687 
49,401 640,226 586,765 
13,440 167,118 184,660 
31,108 473,395 453,697 
17,385 331,921 318,965 
13,506 128,470 132,848 
16,635 322,336 298,214 
40,577 442,866 380,573 
208,156 “ZESE173 2,647,409 
12,860 271,664 280,169 
15,085 254,588 259,965 
22,815 413,191 388,216 
11,288 258,443 260,202 
22,211 522,522 513,065 
2s «172088 L701617 
10,884 88,594 79,222 
9,909 89,235 78,195 
8,950 70,703 66,284 
9,406 47,422 54,412 
10,085 60.011 63.600 

467 6,078 6,236 


, . Lines———_ 
July duly Jan.-July Jan.-July duly duly dan.-July 
1956 1955 1956 1955 1956 1955 1956 
Ideal Women’s Group: 
Intimate Romances ........ 10.0 14.3 116.3 132.1 4,271 6.116 49,897 
GE ED Wensvecces civ es 14.0 18.6 134.7 152.1 6,006 7,961 57,789 
Movie Stars Parade . 14.1 18.6 134.8 149.6 6,034 7,961 57.823 
Personal Romances 10.1 14.0 115.9 130.9 4,331 6,009 49,714 
TV Star Parade ........... 9.0 12.1 100.2 112.0 3,848 5.202 42,999 
FScreemiand § ...ccsececnees 11.9 11.2 48.2 31.2 5,118 4,796 20,686 
Secrets Romance Group: 
{Confidential Confessions 145 — 51.5 a 6.218 22.109 
#SDaring Romance ........ 12.3 ee 63.1 — 5,267 27.061 
Revealing Romances ........ 114 11.0 109.1 105.1 4,872 4.717 46.806 
SO we dhoebecctsee geve 11.8 11.6 112.2 110.7 5,068 4,979 48,142 
Ree MON oe cemenes 11.6 11.6 35.3 23.6 4,993 4.988 15,177 
True Story Women’s Group: 
PEE. nCkdcnooassevecs 48.2 35.5 285.6 262.2 20,664 15,206 122.538 
TV-Radio Mirror 24.8 22.2 159.5 172.2 10,644 9,505 68.425 
True Experience 24.7 22.6 166.2 180.7 10,580 9,703 71,286 
True Love Stories 24.4 22.8 165.5 182.3 10,486 9,773 71.016 
True Romance 25.7 22.6 167.1 179.6 11,012 9,676 71,675 
True Story 56.7 40.9 420.1 357.5 24,318 17,534 180,206 
Total Group 447.8 4188 3,228.7 “31983 192029 179518 1385.i6e 


NOTE: Figures for each publication in the Dell, 


the group as a whole PLUS additional advertising carried by each individual publication. 
tJuly-August issues combined; started publication as a bi-monthly with March-April 1955 issue. {June-July issues com-_ 


bined. §July-August issues combined. 
issue. 2Not included in totals. 


Magazine Linage Trend. sigures in thovsonds 


Wines. < ockms cenadcenes 70.1 499 492.6 45,973 32,758 370,858 
{Business Week ............. 368.7 425.7 3,350.4 3,199.6 154,862 178,798 1,407,179 
Dun's Review & Modern Industry 585 586 507.8 493.2 36,028 36,113 312,789 
Financial World ............- 346 27.2 388.5 341.7 14530 11,434 163,184 
SEO IR iS eM ice 1d 82 48.3 312 4495 3744 20,293 13,119 188,782 
Gadde 2 225s esks cents 118.3 90.3 1,136.3 879.3 74,734 57,038 718,110 
Nation's Business ........--- 32.7 247 3186 257.8 14,039 10,579 136,662 
Total Group ............-. F312 “W076 67164 “6038.6 360459 ~339,839 ~3297564 
tFive issues in July 1956; four issues in July 1955. {Four issues in July 1956; five issues in July 1955. 
Youth 
Americen Girl ............-- 197 164 1675 1413 8,447 7,051 71,847 
ERROR, RG: 234 203 2094 1819 15,891 13,807 142,380 
Child Life ........ wlibibead — << 19.2 11.72 eee 8,233 
Scholastic Magazines ........ ——  —— 206 169 =n 84,266 
Scholastic Roto ............ — 33.2 2S ee eee 29,034 
Teh. SIO io oi savin lcs Bi 7 69 529.3 24,338 "20.858 335,760 
tNot published in summer months. 
Outdoor & Sports 
American Rifleman .......... 521 S65 3826 4015 22,368 24,241 164,145 
Field & Stream ............+ 478 458 513.1 4764 20,525 19648 220,128 
Fur-Fish-Game ............- 136 133 1313 861385 5,832 5,693 56,335 
Outdoor Life ............... 57.5 49.0 5199 502.5 24,677 21,022 223,044 
Gents OME dics dciccecs 438 (43.0 4365 4232 18,780 18,435 _187,268 
eS BR eaeree ic et 214.8 207.6 1983.4 “19421 ~92,182 ~ 89.039 ~ 850,920 
Mechanics & —— 
546 559 4709 4729 12,219 12,517 105.480 
85.0 1031 9229 954.0 19,033 23,08 206,731 
83.1 908 8728 9023 18,621 20,328 195.502 
71.0 78.0 3674 3739 15,898 17,542 82,294 
"393.7 3278 26340 2,703.1 ~ 65,771 ~ 73,473 ~ 590,007 
figures shown are for July-August issue. 
102 108 83.4 98.5 4,362 4,654 35,779 
4.6 65 475 59.8 1,031 1,447 10,625 
48 “173 309 83 5353 Gi0i  “@a07 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
American Weekly ............ 52.0 401.2 383.7 44,170 41,276 341,001 
Family Weekly ...........+-- 31.3 20.6 208.3 153.2 26,570 17,514 177,015 
Ne ORT TORRES 53.0 50.9 4631 414.7 45,087 43.274 393,668 
This Week Magazine ......... 698 712 564.0 540.9 59,366 60,512 479,386 
Catal CAE a cma casakasen 1 "1913 “16366 “14925 175,193 “l62576 “1391.070 
Newspaper Sections (II) 
(All other newspaper sections and comics) 
First 3 Markets Group ....... 42 38 (3314 3125 37,570 31.280 281,648 
New York Mirror Magazine ... 24.1 288 228.6 258.8 23,656 28,268 224,005 
New York Times Magazine .... 1008 106.9 1,588.8 1,414.0 85,693 90,838 1,350,480 
Tots) Grow .....2.0.0- .-- 1091 "1725S “Zisese T5SS WE SiS W058 18561353 
Comics Magazines 
tAmerican Comics Group ..... 7.0 8.0 27.9 31.8 2,646 3,024 10,528 
tArchie Comic Group ........ 88 98 23.5 27.5 3,308 3.686 8,885 
tHarvey Comics Group ...... 93 103 37.0 37.5 3,497 3,875 13,986 


153, ‘365 
1,372,130 


Fawcett, Ideal be True Story groups include all advertising carried by 


||\June-July issues combined; started publication as a bi-monthly with April-May 


. 323,161 


265,583 
253,581 
1,201,903 


1,721,067 


| Pon ont : 

Jan.-duly 
1955 
Capper’s Weekly ............ 56.653 : 
Christian Advocate .......... 65,262 tis 
; ane iaiggehene 64,192 e 
se. NG is «car eucs 56,139 * 
Bare ci Vehawdph oti 48.051 ; 
ESSE RRS ARIES 13,393 : 
SE i veccdcsiucaesa peat : 

! Presbyterian Life ............ 45,103 
bide ae 47,497 
Kiso 10,151 
: ses uss 
eee eee 73,890 1, 
DENNY hhnwa dah codeckoacsdheu 77,512 ra 
[aR ee: 78,226 gif 
TU. S. News & World Report... = i. 

Z ; wg 3 ee Cea es basa 2 ate i cs peek 2 4 ‘¥ > ae a = it é ‘ 

rt e : a . 4 " aay =e 2 s, —- ae : ae ‘ : . 

- bj : ¥ 6. eee ke « y ae "3 | ih 2 
| ‘Pagises == UG tT azz, .- @ 
f - ep ; ee _ ts 4 4 a AG 5 : e 
oe ee ge Boe), Se a 3 

— 931 : ea 5 ee a8 Ge |; 404... = “A . 
ae BE since. — mes 1 Tene jad te. tsa nes «aaa bs SS “ 
ice eo mice Ge |. Bee ET? WT She a 
| — aah % % rs ey iss “ae tee # 198: % ee be im i ae 
\ 189.0 — 79,360 70,778 n 1340 fo oe aghed eT 8360 fe “cm |e, Imi Pe Pie > 4 is ” as 
! 117.6 4,200 49,406 47,852 ae 340 aia 4 Cae 360 #2 bese | “sf ae ea | ee 5 
128.6 5,627 54,020 50,761 f “eae 531 | Pears ) tee Be a4i5 | =Y 
146.9 5.604 61,700 68,369 a42i | A oes “ > ga = i. ie wo | See a 
; 129.5 5,212 55,558 53,758 ee me ‘<1 ae om f itunes ‘, 
: 218.8 7,388 91,890 75,148 _ eran oo ak 0 ae a | =a ee ey ee 
241.1 10,053 103,409 102,149 ‘32339 2 eee fs 340 Bee Ee me 6 | Baye. : 
44.3 2,474 18,619 19,795 - ‘ to. . fee ‘ Ieee 
168.0 3,240 30,248 29,746 ie 
137.6 8,008 59,010 60,158 5 
60.3 2,912 25.340 23,459 | a 
440.6 36.640 299,578 291,493 | Business 
94.6 4,193 40,567 36,192 | P| e 
478.7 31,461 325,506 283,053 1,343,836 Ps 
121.4 5,328 50,984 47,973 303,815 ~ 
120.6 10,247 82,970 90,249 143,501 
182.7 12,376 76,734 78,883 157,264 
177.2 7,856 76,000 75,837 555,686 : 
189.3 —_—— 83,496 77,610 110,613 z 
227.1 6,570 95,361 66,691 | Toa a a 
571.1 36,725 388,373 348,918 | ata : 
189.2 9,226 79,459 82,135 = 
169.9 —-s 6,216) 11492 | : 
997.0 61,128 586,225 549,092 | 60,615 oa 
223,682 3 
300.8 5,296 71,578 71,230 | 5,021 iy 
149.6 5,503 64,169 | 63,605 69.688 
232.0 5,824 42,224 23,296 24,896 : 
59.6 —_—- 25,548 26,000 "as OE Z 
173.4 9535 74.396 66,763 | 283, “ 
; 50.6 1,386 21,270 32,678 
48.5 7,176 32,562 33,558 
404.7 25,650 255,762 264,741 ; 
172,233 
272.9 12,855 117,071 107,108 204,357 ~S 
272.4 12,855 116,858 107,108 59.395 
268.1 12.855 114,993 107,108 215.565 : 
283.7 13,856 121,721 111,527 181.549 f 
274.3 13,105 117,661 108,213 Ts 
182.7 6,442 78,367 71,903 aid | 
713.0 53,920 419,243 400,663 ‘ 
105,930 
, 213,682 ; 
' 202,121 Ai 
83,823 
Home S05 556 ; 
American Home ............. 41.3 525.1 ake 
Better Homes & Gardens ...... 78.1 1,013.0 ei 
Flower Grower .............. 32.0 397.9 ’ 
House Beautiful ............ 49.2 749.0 42,242 : 
House & Garden ............. 27.5 525.2 13.405 - 
III hin ass ccensscis 315 2995 ea a 
SU i oc a ckigsesovdet 263 510.0 ; BY 
Sunset Magazine ............ 1 96.6 1,054.4 is 
Total Group .............. Mi 3825 50741 
326,114 - a 
Fashion 130.222 ; 
I goons sda cuwetaee 35.4 30.0 633.3 352,490 3 
MR... i dass os cunens 321 35.2 0a. 459,774 : 
Harper's Bazaar ............ 32.4 3.1 3.8 "T268.600 
Mademoiselle .........-.....- 185 263 6024 ’ 82 
MEE Kandacyccoeviersareie 44.4 35.1 826.8 re 
Total Group .............. 1625 162.7 3,309.8 ” 
| RSS 27.4 25.4 2065 ft ‘ 
Modern Screen ...........- 33.6 23.1 208.0 
Screen Stories ............ 26.9 20.9 164.8 i 
Po % 
Motion Picture & TV Magazine 78 2s = 6105 12,032 ; 
cee 20.4 23.5 139.9 10,397 ‘3 
ae 2.1 11 14.2 14,144 ; 
Hillman Women’s Group ...... 12.1 13.3 114.1 69 8,946 5, | (Continued on Page 42) act 
¢ Bs Ee i MMI ee eke hee ey 5, <a ee oe ea MR eR 
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National Comics Group: 
(Total 2 Units) ...... Ro 


(Total 2 Units) 
Comics Unit ... 


aeee §8e 


214 19658 
Z#Not included in totals. 


roup 52.1 f 261.0 
tPublished bi-monthly; figures shown are for July-August issue. 


Canadian National Weekend Newspapers (Rotogravure Linage) 
649 527 4836 452.2 64,881 52,646 


La Patrie s 
433.4 
583.4 
609.6 


20786 


Total Group 22 
tFour issues in July 1956; five issues in July 1955. 


Canadian 
Canadian Home Journal 
Canadian Homes & Gardens ... 


nN 
— 


BENRESR Bass: 
n~ 
NW ARwRowN 


NOVO KOUOrRN 
ReeuEeSs EeBSE 
woe em 


+Time-C:nadian 
Total Group 615.6 
tFive issues in July 1956; four issues in July 1955. 


Foreign 

Life International: 
English Edition 
tSpanish Edition 


41,565 
47,345 


| §Newsweek-Pacific 
Popular Mechanics: 


Mecanica Popular (Spanish) 
Mecanique Populaire (French) 


Reader's Digest: 


Southern Hemisphere 
Swedish 
tTime-Atlantic 
{Time-Latin American 
tTime-Pacific 
Visao (Portuguese) 
=| ||\Vision (Mexican) 


Vision (Spanish) 
Total Group 


2,510,410 


EISRESESRESERY 


S 

aa 
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SEERRESE 


nN 
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we BREE: 
NUNAONSCOWSCOWSCOUVooOUUUD 


AxnnUVMouvoavouwsso 
we 
~ 
o 


| SASASSRER EERE eseRSE: 


. 381. 
1,699.3 13,5284 11.981.0 610.912 


tThree issues in July 1956; two issues in July 1955. {Five issues in July 1956; four issues in July 1955. §Asian and 
Tokyo Editions combined as of March 5, 1956. Figures shown above represent the combined edition znd the average of the 


283.815 


316,795 296,140 | in totals. 


two previous editions. |||Started publication in January 1956. ||||Started publication November 1955. Not included 


stockholder later that year. The 
company was dissolved Feb. 1, 
1954 (AA, Jan. 11, '54). 

Among the newspapers the com- 
pany represented were the Detroit 
News and Booth Newspapers, 
Washington Star, Montreal Star, 
|Family Herald & Weekly Star, 
| Weekend Picture Magazine and 


John E. (Jack) Luiz, 
Veteran Newspaper 


Representative, Dies 


Lake WortnH, Fia., Aug. 14— 
John E. (Jack) Lutz, 77, who 
owned and operated his own news- 


paper representative company in 
Chicago for 37 years, died here 
yesterday of a heart attack. He 
had been ill for the past year. 
Mr. Lutz opened his company, 
the John E. Lutz Co., in 1916. Mr. 


Lutz retired as president July 1, ident of the group in 1919 and was| 


Weekend Comics Group, of Mont- 
real, and the Toronto Telegram. 
For many years, Mr. Lutz was 
a member of the Chicago chapter 
of American Assn. of Newspaper 
| Representatives. He served as pres- 


been a resident here for the past 
six years. 


AL E. SHARP 
(42, widely-known advertising and 
| Pr executive, died of cerebral 
here Aug. 8. 

Mr. Sharp, a former newspaper 
}man in Atlanta and in Chattanooga, 
|Tenn., was a partner in Lil- 
ler, Neal & Battle and head of the 


jagency’s public relations depart- 


ment. 


A native of Chattanooga, Mr. 


1953, and retired as a company | elected a vp four times. He had Sharp began his newspaper career 


WHOLESALE TRADE 
IN EL PASO 
$291,268,000 
YEAR 1955 


lon the Chattanooga Times as an 
aviation columnist. Later he con- 
|centrated on sports and conducted 
la column, “Sharp-shootin’,” for 
the paper. 

In 1940, Mr. Sharp joined the 
|staff of the Atlanta Constitution 
jas golf editor. He served in that 
capacity until the sports blackout 
in World War II, when he became 
| a general feature writer. 
| Mr. Sharp left the Constitution 
in 1943 to organize and develop 


agency in the South. Later he be- 


agency and also served as copy 
chief. 


@ He was a graduate of the Baylor 
School, in Chattanooga, and at- 
tended the University of Chatta- 


| Artanta, Aug. 14—Al E. Sharp, | 


thrombosis in a private hospital | 


nooga. He was a member of the,Co. before becoming district 
Atlanta Chamber of Commerce,! sales manager for Stromberg-Carl- 


|Sigma Delta Chi, the Atlanta Ad-|son in the Michigan territory in 


vertising Club and the Public Re-| 1929. He was appointed manager 
lations Society of America. of the company’s radio and televi- 


|sion branch in Chicago in 1945, a 
JAMES A. FRYE _position he held until he became 
Fr. LAUDERDALE, Fia., Aug. 14—| Seneral merchandise manager of 


James A. Frye, 60, former general the radio-television division in 


for Liller, Neal & Battle the first) 
pr department to be set up by an) 


came an account executive for the | 


merchandise manager of the radio- 
television division of Stromberg- | 
Carison, Rochester, N.Y., a division 
of General Dynamics Corp., died 
at his home here Aug. 11. 

Mr. Frye, who retired at Strom- 
berg-Carlson last January, was 
born and educated in Hickory, 
N.C., and was graduated from 
Lenoir-Ryan College. Before join- 
ing Stromberg-Carlson in 1929, he 


|had extensive sales experience as 


district manager of the Victor 
Talking Machine Co. Later he 
served as assistant to the general 
sales manager of the Victor plant 
at Camden, N.J. 

He was also general sales man- 
ager of the Charles Freshman 


1955. 


JOHN H. EYDELER 

New York, Aug. 14—John H. 
Eydeler, 65, treasurer of L. H. 
Hartman Co. for the past 25 years, 
died yesterday of pneumonia at 
Polyclinic Hospital. Born in New 
York, Mr. Eydeler was graduated 
from New York University and 
then joined the Borden Co., of 
which he became controller. Later 
he joined the Lesan Advertising 
Agency as secretary-treasurer and 
controller. In 1931 he became 
treasurer of the Hartman agency. 
He was active in a number of 
church and fraternal organizations 
and a veteran of World War 1. 


BERNARD P. 
Negotiator 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


GALLAGHER 


MEREDITH Zadee aad Vkheison STATIONS 


affiliated with Better Home 


a 


KANSAS CITY 


ss ; o% 


Represented by KATZ AGENCY INC. 


po al 


and Cardens ana Successful Farmi 


*. ~~ PHOENI 


x 


JOHN BLAIR & CO. 


magazines 


BLAIR TV, INC. 


ig an ge ee Het. BP ee i” * PR - St ae i a De ee ot Sas a a ee ie ia ee ee; Ah rn Penmaes SS 7 aoa 4 4 
a — 
ze , 
ee e Advertising Age, August 20, 1956 | 
Mees! i = = Pgs $$ FRI ERE Toe AR LED A ON SE i 
ae aay July Jan,-July dona July | Jan.-July —_ Jan.-July July July Jan.-July Jan.-July iy uty <y ad | 
ee 1955 1956 1956 1956 1955 = 68S 1986 1985 
eS | tNewsweek-European ......... 66.3 48.7 382.4 304.0 27,860 20.440 160620 127.680 
Det: a4 Se -—s | th ee me ee 33.137 26.336 a ceceeseuss 772 502 401.7 375.2 32,375 21,063 168,717 157,587 | 
eee ed UM <s) OS @3 a a ee 16,474 = 13,264 
tp aks Ye eee 6.7 3.2 44.0 34.5 2,552 16,663 13,072 | Po 20.9 21.6 187.1 166.6 4,680 4,837 41,909 37,323 | 
ae quiitty: Gunie Gree: 25.0 215 1918 2030 5600 4816 42,955 45,472 
tage ackense 12.0 12.0 85.0 85.0 4,536 32,130 32.130, 
Pet | itis nee 6.0 6.0 43.0 43.0 2,268 16,254 16.254 | i|\Arabic 2. S00 ee 3 —— 8150 —— 39.770 =—— 
be ees Romance Unit Ney alles 6.0 6.0 42.0 42.0 2.268 15.876 15,876 | Argentine ........--+.-+-- 59.5 47.5 10,829 8.645 56.784 47,411 
ee ee 977 0 ee 56.0 48.0 10,192 8,736 66.794 55,146 ; 
a Pe ‘ fe). MME wbcivccs.ss,ccn 10,010 9.419 76.759 59,422 
ae peewee | 13,578 14,973 101.184 110,775 
hee ee ea ee 625 70.0 11,375 =—-12,740 92.092 93,093 
aan te - epee fe: 5865 5,950 46,119 43,630 H 
AD eine eS | Fate ..........0..--.. BO 3,348 2,232 21320 18,414 ; 
ae 41,528 55,218 418,323 = 433,372 | French (Belgium) ......... 38.0 38.0 6,650 6,650 47,270 48,475 
he ata 47,124 §=656.935 = STRBIT SEALING | renth .........-.2-----. GAO 11,200 7,700 »§= 108,150 = 95,025 
pee . 69,444 52,204 633,955 594.355 | French (Swiss) .....-.... «150 2.625 2,450 27,388 20,650 { 
‘i 2057.2 ME 222977 217.001 «(2015713 20340591 German (Germany) ........ 88.0 16,016 10,920 100.182 78,897 | 
a. ae mn German (Swiss) .......... 19.0 3,458 3,003 32.305 23,114 
eae. ED Weliladisynenssbiu2 9,009 7.644 69.888 57.694 
Pome ae 2 eee 36.0 6,552 5,460 44,954 36,400 
+ A 14.781 15,993 174,445 164.725 BEN Gibasesds ssccceeces OCR 10.492 9,202 86.258 69,402 / 
. ae es 26.567 17,995 215.694 WOP.GO2 | SOBOMETE 20... nceeeeeecese 62.5 204.2 10,500 5.628 45,948 34,300 
Pie. SMD: ).. cccyvatngbecse 21,781 15,506 194,287 183,524 depanese (Troop) ...---... 47.5 276.0 88.645 = 5.824 43.316 = 50,252 
ae RES, eet 13,105 10,296 99,719 88,267 TE Berra 47.5 348.9 8,645 9,373 72,072 63,499 
ae cee Maclean's PRE NE Tae 44,196 33,492 431,445 430,148 DD srcvecsevccsus 275 123.3 5,005 4,323 33,169 22.432 
ee Soe agp: ee ei 19,796 17.617 183,496 166.345 | EE ns. sc easteteede 30.0 238.0 5.100 6,120 44,710 40,460 £ 
2h ae poonell a | : . : | Portuguese ............... 805 522.0 14,087 14,263 97.474 91,350 ; 
oe English Edition ........... 12,012 10,147 104.655 90,864 | _ South African ............ 107.0 503.0 19,153 15,484 103,868 90,037 
ei . French Edition ............ 12,052 11,330 = 109,967 98,142 seeeees ao pan oan = 44,954 52.234 
ae Revue Moderne ............. 10,411 9,611 103,224 109,090 ceveeeee . ; 67 .045 57.660 60,636 
abe © Revue Populaire ............ 14,680 11,277. «121,257 (124,698 rocseece = SEAS S89.0 46.720 37,170 = 278.530 247,300 
2 MEE nbika tos ybn0yuegous 19,385 18,049 178,029 = 170,669 ¢ ceseseee ERO 9.4 = 50.015 = 57.660 -287,700 = 276.955 
a 14149 «17.644 -Ss«:119.237S «178.951 Ws gcse Sa 503.1 39,375 27,580 248,045 211,295 
Pore Saturday Night : ‘ . : , ' 117.7 410 49 4 

2 70,630 55.685 577,570 515,095 nesta) : a 
an peencccescone, SEE 483.554 3.807.444 3,351,965 
eae 

ae ceceeuceeee 798 G12 4746 4174 54,230 P| 322.745 
Ve lisse §=©686.8——9.G—i«ESF ASS 58,990 
ae a —_— $$ $$$ 
a a 
ee 

oor a 
a 
.—e 
ane : 
Nek: © 
Po ae . 
Rone 

St ae 
Bier. —— 
a 
ye i iy: ee 
oR x, “4 te : ae 
DAE TT BYVA . 
Cee. > 
4 sae 
pipe | i * oe - : 
he: Ny fn | She £1 Paso Gimes neni 
1 Ae “i at AN ROPRORE NEWSPAPER 
eee mR bee MORMNG AMD SUNDAY So 

ies pa. , q P a 
~s pet Se reeee =) ~Paso Herald -Post a 

he The Fi ste . io eee 
bas NATIONS CARGEST TRADE TERRITORY | 
re TWO Separate Newspapers « 30° Line BUYS BOTH! 
oan 

Ay LM 
pee 

a as oo 
ee 
ie ee 

mince © f\. 
eae 
“4 vi te e : . . 
eae - Weer. - 3,4 -7- Ved , SMAHA =a 
aoe pi a a 2 a 
Fit io Pa 7 hie Bere | a 
BS t Pa “Tae oe ah : Ps A . i 
Biers" ie Bey Was Was : oo : ue : _— 

a tee pS Tee, Gat Se er : . 

ye one nie , oe xe ‘ae oS a 
‘he ‘ea ee ‘ ae ss es a Sed, Fe es ‘aa rie : ia 
bale Car. ¢ teokeed P ‘ . 4 ; 
Pe ata, eh ; ; = oe 
a . | | , | A, | : \ | | aye ee Ee ' | 

Rae: ic) le a Te , . a : 
ad ee ae : e, “3 om im ; ‘ ‘ BY ay i oe 
cam J. Ravio \ Ty WEIN AWeamem =8RADIO \ .,, \“auLlie) TV ae 
betes Meet? BAO’ ke. ‘Ong nnel S \ toployi ye =\. Channel. 8 i WiEsyIe) ke. SO oT 590. kcoow \e Channelise 
ae: OPA fa cae - SRE SAG | RS eee a Channel 5 ed oc: oe mai \ ee Se 
ae ce ee eee a t cBs ae cBS lnk, So Kb 2 cae Nc Ro Ps ABC. a oD a 
ae § ’ ’ 
ae errant eimai meena: ec ene: SS PS 
ee 
oe MAE 2s eee Ee it the Unde 5S sae ; : fi. 2 ieee Re re eae 7 eehin ropeiae  - 


> 


to increase sales... and decrease costs 


| advertise more 
in NEWSPAPERS in’56 


| 


RRC CR A RIT 
SS 


ONLY NEWSPAPERS reach all your customers — no other medium can : 
blanket the nation, market by market, with such DEPTH of coverage 


and penetration and | 


ON LY NEWSPAPERS are completely flexible — giving penetration and 
selection, allowing you to control and direct your advertising DOLLAR 


to fit exactly your distribution and sales problems and patterns and — 


ONLY NEWSPAPERS can effectively merchandise your campaign. Your 
own local broker, distributors, wholesalers, dealers or retailers want the 
complete, local merchandising that newspapers alone can give because it 
means SUPPORT for them at their own front door. Top merchants ak 
throughout the country PREFER local newspaper advertising support. | 


4, ONLY NEWSPAPERS can give you real local impact every day in every 
city. Practically every American family wants to READ about local news, 
local sports, local business, local products. No other medium is so close, 
both in news and advertising, to each local citizen. 


its Mal aie a 


5. ONLY NEWSPAPERS can give you all the above at lowest cost . .. because 
in newspapers all your advertising dollar is spent building up your 
product, not building an entertainment star. Only in newspapers are 
people looking for and desiring news and advertising, instead of enter- 
tainment, every day. Also, newspaper advertising costs have increased He 
very little, the least of all major media. s 


The people of America in 1956 are buying more news- 
papers every day than ever before in history —56,147,000. 


ALL ADVERTISING MEDIA ARE GOOD. ..BUT NEWSPAPER ADVERTISING IS BEST 


Published in the interest of all Newspapers ~ 
Moloney, Regan & Schmitt x 


Representing Newspapers Only i 
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Compton Hired Speech Prof to Bolster 
Contact Execs; Gained Account Man 


(Continued from Page 2) 
en an opportunity to practice what 
I've been preaching for the past 


in transmitting ideas, no matter 
how large or small the audience,” 
Mr. Snell said. 


agency is the forerunner in the|to Procter & Gamble in Cincinnati, 
field in seeing the need to develop Mr. Snell finds time to pursue his 
techniques among execs for selling | academic bent. He’s writing a book 
ideas. )on effective public speaking; 
Harper & Bros., publisher, has ex- 
® “It still surprises me that an pressed interest in it. 
organization which prides itself on| The agency has requested that 
the ability to communicate would he re-offer the course in oral com- 
hire someone to teach its staff to: munication this September. Enthu- 
“Snell 


students of the 


Advertising Age, August 20, 1956 


| get a five-week course, with stress 
on the use of visual aids in effec- 
| tive sales promotion. 


® “As Mr. Flouton has said in the 
past,” Prof. Snell remarked, “an 
ad campaign is a core of ideas from 
many departments. The account 
exec’s selling job to the client is 
vital. But a poor sales job any- 


communicate even more effective- | siastic 
ly,” he said. | Speech Clinic” have clamored for a| where along the line can lose val- 


Though now busy with the Ivory | refresher course. He has acceded to! uable ideas.” 
bar group and with frequent trips’ the demands. Former “pupils” will' The former teacher thinks poor 


eight years,” he said enthusiastic- 
ally. 

An advocate, on and off the 
campus, of the need for more ef- 
fective oral communication among 
business men, Prof. Snell geared 
his course offerings at Columbia to 
the needs of business execs. In the 
past few years, he has served as 
speech consultant to Standard Oil 
of New Jersey and Shel! Oil Co. 

The offer to go with Compton 
served as a vehicle for him to test 
the work he had been doing in the 
classroom. 

“The agency job was a real chal- 
lenge. It was a chance to put past 
work in individual communication 
to the test of mass communication. 
There is a good deal of similarity 


Mr. Snell is not yet reconciled to 
the “why” of his being brought 
into Compton. But he’s proud the 


A&P SHOPPERS—THE WOMAN’S DAY AUDIENCE 


Serves Management 
On Photoengraving 
And Platemaking 


Because of their importance in 
production costs and printing 
quality, photoengraving and plate- 
making articles get prime reader- 
ship by AR’s 21,000 advertising 
managers. Here are typical arti- 
cles wnich AR readers keep with- 
in handy reach: ‘ 

“Double Value for Production 
Dollars” 
“Do's and Don'ts for Better Eiec- 
trotypes”’ 
“How to Use Mechanical Screens” 
“What Every Adman Should Know 
About Gravure” 
“A New Look at Magnesium” 
“Production Man Looks at News- 
paper Reproduction” 

“You Can’t Reproduce That!” 


Selis Management 
On Photoengraving 
And Platemaking 


Top Coverage—Top Readershi 
tte Response; AR offers all 
three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 
estimated $96,000,000 photoen- 

raving market and the estimated 

3,000,000 electrotyping market 
are such names as: 


The Rapid Electrotype Co. 
Superior Engraving Company 
Chicago Engravers, Inc. 

Collins, Miller & Hutchings 

Jahn & Ollier Engraving Co. 
Thomas F. McGrath & Associates 
Pontiac Engraving & ap nite“ 


Intaglio Service Corporation 

Laurence, Inc. 

Reilly Electrotype Company 

Whether photoengraving and plate- 

making represents your problems or 

yom products—-turn to AR for re- 
ts! 


YOU DON’T SELL THIS WOMAN WITH 
she’s part of the 59% of WOMAN'S DAY 


Here’s why: Thanks to its unique distribution method, WOMAN’S 
Day gives you an exclusive audience attracted without benefit of 
subscriptions. WOMAN’s Day circulation is 100% single-copy 
voluntary sales. It is sold only in A&P stores to A&P customers. 
Customers out shopping . .. customers with large families . . . who 
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communication stems from the lack | 
of stress on effective speaking on | 
most college campuses. 

“English departments generally 
look on speech instruction as a 
bastard offshoot in the curricu- 
lum,” he said. 

Effective speaking must be 
brought to the point where it plays 
a more important role in our daily 
business lives, Mr. Snell added, ap- 
pending a quote from Daniel Web- 
ster. 


“Black Dan once said, ‘If all my 
possessions were taken from me 
with one exception, I would choose 
to retain the power of speech, for 
by that I would soon regain all the 
rest,’” Mr. Snell related. 

His philosophy is gaining adher- 
ents. 

“Bruce Barton recently said that 
speakers have always ruled the 
world, and the smart thing to do is 
to join them.” 

Mr. Snell, a boyish 36, is a na- 


tive New Yorker. He never ven- 


Buck’s classic movies in the 1930s, 


tured beyond 116th St. and Broad-| including “Bring ’em Back Alive,” 


way for his education: A.B., 1947; 


jand he also produced Grantland 


M.A., 1949, and member of the| Rice’s “Sportlights.”) The younger 


faculty from 1949 to 1954—all at 
Columbia. 


s War service with the Marines 
in World War II took him back to 
some of the tropical terrain in 
which his father probably so- 
journed. (His father, a producer 
for RKO, was in charge of Frank 


|Mr. Snell served in the Solomon 
| Islands, Bougainville and Guadal- 


canal. 

Mr. Snell lives with his wife and 
two children just across the street 
from Columbia. The Snells are ar- 
dent ski fans and hope their seven- 
month-old daughter will round out 
a skiing foursome before very long. 


B.H. & G., LIFE, AND L. H. J. COMBINED 


readers these 3 other magazines don’t reach* 


buy more of every type of merchandise. Whether you sell frank- 
furters or furniture, books or baby carriages—these are the 
families you want to sell. You can do it without waste or duplication 


—only with WoMAN’s Day. 


GET YOUR A&P CUSTOMERS HERE 


woman’s day 


the A&P magazine 


‘Family Circle’ Plans 
Test on Newsstands 

Supermarket distributed Family 
Circle plans to test newsstand dis- 
tribution beginning with the Octo- 
ber issue. American News Co. will 
handle newsstand copies, which ss 
will be priced at 7¢ (supermarket 
price is 5¢), and will be available 
in Milwaukee, Los Angeles, Cleve- 
land, Detroit and other localities 
where the magazine has minimum 
grocery chain distribution. SS 

Woman’s Day, which is distrib- ; 
uted by A&P stores, has been on a 
Colorado newsstands since 1945. e 
There are no A&P markets in that 
state. Newsstand price is 15¢ a 
copy. In stores, the tab is 7¢. 


Rector to Brennan, McGary Be 

Knight Rector has joined Bren- 
nan, McGary & Robinson, Houston 
industrial agency, aS an account 
executive and copy director. He 
has been an account executive 
for the past five years. 


HABIT 


In their homes, in their cars, for the 
best in news, music and sports, con- 
sistent high tune-in night and day 
proves that WJBK is a 
PART OF DETROITERS' 
DAILY LIVING 
To reach deep into the pocketbook 
of this big-spending market, take 
advantage of this fact! Make WJBK 
PART OF EVERY 


DETROIT RADIO BUDGET 


AM-FM 
DETROIT 


HARRY &. LIPSON 
Vice Pres. ond Managing Director 
TOM HARKER 
Vice Pres. In Charge of Seies 
118 E.57th dew York 22,00 8-2630 


“SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 


Represented by 
THE KATZ AGENCY, INC. 


See Pages 38 and 39 
for the latest in the 


STORER BROADCASTING COMPANY 
“Americana” Series 
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THE AMERICAN WEEKLY IS A 


hamily Affair 


The American Weekly “belongs” to the family. Its range is 
as wide as a three-year-old’s eyes, with something for every 
mood, every member. Carefree humor...serious advice on 
family problems—every page in a different key. But serious 
or frothy...instructive or gay...it stays tuned to the 
life of the family. 


ating atmosphere for advertisers of drugs 


Meeting family enthusiasm for better 
and related items. 


health and appearance, The American 


Weekly issues frequent reports on new 
grooming aids, new medical finds, new 
ways to keep attractive and fit. Last 
year it devoted nearly 9% of its total 
editorial linage to beauty, grooming 
and medical subjects — more linage, in 
fact, than any other national magazine, 
standard, service or Sunday! Such 
intense coverage of these key family 


Because it’s keyed to family living, The 
American Weekly sets the pattern for 
family buying. Bulk of its readers live 
in the vital Blue Ground of Sales where 
7 out of 10 retail dollars are spent. Have 
your American Weekly representative 
give you the complete story on this 
fertile source of concentrated buying 
power. The facts are a powerful tonic 


topics creates a wonderful sales-gener- for tired, lagging sales curves. 


Te Mya RICAN WEEKLY 


The Magazine of Family Affairs 


EVERYTHING MERICAN WEEKLY 
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MORE CIRCULATION 


MORE READERS PER DOLLAR 
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Average Noting —Al/ Four-Color Page Advertisements ss 
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FIGURED ON 4-COLOR PAGE COST—ONE TIME 


Source: Starch 51st. Adnorms Report 7/54— 6/55 
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371 counties that produce & out of every 10 
super market dollars... 7 or more out of every 
10 dollars spent at retail. The American Weekly 
penetrates this Biue Ground more deeply than 
any other national magazine. 
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Today's family knows how to take care of itself—and devotes 
plenty of time and money to doing it. Things like aspirin, cos- 
metics and vitamin pills take a big chunk of the family budget. 
But, knowing the value of good health and appearance, Mom 
and Dad don’t mind at all. Keeping the whole gang shipshape 
and looking their best is a vital family affair! 
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This Week in Washington... 


US. Verifies ‘Whiter Than New’ Boast 


By Stanley E. Cohen 
Washington Editer 

Wasuincton, Aug. 16—When 
that gal on tv holds a freshly 
laundered blouse up to the window 
and pronounces it “whiter than 
new,” she’s not kidding. 

According to the Department of 
Agriculture, some of the new de- 
tergents really do make the wash- 
ing whiter. That’s because they 
contain a fluorescent dye which 
becomes fixed on the fabric in the 
course of washing. In the sunlight, 
the dye gives off a blue fluores- 
cence which makes white fabrics 
look whiter. 

Perhaps the soap people will be 
a bit irritated at the department 
for giving away their trade secret. 
But they should get lots of com- 
fort from other features in the 
department’s new bulletin, “De- 
tergents for Home Laundering.” 

Based on tests by textile chem- 
ists of the Agriculture Depart- 
ment’s research service, it tells 
housewives, “No one detergent 
suits all home laundering tasks. 
The kind of fabric, its colorfast- 
ness, amount of soil and hardness 
of water all help create a demand 
for different types of these clean- 
ing agents in the well-stocked 
laundry cabinet.” 

By simply writing for “Deter- 
gents for Home Laundering,” the 
housewife can learn exactly which 
types of detergent to use. Pro- 
vided she can tell oné fabric from 
another. 
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Drys’ Defeat: Dry forces are up 
in arms over the defeats they suf- 
fered in the recent congressional 
session. Their pet bill banning ad- 
vertising of alcoholic beverages 
died in committee. Another dry 
bill, to prevent drinking in com- 
mercial aircraft, got through the 
House too late for Senate consid- 
eration. 

House debate on the aircraft 
drinking bill was something of a 
fiasco. Rep. Emanuel Celler (D., 
N. Y.) lgbeled it a “sop” to the 
drys “because they can’t get to 
first base with an advertising 
bill.” And Rep. Clement Zablocki 
(D., Wis.) chided sponsors for 
limiting themselves to liquor. If 
they are concerned about air safe- 
ty, he said, they ought to do some- 
thing about “stone cold sober” 
passengers who fall asleep with 
lighted cigarets in their hands. 

. 7 - 

P. O. Never Says Die: Postmaster 
General Arthur Summerfield 
thinks this year’s unsuccessful 
fight for higher postal rates was 
not a total loss. “We did lose the 
battle of time,” he says, “but we 
won the battle of facts. Everyone 
who has taken the troubie to listen 
to the story of our financial plight 
knows that the merits are all on 
our side.” 

He adds that he is “grateful 


Let @ Nebraska Farmer Print- 
ing Company estimate, together 
with some of our samples, prove 
thet you CAN cut costs with- 
out sacrificing quality. 

We're equipped to handle 
every job from folders to 
pericdicals with complete off- 
set lithography and letterpress 
equipment, operated by skilled 
craftsmen who are proud of 
their work. We con give you 
creative service, too. 


write or call 
Nebraske Former 
Printing Co. 
1420 P St. Lincoln, Nebr. 


that the Senate post office commit- 

tee intends to resume hearings at 

an early date in the next session.” 
+ . ” 


FCC Study Moves Ahead: 
Congressional investigations of tv | 
have held the spotlight, but FCC’s | 
network study group isn’t idle,’ 


either. Working with a minimum of | 


fuss, the study group is busy look- 
ing over elaborate reports sub- 
mitted by station operators in re- 
sponse to a special questionnaire 
which seeks to find out the sources 
of programs that get on the air and 
the source of the advertising rev- 
enue supporting the programs. 

Most stations met the study 
group’s July 31 deadine, and the 
reports are generally complete, 
despite the complicated nature of 
the questions. 


Study group staff members hope 
|to have results of the survey on 
|punch cards by mid-October. Re- 
portedly there is enough informa- 
| tion on the forms to fill roughly 
150,000 punch cards, which can be 
| tabulated and retabulated during 
| the winter in order to give study 
| group economists a comprehensive 
| peooure of the basic economics of 
the tv industry. 

* e 


Car Dealers’ ‘ 


Charta’? | 
The auto dealer’s “day-in-court” 
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bill has become law, despite mis- 
givings on the part of President 
Eisenhower. In signing the bill, the 
President expressed fear that it 
represented an invasion by the 
federal government of an area 
“traditionally reserved to private 
enterprise.” The President said he 
went along only because abuses 
suffered by dealers have been so 
severe. 

The bill specifies that the dealer 
can go to court for damages if a 
manufacturer “arbitrarily” can- 


Now that expert 
pre-testing ends guesswork, 
more than ever it’s 
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cels his franchise. Sponsors be- 
lieve it will enable dealers to 


resist pressure from factory rep- | 


resentatives who want to force 
delivery of unwanted cars, parts, 
accessories and supplies. 


Grey Appoints Four 

Grey Advertising Agency, New 
York, has announced four staff 
appointments. Andrew Karnig, 
formerly with Young & Rubicam as 
an account executive, has joined 
Grey in a similar capacity. Sonia 


| Yuspeh, previously a study direc- 
‘tor at Audit & Surveys Co., has 
|/been named a project head in 
Grey’s research department. Rosa- 
lind Prager, formerly assistant ad- 
vertising manager and copy chief, 
soft goods division, R. H. Macy, 
and Milton Schwartz, formerly as- 
sistant to the director of advertis- 
ing of National Broadcasting Co., 
have joined Grey as copywriters. 


Agency Publishes Booklet 
Roberts & Reimers, 551 Fifth 


Ave., New York, to mark its silver New York, as national sales man- 
anniversary, has published a book- | ager. Mr. Pelzman has worked for 
let, “Planning and Controlling Ad- | Einson-Freeman Co., Fawcett Pub- 


j 
| 


vertising for Profit.” The booklet |lications, Esquire and Fashion Shop 


covers such subjects as “What 
should advertising do for you?” 
and “The work of the advertising 
agency.” It may be obtained with- 
out charge, one to a person. 


Pelzman Named by MPI 
Richard L. Pelzman, formerly an 

independent packaging consultant, 

has joined Market Psychology Inc., 


Inc., Washington. 
Nahas Heads Shamrock 


Shamrock Broadcasting Co., op- 
erator of KXYZ, Houston, has ap- 
pointed Fred Nahas president of 
the company. Mr. Nahas has been 
with KXYZ since 1948, when he 
joined the station as exec vp and 
general manager. 


...good spot to bein! 


Like to get an idea how the job is going to turn out 
before you start? Then you'll agree with duPont, 
makers of Duco paint, that our Spot-Check Plan 
comes in mighty handy. This new spot television 
sales concept allows you to pre-test (on any or all 
of the 12 major stations we represent) the effective- 
ness of the medium and the various ways to use it 
... providing reliable qualitative sales research at 
no extra cost! 

duPont used the Spot-Check Plan in a three-city 
test to gauge spot television’s power to stimulate 
sales and increase their share of market for paint 
and auto polish. Not only did the test campaign spur 
a tremendous boost in brand awareness, but it net- 
ted handsome sales increases as well. (In one test 
city, Duco paint sales shot up 65% during the 
13-week test period!) According to Dick Swyers, 
BBDO account executive: “The test served as the 
basis for the entire spot campaign we’re now run- 
ning...helped us make national plans with solid, 
factual data to back us up.” Good spot to be in! 

Put an end to costly second-guessing...get all 
details on the Spot-Check Plan from... 


CBS Television Spot Sales 


Representing: wcss-tvy New York, wcau-tv Philadelphia, 
wtop-tv Washington, wetv Charlotte, wstw Florence, 
wMsr-Tv Jacksonville, wx1x Milwaukee, wepm-tv Chicago, 
kst-tv Salt Lake City, kcuL-tv Galveston-Houston, KOIN-TV 
Portland, KNxt Los Angeles, CBs TELEVISION PACIFIC NETWORK 


ALFRED E. BOURASSA has been named 
advertising manager of Mr. Boston 
Distiller Inc., Boston. Formerly 
merchandising manager of the 
CBS-Hytron Sales Corp., Colum- 
bia Broadcasting System subsidi- 
ary, Mr. Bourassa is succeeded at 
CBS-Hytron by Robert M. Jackson, 
previously ad manager of Insuline 
Corp. of America. 


Rubin Leaves CarCards Inc., 
but Remains in New York 

In an item published in the Aug. 
6 AA, Samuel Rubin was reported 
as resigning as vp and director of 
CarCards Inc., New York, trans- 
portation advertising company, and 
moving to California. The infor- 
mation about the move to Cali- 
fornia, supplied by CarCards, is 
incorrect, according to Mr. Rubin. 

Mr. Rubin has since told AA 
that he is planning to “remain ac- 
tive in all phases of transportation 
economics,” and that he will work 
out of 565 Fifth Ave., New York. 
He said he is “still interested in 
CarCards Inc., to the extent that 
his stock is being held in escrow 
as partial security for the payment 
of two-thirds of the purchase 
price.” He added that a stockhold- 
ers action, which he started against 
CarCards, has been settled. 


LINES OF 
» RETAIL GROCERY 


The Riverside Press & Enterprise pub- 
lishes more retail grocery advertising 
than 3 of the 4 Los Angeles newspapers. 


L. A. EXAMINER 840,593 Lines* 

L. A. TIMES 1,348,630 Lines* 

L. A. MIRROR-NEWS 935,700 Lines 

L. A. HERALD EXPRESS 635,761 Lines 
*Daiiy and Sunday 


RIVERSIDE DAILY PRESS 
AND ENTERPRISE 


1,193,444 
LINES 
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PHOTOGRAPHIC 
REVIEW 


Cunningham Coffman Morris 
DISCRIMINATING—Associated Lithographers, Des Moines, showed 
forecasting ability in choosing hostesses for its booth at the READY FOR ACTION—Pictured at CBS headquarters at vertising, all of Westinghouse Electric Corp., spon- 
Iowa Products Show last October. Carol Morris is now Miss Uni- the Democratic national convention are Gwilym A. sor of CBS’ tv and radio coverage; George Ketch- 
verse—and does not noticeably outshine her sister-hostesses, Kaye Price, president; James H. Jewell, vp in charge of um, president, Ketchum, MacLeod & Grove, and 

Cunningham and Kit Coffman. sales, and Roger H. Bolin, manager, general ad- Walter Cronkite, CBS newsman. 


Gitigushtt 
CAVALIER VODKA 


e*S55 


with bucking bronco—adds punch scend ree = pwr Sees =. 
to Continental Distilling Corp.’s just go ’round—in this motion dis- 
claim for Cavalier Vodka, “As play made by Vue More Corp. for 
" =. : American as...” (AA, March 5). Burlington Mills Corp. The unit, 
, , poe ae le created by Neel Bate Inc., is de- 
Coyle Davies —Pardleck Frooman Lilienfeld Swartzberg Rutledge Bauman McGrath (standing) Dickson Miller Earner metas a eee 
FRESH START—At an open house attended by about 200 people, these Pan } ; 
agency people and friends try out the new quarters of Rutledge & is 6 aE 
Lilienfeld in St. Louis: Anne B. Coyle, radio/tv director; Elliott PY, , 
Davies, merchandising director; Henry Pardieck, retail art director; 
Arthur A. Frooman, vp, Silver Skillet Brands; Charles H. Lilien- 
feld, exec vp; Irvin Swartzberg, president, ReaLemon-Puritan Co.; 
“Pick” Rutledge, president; Val Bauman, general merchandising 
manager, National Tea Co.; E. J. McGrath, creative director; Dale 
Dickson, copy; William F. Miller, vp, and Lorraine Earner, copy. 


ARE ’ . a 

COOPERATION—KFWB, Los Angeles radio station, has 186 outdoor FINAL BRIEFING—Model Colin Fox receives instruc- Charles Weise with the most important prop of all 

bulletins! like this which it is opening to full spot campaign clients _ tions from Robert Shaw, vp and art director at Do- —a White Horse highball. Last May the horse, Cae- 

to plug their products. The station pays for the location; the client herty, Clifford, Steers & Shenfield, on the pose sar, a crew of ten and $18,000 worth of photograph- 

pays for the processing of the 24-sheet posters. The first advertisers desired for photo for White Horse Scotch whisky ad ic equipment and props moved into the barn on Bob 

to use the locations are Pacific Southwest Airlines and C & C Su- while Grace Williamson, the horse’s owner, holds Shaw’s farm in Redding, Conn., to shoot the new 
per Corp., with each using 93 of the locations. its attention. Standing by is photographic assistant photos for White Horse ads. (Story on Page 32). 
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America’s Best Read Advertising 


isin TV GUIDE... 


Here’s how 
to get 
“major league” ' 
performance gare 


STARCH READERSHIP SCORES 


Noted Seen-Associated Read Most from your ¥e 
Women 15 12 5 present / 
Men 30 27 18 er A 


TV set 


et epee Deveemerr aca: 


SHARP, BRILLIANT PICTURES NOW POSSIBLE FOR NEARLY EVERY 
MAKE OF TV SET. RCA has a remarkable replacement picture tube for 
TV sets already in use. It's the RCA SILVERAMA, super-aluminized by RCA’s 
“advanced technique™ for maximum light output and clarity of picture definition. 
There's an RCA SILVERAMA for nearly every make of TV. So, don't put up 
with foggy, dull pictures another minute. Your serviceman will quickly install an 
RCA SILVERAMA-—and give you your full year's warranty ! 


RCA Picture Tubes @ 


Radio or m2. 
See Mortha Raye on Tuesday, Moy 8, over the NBC-TV Network 


10,000,000 people read TV GUIDE’s May 5 issue, and 2,100,000 5 
of them saw this RCA tube advertisement. Advertising in Hs 
TV GUIDE always captures a large share of the potential audience, 

because among all magazines, TV GUIDE is the most 
often and most thoroughly read. 


All of TV GUIDE’s 4,000,000 families are television families. RS 
They are a no-waste, 100% market for TV tubes—for replacement sets, 
second sets and color sets. A TV GUIDE household already operates one 
heavy appliance—its television set—so that TV GUIDE’s 
audience is an ideal market for all electrical appliances. 


In fact, for promotion of any and all consumer goods, there is 
no more effective and economical magazine than TV GUIDE. 


America’s Television Magazine... 
Weekly Circulation 4,000,000 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 . . . Adver- 
tising Offices in 30 cities including: New York, 625 Madison Ave., TEmpleton 8-4700 . . . Chicago, 
6 N. Michigan Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 5-2103. 
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Aiken Joins Lewis & Martin 


| Goodrich Forms Division 
Louis E. Aiken has joined Lewis | 


Manufacturing and selling func- 


& Martin Films, Chicago, as direc-| tions of the aeronautical depart- 
tor of industrial sales. He former- ments of B. F. Goodrich Co., Ak- 
ly was head of the sponsored film|ron, have been combined into a 
section of the Federal Civil De-| single operating division, B. F. 
fense Administration, in Battle Goodrich Aviation Products, a di- 


Creek, Mich. 


SALES LETTERS 


Letters with “instant ppeal,” 
that beckon to be read, that impel 
and sell. One series 29 years old. 


‘That Fellow Bott” 


Lee P. Gott, ir., 64 E. Jackson, Chicage 


vision of Goodrich Co. P. W. Perd- 

riau and E. H. Fitch have been 
|appointed general manager and 
| general manager of sales, respec- 
|tively, of the new division. Mr. 
Perdriau has been with the com- 
pany since 1934; Mr. Fitch, for- 
|}merly executive assistant to the 
vp of equipment sales, has been 
with Goodrich since 1931. 


REACH THE TOP 


purchasing engineers for one of America’s top 
industries: AIR-CONDITIONING REFRIG- 


ERATION. As members of A.S.R.E. 


they 


publish—and READ . . . REFRIGERATING 
ENGINEERING INCLUDING AIR CON- 


DITIONING. 


eeegeeetng, Bagineers, 234 Fifth Avenue, 
ew York 1, N. Y. 


Published by Members of The American Society of ‘@ 
wae y 


| Teens’ Income Is 
$7 Billion a Year, 
‘Scholastic’ Finds 


New York, Aug. 14—If it’s a} 
coupla bucks you're needing, just) 
ask your son or daughter. 

Scholastic Magazines has uncov-| 
ered the fact that 13,000,000 teen- | 
|agers in school have a total income | 
|of more than $7 billion a year. The) 
|average teen-ager has a weekly in- 
|ecome of $10.55. He saves $4.03 of 
| this and spends the other $6.52. | 
|That means the nation’s teens) 
ispend $85,000,000 a week, while) 
saving $52,000,000. 

Three of every ten teens get 
|their money entirely from parttime | 
|jobs; 45% get allowances; 22% get 
itheir income from a combination of 
the two. 
| The study, which also covered | 
|brand name usage, disclosed that| 
boys save almost twice as much| 
| money as girls—and spend about | 
/one-third more. 


New Drug Data Book Issued 
National Wholesale Druggists 
|Assn., New York, has issued a 
inew “Drug Trade Market Data 
Book.” It was prepared under the 
idirection of Dr. Albert B. Fisher, 
| the association’s research director, 
jand is available to non-members 
jat $3.50 a copy. 


Biggest bonuses in TRUE’s history! 


CIRCULATION BONUS! 
Well over the 2-million-plus 
of current issues! 


EDITORIAL BONUS! 
Special full-color men’s 


Sell the 
real men... 


of tie-in 


gift feature! 
MERCHANDISING BONUS! 

Mightiest Xmas promotion in 

men’s wear featuring hundreds 


Make space reservations now! 


the 2,000,000 


TRUE men 
who do 


their own buying! 


67 W. 44th St.—-Call MU 2-3606 and ask for John Miller, Advertising Manager |  .. 
| M dcu02 Sfou-asd: Hears nave? 


America’s number one 
magazine for men 


‘LUCY’ SIGNS FOR DOWN UNDER—Lucille Ball and her husband, Desi 
Arnaz, smile knowingly at one another as Glenn Stott, managing 


director of Sheaffer Pen Co. of 


Australia, signs contract for Au- 


stralian telecasts of “I Love Lucy.” Sheaffer will sponsor the pro- 
gram in Australia. 


First Australian TV Station Bows; 


Others to Follow, 


Sypney, Aug. 14—Australians 
will see their first television pro- 
grams Sept. 16, when the Sydney 
commercial station, TCN, begins 
regular telecasts. 

Other stations will come on the 
air in November. 

Government policy is to restrict 
tv transmitting licenses at present 
to Sydney and Melbourne. Each of 
these two cities will have two com- 
mercial stations and one Australian 
| Broadcasting Commission station. 

The commercial stations will 
|operate in much the same way as 
American tv _ stations, receiving 
their revenue from advertising. 
The Australian Broadcasting Com- 
mission—a government agency 
equivalent in Australia to the BBC 
jin England—gets its revenue from 
|license fees which everyone own- 
ling a radio or tv set must pay. 
| There is no advertising on the 
commission’s programs. 

' A radio listener pays a little 


| more than $4 a year. A tv set own-| 


|er will pay about $11 a year, be- 
| ginning Jan. 1, 1957. 


|# Both commercial and commis- 
|sion stations have been buying tv 
| programs in the U.S. These include 
|“I Love Lucy,” “Douglas Fairbanks 
Presents,” “All Star Theater” and 
|“Passport to Danger.” 
| The commission also has bought 
| about 160 BBC programs. 
Although long-starved for tele- 


but Interest Lags 


vision, Australians seem to be fol- 
lowing a wait-and-see policy, and 
the early tv programs will have 
scanty audiences. 

Melbourne and Sydney commer- 
cial stations have been on the air 
with test telecasts in the past few 
weeks, but public interest has been 
| slight. 

Manufacturers of tv sets are shy 
about revealing the number of sets 
sold, but well-informed advertising 
agency sources put the figure as 
low as about 250 apiece in Sydney 
and Melbourne—with sets ordered 
and awaiting delivery also num- 
bered only in the hundreds. 


]. C. Penney Sales Up, 
Net Down in Ist Half of ‘56 

J. C. Penney Co., New York, na- 
tional department store chain, has 
announced record sales for the 
first half of 1956 totaling $541,- 
716,646. This compares with $492,- 
756,217 for the same period last 
year, an increase of $48,960,429, 
or 9.94%. 

Net earnings for the six months 
ended June 30 totaled $17,159,376, 
compared with earnings for the 
'same period last year of $17,980,- 
|771. The company attributed re- 
|duction in earnings chiefly to 
| “increased advertising and promo- 
| tion expenditures, somewhat high- 
er salary costs and _ increased 
charges resulting from accelerated 
depreciation.” 


No. 65 of a series 


The NEWS of the Rockies 


First 6 months, 1956, the News (with 
479.749 lines) carried 74.3% of the 


retail Electrical Appliances 
plies linage in Denver. 


Vou 


and Sup- 


ntain News 


DENVER 
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Just like downtown 


Colossal! 

It’s “Boston Movietime,” a bright new programming con- 
cept, scheduled daily, 4:45-6:30 PM, over WBZ-TV, reaching 
Mom, Dad and the kids. All of ’em. 

Mainstay will be WBZ-TV’s new Warner Brothers package 
of features, like “Sergeant York,” “Life of Emile Zola,” 
“Adventures of Robin Hood,” “Johnny Belinda.” With stars 
like Gary Cooper, Bette Davis, Errol Flynn, Jane Wyman, 
Paul Muni. Big deal. First time on TV, too. 


“Boston Movietime’’ will start off with those utterly incom 
parable cartoons, build through Selected Short Subjects 
with Leon Errol, Edgar Kennedy (just like downtown) to the 
big Warner Brothers pictures. 

Promotion? Naturally. Newspapers, car cards, cab covers, 
contests, on-the-air spots, the works. All of which means 
more families in a happy movie party mood, settled and set 
to stop, look and buy. 

Bring your own popcorn. We’ll bring the folks. And Herb 
Massé, WBZ-TV Sales Manager, he’s at the participation 
box office: Algonquin 4-5670, Boston. Oh yes, A. W. “Bink” 
Dannenbaum, WBC VP-Sales, is operating the New York 
ticket window at Murray Hill 7-0808. Get ’em while they’re hot. 


In Boston, no selling campaign is complete without the WBC Statien. an a Arv 


Support the Ad Council Campaigns! 


Go° WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 
BOSTON—W8Z+WBZA BOSTON—W BZ-TV 
PITTSBURGH—KOKA PITTSBURGH—KDOKA-TV 
CLEVELAND—KYW - CLEVELAND—KYW-TV 
FORT WAYNE—WOWO SAN FRANCISCO — KPIX 
PORTLAND—KEX 

KPIX REPRESENTED @Y THE KATZ AGENCY. INC 
ALL OTHER WSC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. INC 
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Department Store Sales... 


Sales Still Soar in Aug. 11 Week 


WASHINGTON, Aug. 16—Depart- 
ment store sales continued to gain, 
rising 7% in the week ended Aug. 
11 over the similar week of 1955, 
the Federal Reserve Board re- 
ported today. 

For the four weeks ending Aug. 
11, sales were 4% ahead of 1955, 
and for the year to that date they 
were 4% ahead. 

All 12 of the FRB districts re- 
ported gains for the week ended 
Aug. 11, with the highest gains re- 
corded by St. Louis, 14%; Phila- 
delphia, 11%; Richmond, 11%, 
and New York, 10%. The other 
districts showed gains as follows: 
Boston, 7%; Clevelund, 3%; At- 
lanta, 7%; Chicago, 5%; Minneap- 
olis, 1%; Kansas City, 7%; Dallas, 
6%, and San Francisco, 3%. 

A detailed breakdown of sales 
in these districts for this period 
will not be available until early 
next week. For the two previous 
weeks, sales broke down as fol- 


lows: 
% Change from "55 

Week Ending 

Federal Reserve July Aug. 
District, Area, and City 


UNITED STATES .................... 


Springfield 
Providence .......... 


Phiiadeiphia District ............ 
Metropolitan Areas 
Wilmington 
r ‘ 
Philadelphia 
Scranton ........ - 
Wilkes-Barre—Hazieton * 


~~ 
ewe = 


Baw 


ae : ieee 
Toledo . 
) | ers 

Pittsburgh .. nat 
Wheeling-Steubenville ins 


- 
eore 


[++] ]+++4++ + 


Holds First Place 
In the South 


GRIER’S 


. ALMANAC © 


2,200,000 CIRCULATION 
FOR 1957 GUARANTEED 
AND AUDITED. REACHES 
OVER A MILLION RFD BOX 
HOLDERS. : 


¢ Blankets the Rural South from 
le to Texas. 


e First in Prestige. Has been 
published for 150 years. 

@ Readership is intense and 
loyal. 

e Every advertisement next to 
editorial matter. 


e@ Stays in the home the year 
‘round. 


Write, wire or phone for 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended B+ 7% 


Aug. 11, ’56 


Jan. 1 to 
Aug. 11, '56 


Richmond District 
Metropolitan Areas 


Metropolitan Areas 
Birmingham .. . 
Jacksonville .... 


New Orleans 

Knoxville .............. 2 

Nashville ................... 
City 

Tampa .. 


Chicago District 


Metropolitan Areas 


Metropolitan Areas 


Little Rock. ................... 


Louisville 


Minneapolis District 


Cities 
Minneapolis ............ 


Duluth-Superior ..... 


Kansas City District .... 


Metropolitan Areas 


Albuquerque re 
Oklahoma City 


Dallas District . inal: 
— Areas. 
GD cintitntnenicen 


San Antonio .. 
San Francisco District . 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles .. 
Westside Los Angeles . 


San Francisco City. 
Oakland City 


wARMwe 


_*—Data not available. 
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+ #/ trols and electrical instruments, 
has promoted Jack F. Springman | land, has been appointed to direct 
3|to supervisor of direct mail and | advertising and publicity for the 


+14 


+] 1++14+4+4+/1411 1 
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~ 


Jack Springman Promoted 
| Leeds & Northrup Co., 
9 delphia maker of automatic con-— 
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+7 Engine & Boat Makers Assn. 
41s Sets Up Newspaper Award 


+H++H+t++++te+ + $4444 


~ 


Bowe 


6| The National Assn. of Engine & 
Boat Manufacturers, New York, 
has created an annual newspaper 
award for leadership in. promoting 
recreational boating and allied 
water sports. The award will be 
made in three categories: to a 
daily of over 100,000 circulation; a 
daily of less than 100,000, and to a 
weekly or semi-weekly. 

Judges in the first contest, 
which closes Nov. 30, include S. R. 
_ Bernstein, editor of ADVERTISING 
| AGE; Arthur H. Motley, president 
|of Parade Publications; Joseph P. 
| Lynch, promotion manager of the 
| Washington Post & Times Herald, 
|and James W. Peaslee, publisher 
|'of Boating Industry. 


Bontield Gets Aerojet-General 
C. A. Bonfield Advertising, Oak- 


C¥vUHwAOAowor 


Phila- | 


+ 6| journal advertising in the adver-| Aerojet-General Corp., Azusa, Cal. 


+17) tising division. Mr. 


Springman 'D’Arcy Advertising Co., Los An- 


+7 joined the company as a copywrit- geles, formerly handled the ac- 


—5/er in 1951. 


| count. 


rotes, closing dote and 
detailed information. 


GRIER'S ALMANAC 
76 Central Avenue, S.W. 
Atlanta, Georgia 


YOU CAN BE A GIANT.. 


Every advertiser in electronics is a BIG advertiser 


The readers of electronics must keep posted. 


They are interested in your product . . 


. its specifications, 


characteristics, performance records . . . regardless of the size 


of your ad! 


True, space costs in electronics are moderate enough to 


make large units easy to buy. 


But your small unit is never overshadowed by giant advertisers. 
For the NEWS of your product makes you, too, a giant .. . 


in electronics. 


electronics is a market-place for giants. 


electronics 


...-Of course! 


A McGRAW-HILL PUBLICATION ¢ 330 West 42nd Street * New York 36, N.Y. 
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M the Glamor girl Of te grade SoloOl Set 
i Qot tHAt Way with my new “Tonette/ 


St mete read woe ate Pate fant cond eaniy, al 
Bremer eter er! wp So tal’ Ht at her 4 Tcette, ae 


SCHOOL BELLES— 
The Toni Co., 
Chicago, plans its 
biggest ad push 
this fall for its 
children’s home 
permanent, This 
color page is 
scheduled for 
Life Sept. 3, Par- 
ents’ Magazine in 
September and as 
a two-color ad in 
216 newspapers. 
Point of sale ma- 
terial is available. 
North Advertis- 
ing, Chicago, is 
the agency. 


Trendex TV Ratings 
Aug. 1-7, 1956 


$64,000 Question (Revion, CBS) 
$64,000 Challenge (Revion, Kent, CBS) 
Do You Trust Your Wife? (L&M, Frigidaire, CBS) 
What's My Line? (Remington Rand, Stopette, CBS) 
I've Got a Secret (R. J. Reynolds, CBS) 
Lux Video Theater (Lever Bros., NBC) 
Ed Sullivan Show (Lincoln-Mercury, CBS) 
U. S. Steel Hour (U. S. Steel Corp., CBS) 
The Millionaire (Colgate, CBS) 
Medic (General Electric, Procter & Gamble, NBC) 
Talent Scouts (Thomas J. Lipton, Toni Co., CBS) 


ScCOVCMONOWAWN = 


id 


KCBS Appoints Three KSAN Establishes Center 
KCBS, San Francisco, has made; KSAN and KSAN-TV, San Fran- 
several personnel additions. Ed cisco, has moved all but its tv pro- 
Dunbar, formerly with National | duction facilities to larger quarters 
Broadcasting Co., has been named at 1111 Market St. When remodel- 
an account executive. Craig Har- ing of the building has been com- 
rison has been appointed to re- pleted for its Radio & TV Center, 
place Lee Adams, who has joined the tv production will also be 
WLW, Cincinnati. Clifford Trotter, | moved in. Norwood J. Petterson, 
formerly with KJBS, has become | owner of the stations, also has 
a sales account executive with moved his retail radio, tv and 
KCBS. {record store to the new center. 


. AMONG GIANTS ! 


Sete eee 


55 


Bolevision 


BD ograms of 


The dramatic anthology 
snapped up everywhere 
by advertisers who wont 
network quality pro- 
duction FIRST RUN 


Sponsors include: Chef 
Boy -Ar-Dee; Household 
Finance; Standard Oil of 
California; National 
Bohemian Beer; Shecffer 
Pen; and many others 


AVAILABILITIES 
ONTACT 
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Ads for Feder’s ‘Divots,’ ‘Doilies,’ 


‘Rugs Must Be ‘Dignified, Believable’ 


this ad would be considered very 
Feder inset, was headlined, “How crude today.” Moreover, it was 


(Continued from Page 2) 


to stop baldness from stopping 
you.” It hit hard at “the scalp 
massagers and _ so-called . hair 
growers.” 


Ben Kaplan, of the Feder opera-| how he looked wearing a Feder | 
| Tashay (a coined word for a hair- | 


tion, concedes that “in the light of 

subsequent motivation research, 

HOW TO STOP BALDNESS 
from stopping YOU! 


Row yes can get (het inpertent jab win fet gir! | epee ap cow besinees 


|“entirely too negative.” 


The next insertion, in Septem- 


ber, '54, emphasized pictures of a 
youngish bald man and showed 


| piece). The ad also stressed an of- 
|fer of a booklet, “The Only Solu- 
ition to Baldness.” 


| baldness! Send for this free book 
| today.” 

| “This ad outpulled the first by 
| about three to one,” says Mr. Kap- 
lan. “From the standpoint of cost 
per inquiry, this was one of our 
most successful ads. It ran both in 
'the News and the Mirror a number 
|of times. 


s “Although some publicity helped 
‘affect the sales picture, by Decem- 


} | ber, '54—six months after we be- 


gan our campaign—the going rate 
of the business had doubled.” 

A story by Robert Wallace in 
|the Dec. 6 Life “had such imme- 
diate impact that we did not go 
|back into the papers again until 


ONE WILL DO! 


Just one station .-. . WBNS Radio .. . will 
fatten your sales average in Columbus and 
Central Ohio. WBNS delivers the most listen- 
ers . . . twice as many as the next biggest 


station. The most and also the best. 


With 


28 top Pulse-rated shows, WBNS puts push 
behind your sales program. To sell Central 
Ohio . . . you've got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 


Ask John Blair 


The number one Pulse siation 
covering 1,573,820 people with 
2 Billion Dollars to spend. 


wens 


COLUMBUS, OHIO 


The headline ; e ‘ 
‘read: “Solve your problem of | worse on my part! | howe, or imanined, fl 


| A Message of Vital Importance to Men Whe Are Bald—or Getting Bald! | 


What Really Happens When a Man 
Begins to Wear a Modern Hairpiece? 


cule—that my hairpiece «ould be ax conspic 


1 thought that people «ould snicker behind my back—that every- 
one would stare at me—thai | would live in constant fear of ridi- 
vous as a lighthouse— 
that it would blow off in a slight wind or whenever | removed my 
hat—and a lot of other crazy fears that never happened! The truth 
in, | attracted no more attention than when | began to wear glasses. 
Read my story, then face the (ruth yourself without risking a penny. 


By MARK JAMESON 
IKE moot men who are baki or getting 
oe : As usual, Alice had 
te wielt the 

7 td mn" 


Fifth Avenue 


ty Git Freed Convinced Me! 


won the battle. I 
“House 


“on 
ed that getting fitted for a Tash 


discover 
ay was like getting a custom-m 


J 


most pop- 


i 
| ~ i crew cut! It really was as simple 
aa hed said. And, 


waar cae 


woman campaign 
against my bald head w he 


ith all « ke | am supposed to 
shou! ten how mee hooking | 
that I had done it 

began losing my hair 


For the firet tome in 6 of 7 years I looked 


then you think! 
- may a 
took! I had mae ‘our Tasha, will 
really was! I w last for years with proper care. What 

er—when I first 


mak 
“May I borrow your 


And when I stepped out on the Avenue— 


without a hat_no 


| nt ; now aa went he town 
| theur 


hens te say, no one could detect my Tashay, in contained 
and | began te gain ¢ © 


| 
| 
| 
| 


j Rat the 


| e This was the big test! 
ne 


Then when she began showing 
paper « magazine stories shoul ihe 
wonderful new-ty irpieces——so aif 
ferent from the old-fashioned toupees | 
began to be interested. These were not 
advertisements but genuine news ami {ra 

of mea 


iy the thousands are just 
ordinary men like myself 
the same in every article 
MAGAZINE, 


oder 


Kaplan. 
“By the spring of ’55,” he con-| 
tinues, “we had worked out a con-| 


theme. Our agency recommended a | 
more startling stopper, and we 
toyed with two headlines . . . ‘End | 
baldness at once!’ and ‘End bald- 
ness instantly!’ A number of 

| 


END BALDNESS INSTANTLY! 
Send for this free book today 


} 
| 


} 


|small-space ads were also worked 
jout on this theme, and the most 
| profitable space turned out to be 
about 400 lines. 

“Aside from the stopper, we 
wanted to show three models—to 
give prospective customers a better 
|chance for identification with the 
| type of person and style of hair il- 
jlustrated. Copy referred to the 
piece in Life,” which brought “a 
wave of new customers.” 


# “One discouraging factor,” re- 
calls Mr. Kaplan, “was the poor 
reproduction of our pictures. Small 
pictures, reproduced on newsprint, | 
simply do not do justice to the fine 
visual impression we were trying 
to achieve. Hair is very difficult to 
reproduce, even in large photos, but 
in some of the smaller shots the 
hair was merely a blob. 

| “But, on the whole, the pulling 


one 
second glance That night, | remember, we 


‘Whe! Keppeced 
Whee | Were My Teshey te the Office 
next morning | 


the 


’ | om 
friends tell me I act younger. Today, 
Tashay has . of 


no difference 
Lewis Feder can give you « head of hair 
you'll be proud te call your for 


Send For FREE Beckict Today! 
if you want forther proof, the 
and fascenating story about Feder T, 

im our free 16- 
jet, “The Only 
in it you will meet 
ness men, 


gave my hair o 
to celebrate Nee 

ye 
ihus- 
lution to 


other Tashay 


_ trated book 
~~ 


had to go to work 

TU admit my heart 

office. At the last 
Better still, come im for ao free, private 
and fi Ht today! You 


mont everyone seemed giad I hed 
They al! complimented me on 


mow how I had 
After 


By Whete Lite Is Ohanged tor the Better 
Weil, that's the whole story. 


my 


DOME DENOUEMENT—This ad, which was used—slightly modified—in 
the Pictorial TView section of the New York Journal American 
Aug. 12, is Feder’s most recent ad. 


the following spring,” adds Mr.| power of the ad was considerably | 


higher than that of the previous 
approach.” 
The next shot, showing a man in 


siderable variation om our ada barber chair, was headlined...) 


“This man is bald—and even his 
barber doesn’t know it.” A small 
picture at the bottom of the layout 
showed the same man minus his 
crewcut Tashay. 


Mr. Kaplan’s interpretation: 


‘*“Even though the results of our) 


advertising seemed good, we felt 
an entirely new—and more digni- 
fied—approach was necessary. 

“Basic policy differences with 
our agency prompted us to make a 
change, and on Aug. 22,''55, Ruder 
& Finn took over the account.” 

(Ruder & Finn is now—a year 
later—being replaced by an agen- 
cy to be selected shortly.) 


s “The first ads in the new series 
ran in September, ’55. They under- 
went considerable changes, be- 
cause we completed our motivation 
research study in October and im- 
mediately incorporated some of 


| the findings in the copy,” Mr. Kap- | 
| lan recounts. 


“*This man is bald’ was never 


=| tried with a coupon, which was 


unfortunate, since we never had a 
chance to test it directly as to pull- 
ing power. However, after about 
eight insertions, we concluded that 


| this one was not nearly as effec- 
tive as previous ads. This conclu- 


sion was reached on the basis of a 
comparison of direct references to 
this ad, on the part of customers, 
with customer references to other 
ads. The mail response was poor. 

“Even the motivation research 
did not appreciably help the final 


_insertions since, in retrospect, we 


believe the whole idea was not be- 
lievable. The average man simply 
would not accept our assertion that 


a barber couldn’t recognize a hair- | 


piece when he saw one. Therefore, 
he had reason to doubt the other 
statements.” 


® Last January, 
editorial-style ad headlined, “What 
really happens when a man begins 


Feder used an! 
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| to wear a modern hairpiece?” The 
lad was split run—half the ads 
| showed a coupon for the hairpiece 
| booklet, and the other half made a 
direct keyed pitch for inquiries. 
“This ad,” recalls Mr. Kaplan, 
“did exceptionally well in coupon 
response, but very poorly from the 
non-coupon version. Still, the 
over-all effect was good, and we 
currently believe that this has 
been our most successful ad to 
|date. The rate of conversion of in- 
‘quiries has been considerably 
higher and in relatively less time. 
| “When we tried merchandising 
|this ad to our prospect list, we 
| were really surprised at its effec- 
| tiveness. Apparently this was the 
| clincher for many who had read all 
|our previous material and still had 
not been convinced. 
| “The theme of this ad touches 


Thatch Your Answer 

New York, Aug. 14—Some bald 
| facts: Some 15% of the customers 
at the House of Louis Feder are 
female. He estimates 250,000 gals 
jin U.S. have no crowning glory. 
| Feder is fitting Tashays at the rate 
| of 10,000 a year. Most Feder clients 
| are under 40. And three out of four 
males call for crew cut topknots. 
| Feder has about 200 shades of hair 
‘on hand. He gets $85 to $190 for a 
head covering. Most customers 
take two, the spare being lodged in 
an airtight box after being 
sprinkled with camphor flakes or 
| 
| tobacco to keep moths away. 
| Future ad plans call for going 
into service publications like Army 
& Air Force Times. Also more re- 
|gional advertising (eastern edi- 
tions of some national books) and 
branching into more New York 
dailies. The Journal-American was 
added to the list two days ago, 
running a 1,000-line ad, biggest 
Feder insertion so far. Steiner & 
‘Kahan is working out an eight- 
| stage mail follow-up for inquiries 
| to Feder ads. 


what we found to be the basic con- 
sumer resistance obstacle—fear of 
social disapproval. By answering 
this directly, we feel we have 
touched the most sensitive area of 
resistance. 


s “Variations of the ad have ap- 
peared in the News and the Mirror 
for the past six months. Copy has 
been revised and strengthened. 
Current plans call for more ex- 
perimentation with this approach, 
particularly in varying size and 
possibly by replacing portions of 
the man’s story, with other pic- 
tures.” 


‘American Lumberman’ Issues 
Directory; Increases Rates 
American Lumberman & Build- 
ing Products Merchandiser, Chi- 
cago, has published “American 
Lumberman’s Directory of Whole- 
sale Distributors,” a 160-page book 


| containing listings of wholesale 
| distributors of building products. 
| Included is information on names 
lof personnel and buyers, lines 
|wholesaled, number of dealers 
| serviced, warehouse facilities and 
| other information. Price of the di- 
‘rectory is $15. 

American Lumberman also has 
issued a new rate card, effective 
'Oct. 1, which reflects an average 
jinerease in advertising rates of 
'14% based on “continued growth 
in circulation and higher costs.” 
|The publication also has advanced 
1957 publication date of its annual 
'Dealer Products File issue from 
| April to January. 


Moh! Joins West-Marquis 

Joseph G. Mohl, for the past four 
years with Ross Roy Inc., Los An- 
geles, has joined West-Marquis, 
Los Angeles, as an account execu- 
_ tive. He previously was advertising 
manager for Belvedere Sewing 
| Machine Co., national distributor 
for Ad pwin sg bing. 
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Advertising Age, August 20, 1956 


Advertising Pages and Linage in Farm Publications 


July and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
’ i Poultry, Classified 
Livestock. Livestock, 
— Total Advertising. in Pages—— Total Advertising, in Lines————. in Lines ——Total Advertising, in Pages———. Total Advertising. in Lines—--———. in Lines 
July July Jan. ~July dan.-July duly July dan.-July  Jan.-duly duly July duly July Jan.-July Jan.-July duly duly dan.-July Jan. -July duly duly 
1956 1955 1 1955 1956 1955 1956 1955 1956 1955 1955 1956 1955 1956 1955 1956 1955 1956 1955 
Farm Magazines Kem Farmer mers 366 318 372.1 332.0 27,815 24,168 282,770 252.291 26.735 22,860 
Soa aage ichigan Farmer ..... : 8 4046 25.358 24.752 309,321 310,740 22,058 21.567 
— — 376 38.1 466.3 399.0 16,147 16,363 200,052 171,154 15,528 15,689 a poco thee sa. : =~ 361.8 358.1 25.074 26.038 ‘274,931 272.142 22.625 23,625 
a AS ; ontana Farmer-Stockman ‘7 4705 470.5 38,192 36,064 355.730 355,698 34,776 32.879 
cc Se Rt gt eet oe mee me ae mee | tee ee at She get Bet a teat ae aoe ee 
+ al 62.4 547 766.2 637.0 26.772 23.495 328.682 273.269 25.887 22.889 | New England Homestead 35 21.4 254.1 257.2 16.433 14.988 177,857 180.006 10,573 10.807 
ona Gs Mo THe G62 MME Bz SN ESI 25.501 22.746 | Ohio Farmer ........ 39.1 383 487.5 469.1 30,037 29,400 374.412 360.272 26.399 26,098 
mitt @4 2. wm) wt “ne Ge me ae ae al nee ee ee eee 
Farm & Ranch—Southern Agriculturist: : ’ : : pr tage 
#Iinois Edition .. 625 66.3 691.8 651.3 45,464 48,265 503,634 474.126 36.878 40,943 
Southeastern Editio : ar . : ’ 
ad ae 311 24 5 260.4 271.9 13.324 10.529 1.719 116.649 12.620 278 #Indiana Edition .. 57.3 644 665.8 648.2 41,734 46,899 484,712 471.862 33,148 39,517 
— coe Se eke ee ine Ie : i Average 2 Editions . 59.9 65.4 6788 649.8 43599 47,582 494.173 472,994 35.013 40.2 
werage 2 Eitia . : f ; y } 941 12,994 10,144 Rural New-Yrter ws 20.8 22.1 249.7 2428 16.295 17.308 195,780 190.334 13,863 15,277 
Progres en ; ace’s Farmer .... 58. 2 716.0 701.7 45,692 51.136 561.323 550,092 44,281 47,4 
ina foes ae pe roa = — a _—- = == ae mer Farm Life... 23.0 22.0 232.3 226.5 18,048 17,276 182,097 177,541 15.940 mr 
#Ky.-Tenn.-W.Va. 616 55.0 658.7 6368 41.907 37.426 447.915 432.990 40.912 36.454 | ace after ‘s a ae ee a a a aS 
#Miss.-La.-Ark. 643 59.6 6557 635.2 43,698 40521 445892 431.923 42. ‘489 
Texas Edition ... 66.2 60.4 6744 654.1 44,986 41.066 458,579 aoanen ry soe? | peg ne Sige ee SS eee Se ae ae A 
Average 5 Editions .. 64.6 57.9 6768 654.8 43,954 39,398 460,204 445.284 42.859 38,289 | _ Total Grow... 72S THOS SITS TIE SSSSIS S644 6.207.401 6.07946 496.991 504.512 
Succeed Farming ... S89 47.7 6606 GAL 26254 22.681 297.251 276,399 23901 21.063 | *Met Metuded in totals. STs edition aise carries ail nage appearing in Western Fare Lite. 
te em. wien BLY a8t ions 2.9985 "383 112,292 1402422 1292168 i2iei2 108,181 s 
wr ler Farmer 
ma ry Gentleman) in September 1955. Not included in totals. Farm Linage Trend. Figures in thousands 
Monthlies 
tAgricultural Leaders’ 
a 12.0 148 1048 1234 5.161 6349 44970 52944 5.161 6,349 | MAGAZINES | MONTHLIES 
American Fruit Grower 40.9 40.0 251.0 243.0 17.677 17.277 108.418 104,986 17.432 17.199 | 1956 1956 
tAmerican Poultry Journal: | fi 25 ] [469 ] 
se Eastern Eaition a 368 20.0 2678 267.7 15.794 12867 114890 114,835 14,777 11,523 | | JULY JULY 
idwest Edition . 33. 2 241.7 225.7 14.440 10832 103,707 96821 13913 9,960 
Pacific Edition ... 36.4 29.7 247.4 2349 15.625 12.745 106.115 100.785 13,389 10.381 | |SUNE 165 } JUNE|456 j 
Southern Edition . 34.9 25.8 256.4 235.0 14961 11.063 110.004 100822 14,097 9.675 1955 1955 
Average 4 Editions . 35.5 27.7 253.3 240.8 15.205 11877 108679 103316 14,044 10,385 
American Veg. Grower. 22.2 219 173.7 135.90 9,595 9,463 75.036 58,334 9,48 9,393 | | JULY JULY 432°. ag 
Arkansas Farmer... 19.6 162 1744 1498 14843 12.252 131.823 113.272 14,474 11.938 aL 
Ootte| Parnion Methods a3 266 265.6 239.8 11710 11429 113935 10280 170 140) —— 
Stockman . 5 453.0 504.7 25,368 21,210 190,248 211,970 2,030 1,939 
Breeder's Gazette |... 15.3 10.2 135.7 1250 6873 4607 61.079 60.766 4.605 2040 || SEMI-MONTHILIES WEEKLIES 
Broiler Growing ..... 38.7 25.3 2858 2408 16,589 10,838 122,627 103,314 12,211 7,957 1956 1956 
California Citrograph . 18.1 23.0 150.3 1631 12,166 15.456 101.018 109,592 11.998 15,360 
California Farm Bureau JULY 
Monthly .......... lll 93 60945 «83.4 8400 7,056 71.414 63,030 7,894 6,475 
The Cattleman ....... 79.3 64.0 6189 721.6 33,327 26901 259.941 303,088 14,746 16,283 JUNE 166 
Coastal Cattieman.... 109 78 1118 1103 4574 3.257 46.959 46,307 1.526 1,568 
Cooperative Digest 68 S51 594 372 2869 2124 24927 15637 2.797 2,117 1955 
County Agent & Vo-Ag rte 70 
WOME iccsicen’ 15.7 18.7 2003 199.2 6,744 8,008 85,941 85,459 6,744 8,008 
tElectricity on the Farm 13.9 143 678 72.0 4956 5103 24187 25,698 4956 5,103 
Farm Ma 135 129 162.0 157.0 5,819 5545 69,490 67,359 5819 5,545 
Farmer-Stockman: 
Setiom Edition 30 ae a 336.8 15.043 14,717 148,993 144,608 13,557 13,614 | Bj-Weeklies 
#Texas Edition .... 35. 0 335.0 3168 14.974 12.478 143,662 135,940 13,488 11,375/,. 
Average 2 Editions. 35.0 31.5 341.1 326.8 15.009 13,598 146328 140,275 13,522 13,495 | Arizona. Former-Ranchman 55.7 396 S365 509.8 42,192 45,064 405,562 385,387 41,051 43,468 
Florida Cattleman .... 64.2 61.1 481.1 466.4 26,997 25,657 202,047 195,893 11168 10,339 3 : 
Florida Grower & Rancher 202 258 217.0 2166 13,707 17,584 147538 147.307 8989 13,702 | Northern Edition . 354 35.0 3946 372.9 26,793 26,492 298,288 = 281,901 25,544 24,450 
fae as ae ee <a ro H#Southern Edition . 33.3 34.3 380.8 364.6 25,147 25,901 287.913 275,608 23,989 24.746 
aesie camer tas 463 180.6 1891 113580 1276) AL See 148.258 10.205 12,099 | , Average 2 Editions . 34.4 34.7 387.7 368.8 25.970 26,197 293.101 278.755 24,767 24,598 
Michigan Farm News. 17 13 163 161 4199 3097 37.948 37.403 4151 3,017 | tOairymen's League News 126 106 106.1 “sas 91ST _ 7,747 _ 71.229 (59,940 8,373 _7,225 
Mississippi Farmer . 150 158 131.2 124.5 11,347 11,967 99,148 94,132 11,162 11,792 Total Group ...... 102.7 104.9 1,0303 960.9 299 008 775,892 724,082 74,191 75,289 
Missouri Farmer ..... 112 99 97.0 921 7.726 6817 66.743 63.372 7.076 5,944 | ?Three issues in July 1956; two issues in July 1955. ZNot included in totals. 
ational +m News... 114 88 1417 1354 4761 3,677 59517 56875 4,761 3,677 
ati Stock eek 
Producer ......... 77 #79 W3.7 961 5632 5.745 82800 69,936 5,18 5,519 Weeklies 
tNation’s Agriculture 51 9.7 609 646 2496 4,299 27.604 29,017 2,496 4,299 | tlowa Farm Bureau 
New Jersey Farm & Garden 31.1 31.2 3665 342.6 14,006 14,042 164943 154.184 12,096 12,487 | Spokesman ........ 526 38.0 3083 3153 33,120 38,500 312,962 519,954 951,515 © 36,680 
Ohio Farm Bureau News 95 73 72.4 73.9 4,254 3,282 32,586 33,248 4,154 3,162 #Kansas Edition .. 10.0 13.5 125.4 148.5 24,650 33.229 308,900 365,785 16,.3%5 23,671 
Peattry Tribune: H#Missouri Edition. 10.3 129 126.7 145.0 25,339 31,730 312.275 357,333 16,951 21,164 
H#Midwest Edition .. 27.8 16.1 2782 252.0 11,938 6,921 119,298 108120 11271 6126 | #Obla-Ark. Edition 91 116 1168 135.1 22,484 28,531 287.856 332,846 15,170 19,960 
HEastern Edition .. 293 165 316.0 2876 12563 7.079 135572 123369 11525 5949 | Average 3 Editions . 98 127 1230 1429 24158 31.163 303,010 351,985 16,169 21,598 
#Pacific Edition .. 35.7 241 339.0 315.4 15.298 10.348 145,403 135,296 10,976 7,287 | Total Group ...... 424 30? “@l3 “458.2 “57,278 69,703 615,992 671,942 47,484 “58,278 
H#Southeast Edition 31.2 18.0 3128 2886 13,405 7.726 134,182 123,825 12,156 6,625 | Figures shown represent the average of 12 editions. #Not included in totals. 
HSouthwest Edition 29.2 —— 292 —— 12520 ——— 12,520 11,399 
Average 4 (or 5) 
Editions ...... cece 306 87 255.0 2859 13,145 8,019 109,395 122,653 11465 6,497 | Dailies 
Southern Livestock Journal 55.0 51.9 480.6 490.6 23,100 21,784 201852 206,051 3,150 2,352 | Chicago Daily Drovers 
Southern Planter . 178 183 2266 2378 12,441 12,807 158,609 166,476 12,084 12,346 Journal ..........- 188 239 2138 253.3 40,017 50,933 454,886 538,978 23,011 31,687 
Tennessee Farmer & Kansas City Daily Drovers 
Homemaker ....... 94 7.0 189 884 7,331 5,499 93,215 69.278 6674 5,194 clegram .......... 185 182 207.8 234.2 39,292 38,649 442,186 498,385 28,949 23,649 
Turkey World ....... 29.4 319 3252 343.5 12.631 13,682 139,496 147,365 11,636 12,472 | omaha Daily Journal 
Western Dairy Journal 33.0 30.4 262.3 249.5 14,196 13,052 112519 107,016 4,518 5,627 | Stockman ......... 20.1 20.3 239.3 2558 42,802 43,104 509,156 544.415 40,912 30,728 
Western Livestock Journal 86.7 73.4 6728 678.5 37,202 31,490 288,642 291,054 8,137 8,987 | St. Louis Daily Livestock 
|||Wyoming Stockman- hes kee 13.1 139 1543 166.9 27,953 29,643 328,237 355,093 19,740 20,156 
SE Laan cs 338 329 256.2 2116 25,578 24,850 193,676 184,996 22,171 21.473 | rotas Group ...... 70S 763 “BIS2 “S102 1500048 162,329 L73aae5 193687 i02612 106220 
Total Group ...... 0635 8794 83704 S261 B9014 452.409 Tiseses 1092701 322474 313.508 
tJuly-August issues combined. {June-July issues combined. §Started publication in January 1956. |||Changed from 896-line 
page to 756-line page in July 1955. #Not included in totals. Quarterlies 
§Farm Quarterly ..... 87.3 708 2005 158.1 41,396 33,559 95,053 74,955 41,396 33,557 
Newspaper Monthly Farm Sections §Published spring, summer, fall and winter. 
Iowa Farm & Home 
SNES cicexecac 13.4 121 1444 157.3 13.667 12,412 147,251 160,412 13,241 11891 | Canadian 
Rural Gravure ....... 3.7 42 66.1 482 3645 4211 66,136 48239 3645 4211 | 1. Bulletin des 
tTexas Ranch & Farm = 8S 8.3 145.2 109.8 8,708 8.694 148.120 115,290 6,520 7.378 | agriculteurs ....... 34.0 32.9 401.4 355.2 23,782 23,010 280,986 248,662 23,588 22,881 
Total Group ...... 76 DA6 “3557 “3153 26020 “25.317 ~ 361,507 323941 25,406 23,480 Guide ...... * 234 256 268.9 272.9 16861 18,445 193,586 196,473 16,861 18,445 
tLarger page size (1050 lines) in July 1955. Family Herald & 
y Star 2.2... SL6 52.4 592.1 620.9 51,618 52,433 592,051 620,941 31,295 32,647 
Semi-Monthlies Farmers " 22.4 335.7 316.0 20,539 15,717 234,967 221,228 16,612 12,665 
American Agriculturist 24.1 22.6 0 227.3 17,581 16,497 180,509 165,460 15,735 14,830 tryman w+... 29.3 22.4 . ’ , 
Colorado, Rancher & Farmer 259 25.8 283.2 259.0 19,592 19,468 214,096 195,791 18,738 18,677 | Farmer's Magazine . 99 164 ima IS 4295 7872 1267 82136 «4200 7:820 
Dakota Farmer ...... 483 57.0 497.7 499.1 37,892 44,698 390.227 391.278 37,382 43,900 
The Farmer ....... "Sam 527 627.0 6154 42976 41,301 491,570 482,446 39,741 37,757 | _ Farmer ...+++..++- 74.3 698 LA 7205 76,024 73,396 736,433 763,078 § 40,603 42,689 
Inard'e Deiryman 2. 370 334 304.0 3552 26948 24337 286.799 258.581 21.439 19,099 | Western Producer .... 45.0 332 377.0 324.9 48,136 35,509 403.374 _347,682 20,620 15,852 
indiana Farmer's Guide 20.3 23.5 1802 189.1 15,894 19,021 141,280 149,482 12,710 11,670 ' Total Group ....... 267.5 2547 2865.9 2801.9 243,195 226,322 2,522,664 2,480,200 153,779 152,979 
Braniff Airways Offers five shares held of record on Aug.| Dole Earnings Increase 94%; |two new Dole subsidiaries, F. M.,ing manager of David Bogen Co., 
and|New York, manufacturer of high 


Common Stock for Subscription 

Braniff Airways Inc., Dallas, is 
issuing to holders of its common 
stock rights to subscribe at $10 per 
share for 1,105,545 shares of addi- 
tional common stock. Gross re- 
ceipts to the company from the 
sale of these shares will be ap- 
proximately $11,055,450. Share- | 
holders are given the right to 


7. Subscription warrants will ex- 
pire Aug. 21. 

Proceeds from the proposed 
stock offering and of a $40,000,000 
long-term loan which has been 
negotiated with a number of in- 
surance companies, together with 
the general funds of the company, 
will be used in connection with an 
| $83,000,000 expansion program x re- 


Reports Record Sales 

Hawaiian Pineapple Co. Ltd. 
(Dole Pineapple Co.) has reported 
an increase of 94% in net earnings 
in the fiscal year ended May 31, 
1956. Net earnings were $2,652,047 
on record sales of $71,808,562. In 
the previous year, earnings 
amounted to $1,369,025 on net sales 
of $58, 801, 687. 


Ball & Co., Oakland, Cal., 
Paulus Bros. Packing Co., Salem, 
Ore., for the last six months of the 
fiscal year. The subsidiaries were 
acquired Nov. 30, 1955. 


Finnie Joins Bogen Co. 

John P. J. Finnie, formerly in 
the copy department of Brooke, 
Smith, French & Dorrance, has 
advertis. 


en appointed as a 


fidelity sound reproduction eguip- 
ment and public address and inter- 
communication systems. 


Barns to Colgaie-Palmolive 

Philip M. Barns, formerly with 
Young & Rubicam, has joined 
Colgate-Palmolive Co., New York, 
as assistant director of tv and ra- 
dio. 
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U.S., Swiss Watchmakers ‘Put Hearts 
Into’ Hassle Over Ad Award Propriety 


(Continued from Page 3) 
ment,” Mr. Mickey said. 

To document his protest he in- 
cluded copies of letters from two 
Swiss newspapers rejecting a Bul- 
ova ad signed by Gen. Omar Brad- 
ley, which outlined the reasons 
U.S. watch companies have fought 
for tariff protection. 

One letter, from La Suisse Jour- 
nal du Matin, said the U.S. point 
of view had been reported in its 
news columns. The letter said: 
“As much as we believe it is use- 
ful and necessary that public ac- 
tion be precisely informed regard- 
ing this problem, we feel. that 
attempts to influence it by paid 
advertising are rather undesirable. 

“In taking this opinion, we are 
equally sensitive to the fact that 
due to exiguity of our territory 
and the strength of American fi- 
nancial means, this advertising 
could easily have been placed here, 
but for opposite reasons it would 
be unfeasible for our watch indus- 
try to answer back by a similar 
campaign and with similar results 
in the U.S.” 

A second letter, from La Trib- 
une de Geneve, declared: “It 
doesn’t seem appropriate for the 
Swiss press to give, under the form 
of an ad of foreign origin, an opin- 
ion contrary to the one which our 
government has stated.” 


@ While the four U.S. watch 
manufacturers individually place 
advertising, Mr. Mickey told Ap- 
VERTISING AGE, their association has 
not attempted to support an insti- 
tutional campaign in competition 
with the Swiss. 

He denied that the Swiss lack 
funds to spread their point of 
view in the U.S., pointing out that 
P. Renggli, chairman of the co- 
ordinating committee of the Swiss 
watch industry, recently told the 
joint economic committee of the 
U.S. Congress that Swiss compa- 
nies have about $3,000,000 for 
trade promotion and advertising 
purposes, of which about a third 
is spent in the U.S. 


® William D. Patterson, associate 
publisher of the Saturday Review, 
backed up the selection of the 
Watchmakers of Switzerland for 
one of the Saturday Review 
awards. 

He said the judges were con- 
cerned “only with the skill, taste, 
and propriety with which the pow- 
erful medium of advertising is 
used to put forward a legitimate 
viewpoint on which it seems the 
people of this country can use- 
fully be informed. They do not 
attempt to evaluate the point of 
view and their judgments are 
never to be assumed as an en- 
dorsement of that point of view.” 

While he said it was appropriate 


CUCK—it's A, 


CLICK— -—~ Safe for Pocket or Purse! 


Haudi-Kutter 
The PREMIUM That 
Has EVERYTHING 


Widely adaptable for tie-in and self- 
liquidating merchandising deals. 
Ample space for ad or trademark 
imprinting. Compact — attractive — 
useful. 

WRITE for Free Sample, Prices, 


and details regarding Ad Card 
method for distribution. 


KENWORTH MFG. CO. 


12315 W. Lisbon Ave., Milwoakee, Wis. 


for American Watch Manufac- 
turers! Assn. to express its point 
of view, he contended the asso- 
ciation raised an issue which in 
simplest terms was: “In the fu- 
ture are we to eliminate from con- 


sideration for an advertising award! offense at a situation for the) tractive to members of the jury, | 


any advertisement containing an 
element of controversy?” 

“In this case,” he said, “the 
opposite sides of the controversy 
happen to be a domestic group 
and a foreign group, but it is also 
quite possible that in a future 
case the public debate through the 
medium of public interest adver- 
tising might involve two domes- 
tic industries, trade associations 
or other important groups. 

“Either side might well take 


other. It seems quite clear to us, 
however, that any award could 
|properly be made to either party 
to such a debate if the skill and 
imagination with which they pre- 
sented their viewpoint earned such 
an award.” 

Mr. Patterson said the Swiss ad, 
prepared by Foote, Cone & Beld- 
ing, was, in the opinion of the 
judges, an “imaginative, tasteful 
presentation of a viewpoint. 

“This advertisement seemed at- 
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and its message seemed particu- 
larly phrased for our current 
worldwide trade situation, since 
it apparently underlined the em- 
phatic need for warmth and good 
intention in dealings between na- 
tions.” 

Mr. Mickey’s letter of protest 
questioned the good faith of the 
Swiss. He said an effort was made 
to show that the Swiss industry 
was hurt by increases in the U.S. 
tariff on watches, although the 
Swiss had already secured more 


Advertisers 


Advertising Agency man, SAM GALLAY of Sam J. Gallay, 
Inc. has a very extensive background in the oil business as just 
the names of some of his accounts well indicate: Standard- 


at all levels, he is placing regular schedules in Petroleum Week 
for most of these and with the way Petroleum Week is growing, 
says he hopes to continue to do so. 


ipe fittings. JACKSON KEMPER, Vice President and 
General Manager of the division, uses Petroleum Week to lend 
promotional support to his sales force and distributors. 


One hundred and fifty PW Advertisers know that... 


Selling Oil Men 
IS Easier Now 


In the complex 


oil indu 


@ unique position as a medium of 
cross-communication and across-the 
board salesmanhip. From the very 
first issue, advertisers have recognized 
the vital job that PW is doing and 
backed up their conviction by invest- 
ing their advertising dollars in oil’s 
newest and most exciting magazine. 


Here’s why. 


Petroleum Week is edited for and 
directed to oil men at all important 
buying levels in all 
oil induty. It provides 
coverage of all important developments 
in all four segments of the industry— 
exploration, drilling and producing; 
nhaing and petrochemical; transporta- 
tion and pipeline; and marketing. All 


closely inte- 
: rem, Week 


ments of the 
lanced news 
stream of 


news is written and interpreted on an 
OIL’S MOST READABLE MAGAZINE * PETROLEUM WEEK 


The high attention value of oil's 
fastest-growing magazine 
one of the best 
ments in the field. 


pr ape for Se, 
engineering and supervisory personne 
_ ntien eith guunaeit and titers bey- 
ing power. 

Busy oil men can and do read every 
issue of Petroleum Week from cover 
to cover. Ev 
it can be easily understood by every 
reader, rega i 
job classification or technical ba 
ground. The variable-speed technique 
saves reading time—permits fast scan- 
ning or thorough reading with mini- 
mum effort. And 
rial or advertising —is nght in the main 


page is written so that 
rdless of his field of — 


page — edito- 
reader traffic. 


makes PW 
advertising invest- 


uite a guy. They even sa 
‘heart of the oil industry’. 
so much of me they’re willing to 
money to tell the world that whether 
I'm still a roughneck in the field, or 
president of my company, I’m the boy 
who makes the oil patch tick. One 
reason my pals at Lone Star picked PW 
as a proper place to show my beat-up 
mug is 
time, with everything worth knowing 
about the oil game. If you don’t be- 
lieve me, ask Gene Germany, or Walt 
Moreland or “Red” Webster over at 


A Message from Joe 
“Howdy, pardner. I’m Joe Rough- 
neck. You see my picture regularly in 
Petroleum Week because my friends at 
Lone Star Stee] Company think I’m 


I’m the 
ey think 


use it’s on time, all the 


Lone Star. Be seeing you around.” 
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than 80% of the domestic watch 
market. 

As evidence that the U.S. has 
“put its heart” into the mainte- 
nance of the letter and spirit of 
its trade agreement with Switzer- 
land, he reported that concessions 
were made on the duty on the 
products of other Swiss indus- 
tries. 

“But in all the propaganda that 
has been issued by the Watch- 
makers of Switzerland since the 


pensating concessions were grant- 
ed, there has been no mention | 


of A. C. Gilbert Co., New Haven, 
Conn., for five years before com- | 


Production Authority, Washington, | 
D. C. He was a graduate of St. Jo- | 


whatever of the concessions,” he | ing to Erwin, Wasey. From 1946 | seph’s College, Philadelphia. 


wrote. 


EDMOND J. MOLLOY 

Cuicaco, Aug. 14—Edmond J. 
Molloy, 45, account executive of | 
Erwin, Wasey & Co., died Aug. 9 
of a heart attack in Columbus 
Hospital. He had joined the agen- 
cy Aug. 1. 

Mr. Molloy was sales manager 


until 1951, he was advertising and 


sales promotion manager of Chi- DONALD F. HAGGERTY 


cago Electric Mfg. Co., a division | 
of Silex Corp. 

During World War II, Mr. Mal- 
loy served as a major in the ma- 
rine corps overseas, where he was 
an air combat intelligence officer. 
After his discharge, he served as 
chief of the consumer durable 


New York, Aug. 14—Donald F. 
Haggerty, 43, assistant advertising 
manager of Revere Copper & 


59 


Brass Co., died Aug. 9 at New| i = 


Rochelle Hospital from complica- | 
tions following an operation for a 
stomach ulcer. 

Born in New Rochelle, Mr. Hag- 


tariff increase, and since the com-' of the electric appliance division 


|goods division of the National 


gerty was graduated from Yale 


PETROLEUM. WHER 


Personals 


LeRoy Menzing 


Like so other Petroleum Week 
men, LeRoy Menzing, PW's newest 
Senior Editor, is an oil man from Texas 
—has long lived with petroleum in all 
its industry-wide ramifications. 

Oil Editor of the Ft. Worth Star 
Telegram for the past 15 years, and an 
oil writer for 20 years, Menzing knows 
the industry from below the ground 
up. He led the Star-Telegram’s success- 
ful crusade for uniformity of district 
fe tease allowables by the Texas 

ilroad Commission. In 1955, he 
took part in a mission to the Middle 
East and to Spain with Lt. Gen. Ernest 
O. Thompson, on behalf of the U.S. 
State and Defense Depts. A native 
Texan, Menzing is national president 
of the Assn. of Petroleum Writers, 
a member of the Ft. Worth Club and 
the Petroleum Club of Ft. Worth, and 
is the first and only honorary member 
of the Ft. Worth Landmen’s Assn. 

On his transfer to Petroleum Week, 
he and PW were deluged with “fan 
mail""—from which the following few 
excerpts are typical: 

“Please it my sincerest congrat- 
ulations . . . Petroleum Week is the 
best thing in its field.” 

“Congratulations on your new job. 
Petroleum Week is the only publica- 
tion I read regularly.” 

“I think Petroleum Week is the 
best thing that has happened to the 
petroleum industry reporting-wise in a 

many years. I think, also, that 
you are the best thing that has hap- 
yond reali Gok thet spur dace 

“I n. eel that your decision 
to enter the ‘ede publication field 
finds you with the magazine with the 
greatest potential of them all.” 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


id 


What’s New / in Petroleum Week 


Paid Circulation still going up, up, 
UP. First full year of publication end- 
ed with a phenomenal increase of from 
11,000 subscribers in July 1955 to 
approximately 24,000 in July 1956. 


Although sufficient time has not 
elapsed to calculate a renewal percent- 
age according to the established ABC 
formula, ate, Nt results from re- 
newal mailings to the regular June ex- 
pirations indicate a renewal rate higher 
than any other new publication ever 
started by McGraw-Hill. 


PETROLEUM 


During PW's first year of service 
to the oil industry, 150 display adver- 
tisers placed a total of 761 pages in 
Petroleum Week. 


Reprint orders, an index of reader 
interest, have already totaled over 400,- 
000 copies of P'W articles, ordered and 
paid for by PW readers. 


PW has collected for its scrap book 
to date 3,064 newspaper and maga- 
zine clippings containing quotes from 
PW. These show PW’s wide recogni- 
tion as a leading source of industry- 
wide oil news. 


Readers 


Some typical reactions and reading habits 


L. E. Andrews Richard M. Kobdish 


ager ation Drilling i 
Company, Tulsa, states that a maga- 
zine like Petroleum Week has been 
needed by the oil industry for some 
time. It affords everyone an opportu- 
nity to see quickly what is happening 
in the industry as a whole. He always 
checks the front cover and the 60 sec- 
ond summary page first, to note the 
articles he wants to be sure to read. 


Richard M. Kobdish, Assistant Divi- 
sion Manager of the Central Division, 
Sinclair Oil & Gas Company, Tulsa, 
likes Petroleum Week because it is a 
concise publication of current happen- 
ings in the petroleum industry, cover- 
ing domestic as well as foreign opera- 
tions. He finds it an attractive, easy 
reading magazine, of particular value 
because, with a minimum amount of 
reading, it keeps him informed of all 
phases of the industry. 


J. A. LaFortune 


L. T. Gibbs 


Mr. L. T. Gibbs, President of Lloyd 
T. Gibbs Co., Tulsa independent 
ducer, subscribed to Petroleum Week 
before it was published. He is impressed 
with the excellent arrangement of the 
material, and the ease with which the 
news can be assimilated. Feels that the 
Oil Industry needed this type of news 
treatment. Also, as an investor in oil 
stocks, he finds PW useful in deter- 
mining the market trends. 


Mr. J. A. LaFortune, Independent 
Oil Man from Tulsa, has read many 
oil trade journals — the _ thirty 
years, but enjoys ing his home 
copy of Petroleum Week. He says 
that this new magazine summarizes 
the happenings in the oil industry 
and keeps him informed on the many 
new developments . . . a high class 
and well edited petroleum magazine. 


JOHN S$. WARD, advertising director 
of the Journal, Edmonton, Alta., - 
has been elected president of the 
Western Canadian Daily Newspa- 
per Advertising Managers Assn. 


University in 1937. He began his 
advertising career as a junior 
copywriter at the U.S. Advertising 
Corp. Later he was a copywriter 
at the old Chester H. McCall 
agency, advertising manager of 
Swift Business Machines and an 
account executive with Pioneer 
Moss Engraving Co. He joined Re- 
vere as assistant advertising man- 
ager in 1942. 

Mr. Haggerty was widely known 
as a squash player in metropolitan 
leagues and was a member of the 
Yale Club of New York and the 
New Rochelle Tennis Club. 


ALAN MENDLESON 

New York, Aug. 15—Alan N. 
Mendleson, 52, board chairman of 
B. T. Babbitt Inc., manufacturer of 
household cleaners, died yesterday, 
after an illness of several months, 
at Rockland, Me. He represented 
the third generation of his family 
to head the concern. His grand- 
father, the late Aaron Mendleson, 
and his father, the late Jerome M. 
Mendleson, had previously been 
presidents. 

Born in Albany, Mr. Mendleson 
was graduated from Yale and 
spent most of his business career 
with the Babbitt organization in 
various capacities. He became 
board chairman five years ago. 


JAMES H. KIRCHNER 

Mananoy City, Pa., Aug. 14— 
James H. Kirchner, 81, editor and 
publisher of the Mahanoy City 
Record American since 1900, died 
at his home here Aug. 11. 
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Sindlinger Scores 
in TV Set, Movie 


Profit Calculations 


Riptey Park, Pa., Aug. 14— 
Sindlinger & Co., audience analyst, 
which sometimes has shown al- 
most uncanny accuracy in its pre- 
dictions of audience ratios in the 
Sunday night network tv battle 
between Ed Sullivan and Steve 
Allen (AA, July 9), has come up 
with another feather for its cap. 

This time it called the turn on 
tv set ownership in the country, 
almost exactly confirmed by U. S. 
Census figures. 

For the week ending Jan. 28, ’56, 
Sindlinger & Co, tabulated a total 
of 35,694,000 television sets owned 
by Americans, For the week end- 


ing March 3, Albert E. Sindlinger, | 


president, told AA, his analysts 
came up with a total of 36,033,600 


| sets. 

| For that period the U. S. Census 
‘figure for tv set ownership was 
| 35,495,000. 

Sindlinger includes these figures, 
in addition to other basic facts 
about the market, in its continuing 
study of movie market trends. 

Its latest set ownership figure, 
for the week ending July 21, is | 
36,950,000, indicating that 75.4% | 
of all American households have} 
tv receivers. This compares with a| 
total of 32,787,200 sets in July, '55. | 


® Another boast of Sindlinger & 
Co. is its accuracy in naming total 
motion picture industry profits. 
The company showed that net) 
profits declined from $78,000,000 
in 1950 (U. S. Treasury and Sind- 
linger calculations) to $42,332,000 
in 1953. These up-to-date figures 
were used by the Council of Mo- | 
| tion Picture Organizations to help 
get tax relief for the industry. 

Mr. Sindlinger last week report- 
ed that Treasury figures for the 
industry in 1953, as reported July | 
31, were $41,618,000. 


Arau Joins David Altman 
Anthony Arau, formerly of the 
University of Chicago Press, has 
joined the copy staff of David 
Altman Advertising, New York. 


rica’ 


c_ * “* 


HAT, TWO, THREE, FOUR—Pictured here are a few of the paper hats made by Paperlynen Co., Columbus. 


|LP-Gas Council Offers 


Booklets to New Members 

The National LP-Gas Council, 
185 N. Wabash Ave., Chicago, is 
making available without charge 
to new members a complete set of 
booklets comprising the council’s 
sales training course. In addition 
to the introductory book, “The Art 
of Successful Selling’ and the 
“LP-Gas Handbook,” the set in- 
cludes six booklets on how to sell 
LP-Gas ranges, water heaters, re- 
frigerators, house headers, clothes 
dryers and incinerators. 

Both present and new members 
of the council may buy additional 


sets at the reduced price of $3.50 | 


each or three for $6.95. 


O’Hanrahan Pacific Moves 

O’Hanrahan Pacific Advertising 
Agency, San Francisco, has moved 
to new offices at 255 California 
St. 


KENTUCKY FLAIR! 


The charming young lady above has good reason 
to be smiling! She has just been chosen Queen of 
the Shelby Tobacco Festival — one of Kentucky's 
most colorful annual festivals . . . 


Here’s proof that in a 


State that’s famed for 


showmanship, Kentuckians tune to WAVE-TV 
for the finest in television showmanship: 


PROGRAMMING: Two 1956 Surveys* show that 


Co._umsus, O., Aug. 14—In 24 
years, the Paperlynen Co. here has 
turned out more than 25,000 dif- 
ferent advertising messages on 
paper hats. 

A recent order from Pillsbury 
Mills called for a batch of hats 
with the ad message in Arabic. 
Before the hats could go to press, 
Paperlynen had to come up with 
an Arabian artist in New York to 
do the necessary Arabic printing. 

The company, which expects to 
sell more than 50,000,000 hats this 
year, grew out of an idea conceived 
by E. W. (Billy) Ingram, founder 
and president of the White Castle 
System, a chain of hamburger 
restaurants. 


= Mr. Ingram wanted a disposable 
paper hat for his hamburger jock- 
/1es. It took seven years to find an 
| outfit willing to design a machine 
| to turn out the hats and to experi- 
ment with the product. Finally, 
the machine turned out more hats 
than White Castle had heads, so 
Ingram started selling hats to out- 
siders. First customer was the 
Thomas J. Webb Coffee Co., in 
Chicago. 

That year—1932—Paperlynen 
made 240,000 hats. In 1934, the 
number reached over 1,000,000. In 
1946, the total was 11,000,000 and 
in 1953 it was 36,000,000. 


= Hats with ad messages have 
helped sell Pillsbury flour, Hires 
root beer, Minute Maid juices, GE 


Hamburger King Turned Paper Hat Maker 
Expects ‘56 Production to Reach 50,000,000 


lamps, Camel cigarets, Wonder 
bread, Libby’s canned goods, Coca- 
Cola, Miller High Life and other 
products. 

An enterprising Georgia morti- 
cian once ordered a quantity of 
hats decorated with skull and 
crossbones and the untested sell- 
ing sentence, “Take your time, 
we'll get you in the end.” Con- 
fronted by a sample design, the 
mortician buried his idea and can- 
celed the order. 


North Names D’Alton A.£.; 
Transfers Two from New York 

North Advertising, Chicago, has 
appointed Austin L. D’Alton an 
account executive on the Prom 
home permanent account. Mr. 
D’Alton formerly was with Weiss 
& Geller, Chica- 
go. Before that 
he was with Ful- 
ler & Smith & 
Ross. 

North also has 
transferred John 
Rundall and Ber- 
nard Lee from its 
New York office 
to Chicago. Mr. 
Rundall, former- 
ly a radio-tv pro- 
ducer, has been 
named account executive for Ton- 
ette home permanent and Adorn 
hair spray. Mr. Lee, previously 
New York merchandising director, 
becomes account executive for the 
Englander Co. account. 


Austin L. D’Alton 


"Roauokes 
have helped us To 
subilaulial, goins ‘3 


“We know our goods are only partly sold when 
we put them in the stores. Advertising in the 
Roanoke Times and World-News, with their broad 
coverage of the area, has helped us greatly in our 
merchandising efforts." 


Os 


says M. P. Snelier, President 
American Brokerage Company 


08 ce ee temee see e 


WAVE-TV gets audience preference! 

Because of low Channel 3, full power 

and greater tower height (914' above 
sea level), WAVE-TV gets 66% greater 
coverage than the second Louisville 
station! Coverage area includes 70 
mid-Kentucky and Southern Indiana 
counties with a population of almost 

21% million people. 

EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, by more than a year. It has 
the know-how to help make your com- 
mercials and your programs sell! 

Let NBC Spot Sales give you all the facts! 

*ARB Louisville, Feb., 1956 
*Metropolitan ARB, March, 1956 


LOUISVILLE’S 


WAVE-TV 


The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 
papers have significant cover- 
age in this key market of 
western Virginia. 
Write for details to: 


, WALKER COMPANY 
National Representatives 


COVERAGE: 


pe 


FIRST IN KENTUCKY 
Affiliated with NBC 


THE ROANOKE TIMES — 
THE ROANOKE WORLD-NEWS 
ROANOKE VIRGINIA 


(3 nats 


eRe yn! CR ee ll a ae eae lll ll 
‘Se cea 
‘ e 60 Advertising Age, August 20, 1956 
Pe: 
- rs . —— ) ie ae | die an 
os ee ~e oe oe wo =) a ae ae py pay a 
pa SS ie ane — —<_ a. i 
a ae ee (oe, Sve - 
Be foe oe a eae : . } 
a a = (ass A oe sour 
Fs an oahe ae ; a * > 
‘a y y 4 . ree 4 ee E eo 
a = . er %. a) st A + | —... 
Fre Fa % ‘ee a 4*3 ei oe ae 
ae ee , a7 - a’ a a 
a 
he Eee Dr Te ee 
Ca m3 
ee 
+e PUN O82 Pe GENK oS 
ae i , ’ 
te > ae SIMPSONAR ELI t’ 
_ OBR Sse vty, 
a Tie “s OY tie bigs EF : id a2 fs iS f ¥ 
em arte te tere > Saree 
| ee ieee dhe mers >: Srey TR pe ’ 
+ ek RT fe ee tL Pe ee ei 
Peers, At Qg¥ eS: ha ee an BS ee Last thong: 
= DAN MSA Us ‘ + ag oS LAL TOWER 
é° A SA ~- > | 
Bega, 2 ee «4 
see Ames FOREMOST TOY TRADE publication! | 
Be: A —— = ae ft 
ra a. Ie eS oe ee 
ae : a rea, SS : i Carries MORE adver . | 
wre — Se ee ae en ca { advertisers than any 
a = Buea. } eS a - ' other toy publication 
fos t \ 4. ee he \ | in the world ’ 
aCe. y ma /: Bip 7? W. 2300 St... v.10 ia 
nN be HEADQUARTERS FOR TOY MARKET INFORMATION! 
i eb ; 
ee ‘. ) 
he pore ra ] 
Bes i ag oa ete 2 Si f : 
Bre: Ro RE gee RM 5 og ra “he a 
Bory fy a P oo ee i ie, ee: a 
eo. ee ar eae a : of ee ae 
ee aes —— ta | 
a. aN ie Cee aa ot” (ee 
. ER st, ‘oy Meer ||) BR oe 
<3 a oe ae is, 2 Me re ae ee. . Cac amen ey 
: oan P RE ee 8 eee ig eae 
ee : rah Gi . - ‘ ae ft oe et. Age yea 7 ae ; 
oi fag NG oes | a. 
aes: Sem Ae, , a + ee ee a Se. eee 
Se 2 3 ae : : Go ie es ese ie. co eet iy ey | ‘ 
Nie ‘ey hoe ; Lae ee 
ae . F ¥ ‘a ne ee Fos 
ee: 3 Ash ‘ Sl | 3* eS ine |} ae 
es fe '. fi & ¢ =, ine | Bhi ae ee 
oe fe . 7d f : ./ ee kk vn es Sa iN ANNIKA tnd iS SR LAST a ENN 8 a 
a SI +" ». a al Ca  — 
Bt) z SS a in % \ — 4 Re a nennnenamaanamneaaananedtenainmeinmananipiaisin 
Sg a ON 6 ere : u ek : eel hae 
ee ‘ ee on ; ee ee 
ah > bie A , - P| " ‘7 » We 7 “ oe aor 
ee tire ens ie ‘ . i, 3, ae | 
i — ~~ . ‘ 
is N " 
a ~ | 
Ba: € ’ ; 
. > howmanship with that Ac | 
. beg x 
oye ee -_ 
a po \ REALKILL J 
ou Pe 
ae ; 
a er, : 
ea | 
aa + PENDE 
a | rose ae | | 
ie | sont = SAWYER 
ae atestte | 
ae seni ~\ a , 
co i * 
i. atic | | 
ee ' 
ae + —_—_————__———__________ =a 
i? aoe — ie SS } . }.}»}°-, °C lene  —d6——lU 


8g, nina eeeenreaee nena sistent 


Advertising Age, August 20, 1956 


| 


Rat wins sation > omit + + amet kat gle gen. oh ing prapeetinn 
caret 


don't stir withon NOTLLY PRAT 
HORRIBLE EXAMPLE—A Martini is not 
a hooker of gin . . . it’s a cocktail, | 
protests Browne Vintners Co. in) 
this ad for Noilly Prat, scheduled | 
for six September magazines. Law- | 
rence C. Gumbinner Advertising, | 

New York, is the agency. 


| 


ABP Revises Rate | 
Rule in Conformity — 


with Consent Decree © 


New York, Aug. 14—Associated 
Business Publications has revised 
its Standards of Practice in ac-/| 
cordance with the consent decree | 
recently signed with the Depart- 
ment of Justice. 

Paragraph 2 of the Standards 
has been changed so that mem- 
bers now agree: 

“To make available to advertis- 
ers and advertising agencies, di- 
rectly or through a _ recognized 
published source, all the prices. 
which the member charges for all | 
units of space, including charges 
for preferred or specified posi-— 
tions, colors, bleed borders, inserts 
and any other services offered, as 
well as the terms of the payment.” 

The paragraph previously was 
worded: 

“To make available to all adver-_ 
tisers the prices of all space, pre- 
ferred and specific positions, col- 
ors, bleed orders, inserts and serv- 
ices which a publisher may offer, | 
and to make no discrimination be- 
tween advertisers as to prices, 
run-of-paper positions or terms or 
methods of payment for the same 
amount and the same kind of space 
used under the same conditions 
and within the same period of 
time.” 

According to the consent decree, 
ABP is restrained from “requiring, 
urging or requesting any media 
to adhere to published advertising 
rates or rate cards.” 


Wyle Mtg. to David Shulgold 

David Shulgold Agency, Los An- 
geles, has been named to direct 
national advertising, public rela-_| 
tions and marketing research for 
the new Wyle Mfg. Corp., El Se-| 
gundo. The company’s first prod- | 
uct will be vibration testing equip-_ 
ment for missiles and supersonic 
aircraft manufactured under an 
exclusive license from Northrop 
Aircraft Inc. Shulgold will also 
handle advertising for Wyle Lab- 
oratories, Wyle Research Corp. and 
Mantec Inc. 


That's What. Advertisers Reach in | 
The Sporting News | 
National Baseball Weekly —St. Louis, Mo. 


280,000 Copies Weekly 
With 98° Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly q 


~—sseooeee 


|ducer of water soluble fertilizers 
}and other nutrients for lawn and 


| advertising. Newspapers, radio and 
| television will be<used in test areas. 


Applestein, Levinstein Adds 


Hy-Gro; Drops Pompeian Corp. 
Hy-Gro Corp., Baltimore, pro- 


gardens, has appointed Applestein, 
Levinstein & Golnick Advertising 
Agency, Baltimore, to handle its 


The agency has resigned the ad- 
vertising account of Pompeian 
Olive Oil Corp. and its subsidiary, | 
Pompeian Corp., maker of massage 


cream. 


Emerson Mfg. to Ridgeway 
Emerson Electric Mfg. Co., St. 
Louis, manufacturer of electric | 
motors, fans and air conditioners, 
has appointed Ridgeway Advertis- | 
ing Co., St. Louis, to handle its ad- 
vertising, effective Oct. 1. Gardner | 
Advertising Co., current agency, 
will handle the account until that 
date. 


You're always “zeroed in” on the Military 
Market when you invest your advertising 
dollars in the pages of Military Electronics. 


For complete information write: 


te 
ie 
resenting 


tlectronic dey 
elopme 
bed Products having ™ 


Military Siguiticancs » 


THE S. S. AQUARAMA testifies to 


Fabulous New 
Eight Million Dollar 


Passenger Ship ©” 


Veranncce®™ 


\ 


MADE IN Di daese) FI 


Published Weekly Since 1886 —70 Continvous Yeors 


the skills and craftsmanship of the 49,000 
workers in the Muskegon area. This big, new Great Lakes 3,000 passenger 
ship was made a thing of beauty at its construction dock on Muskegon Lake. 


Today hundreds of other fine products (smaller, of course) are being made 
in Muskegon plants for world-wide distribution. High employment and high 
wages are combining to make 1956 a big year for retail sales in Muskegon. 
Evidence of growth in the Muskegon area abound . . . and is a continuance 
of growth twice that of the national average. The growth doubled the circu- 
lation of The Muskegon Chronicle in the last 20-years. Today advertising in 


A Partial List 
of Products 
Made in Muskegon 


© REFRIGERATORS 

e ENGINES 

e OFFICE FURNITURE 

e GASOLINE 

e SCHOOL EQUIPMENT 
AUTO PARTS | 
BOWLING EQUIPMENT 
FLOOR MACHINES 
PAPER 

e CRANES & HOISTS 

@ STORE EQUIPMENT 

e ALUMINUM WINDOWS 
e MACHINE TOOLS 

e@ GASOLINE STATION 


The Chronicle is “wanted” in 45,000 homes in its compact circulation area. EQUIPMENT 
4 cities but... wie 4s 
1 ABC City Zone e 
* we 2 Township 

with 87,819 2 ye) 

City of North Musk Mosk. 
Population coy at aide EO 

sees Cow ay at tnagen tah |S 
City of Roosevelt Park —— = 


99 of every 100 homes in the 
Muskegon area are reached with 


“he bat“ Michigan” 
BOOTH NE 


THE BAY CITY TIMES — THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


SPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A H Kuch, 110 E 42nd St, New York 17, Oxtord 7.1280, Sheldon B. Newman, 435 N. Miehiqan Ave, Chicago 1A 


yperior 7.4680; Brice McQuillen, 785 Market St. San Francisco 3, Sutter 1-340) 


William Shurtlf#, 1612 Ford Bidg., Detroit 246. Waddword 4.9972 


. - re 
. ; 
ee 61 , 
Lat 5 oe er a . ~ * 
f ao ae Px? ‘ oat ~ <a is 
Se > A 3 
% pai i 4 oy) so: “oom, id s , at ; © ie 
aie toe, om itd - x i ere x ope. oy ye ‘ 
- = . oo 5s ee Me Seiad ve SS URIGCO F 
i aaah , = 3 Dp RS. | . 
Po ie . 4" = if i 
Wein? . Te. : } Bes 
> : fia a. t eet 4 Mae ff 3 
_ e.) . at 3 Ft i poh sD excl * i 
i 2s ae / | 
er > Ps 
= } 4 > i " 
YA re Vv _ | ~ 
PNCN re : 
) { Hi . 
& 1»! - 2 ‘ * H ; 
LL, wk 2. H * 
PE ‘ : : 
* don't be a faddist; don't be a sadint, i id . : Pe ae CM rene 5 iS 
: - ag wigs See om upper hii ‘ ee i es ihe i F 2 ‘ 
pet tras arb ate - an ot a & “| 
. = 3 | ee : et oe ee, | oe ‘ 
as ee es ——— : 
’ J oN ES inet: ee y es 
_ Shaker Square, Cleveland 20, Ohio = §gj. $$-. «= ae a 
2 sth le Cy = & 
Se SL S/S Ch RRRMEMRNSTEN Ue Rp a ocho She eS ae 
" Nig 
s iY 
| a ) | | 
/ a 3 
a .% & 
ee | 8 ~— 
A ¢ : 
3 ee Sr, 
Aa ts : + 
. | ae “s =. ; 
2 | a ' ail : 
es A ne * 
. | ee a ae cs ea) aa ee as Se ~ e ; 
ee Bir oe. hy —. oe SSS SSS A Hh 
es = a a ee a , Bs ee, 
: =e . 
i : < 
| as : 
ee | 
i. 
| 
mM 
iy ae 
: 
j iS 
ES. E 
advertising in The Muskegon Chronicle , - 
i Se ee, Pe ae, : 
a... 
E. 
> | i 
rs, | : 
| | ‘ 
i a 
\ iF : 
| K 
SI i i i a : ieee = ae, ee oe, ae : ‘ieee et ee icy seg ee? eS Ton i 


62 


Business Paper Success Story... 


Kelco Finds Brand ‘Character’ in Ads 
Boosts Sales of Its Kelp Derivatives 


San Drieco, Cat., Aug. 14—After 
a steady and consistent institu- 
tional campaign, directed to vari- 
ous fields over a period of several 
years, the Kelco Co. introduced in 
its advertising an entirely new 
“character,” born of its monthly 
bulletin and featuring various as- 
pects of the company’s line of 
products. 

Beginning less than a year ago 
and running in the same business 
Papers as previous advertising, the 
campaign, created by Cayton Inc., 
New York, has produced remark- 
able results, according to W. Rus- 
sell Kiely, Kelco vp in charge of 
sales, and H. E. Coleman, general 
sales manager of the tompany. 

In less than a year, Mr. Coleman 
told AA, advertising readership of 
the company’s message has multi- 
plied many times, and direct and 
traceable results have grown far 
beyond anything previously re- 
corded. One ad produced 280 in- 
quiries from top companies, and 
others in the series, running in 
about 25 business papers, have 
been bringing in hundreds of in- 
quiries of excellent quality, he 
recounted. A high proportion of 
these, he said, have been converted 
into business. 


® No coupons are used, the idea 
being that it is preferable to induce 
the interested executive to write 
on his own letterhead, thus giving 
specific proof of the name and 
business of the concern and of the 


MR. 8%x11—This Kelco ad shows 

how the company builds its tech- 

nical service and bulletin into a 

memorable company “character.” 

Cayton Inc., New York, is the 
agency. 


position of the person making the 
inquiry. The strong hook which 
produces the inquiries appears to 
be the interest created by the 
“character” personalizing the in- 
formation-filled bulletin, and the 
offer of a copy of it on request. 
The large volume of inquiries 
produced by the campaign is fol- 
lowed up promptly from Kelco’s 
regional offices in New York, Chi- 
cago and Los Angeles, then by the 
company’s 40 sales and technical- 
sales personnel all over the coun- 
try, calling directly on customers 
and prospects. Results in sales 
have been in corresponding vol- 
ume, according to a company offi- 
cial, with major sales increases as 
a direct result of* the interest 
aroused by the advertising. 


@ The products featured in the 
advertising are derived from algin, 
“the common name for water- 
soluble derivatives of alginic acid, 
a hydrophilic colloidal polymer of 
anhydro-B-D-mannuronic acid 
units.” The company produces al- 


gin from kelp of the type found in 
Southern California waters. 

Algin is used in the food, phar- 
maceutical, cosmetics, ice cream, 
dairy, chemical, paper, textile and 
other industries. And, following 
the stepped-up campaign, the 
company’s advertising to these in- 
dustries through the journals 
which reach them has achieved 
dramatic results. 

The “character” which has been 
so effective was achieved by the 
simple process of adding to an en- 
tirely legible reproduction of the 
current “Technical Bulletin” of 
the company a hat, a pair of shoes, 
and a pair of hands, one carrying 
a glove, the other a_ briefcase 
prominently labeled “Kelco Tech- 


nical Service.” 

Each piece of copy carrying this 
curious “character” features an) 
appropriate bulletin, offered to the 
interested reader in specific fash- 
ion. 


® In an advertisement to the ice 
cream field, for example, featuring 


an “important new development | 


in chocolate mix stabilization,” 
(Sherbelizer), the offer ran: 
“Yours on request: interesting, 
informative bulletin ‘Sherbelizer 
in Chocolate Mix.’ Get complete 
details about this remarkable new 
development in chocolate mix sta- 
bilization. Write or phone our 
nearest regional office today.” 
Prospective users wrote or 
phoned by the hundreds, and the 
enthusiastic sales force cashed in 
on the interest by following up 
the inquiries and bringing in or- 
ders. They had been placed on the 
alert, also, at the beginning of the 
campaign, by William D. Cayton, 
of Cayton Inc., who handles the 


account, in such terms as the fol- 


KELP! KELPI—Kelco uses equipment 
including the ship El Capitan to 
harvest its underwater crop of the 
brown seaweed known as kelp. 
Underwater mowing apparatus 
cuts the kelp, which Kelco turns 
into emulsifiers and other products. 


lowing: 

“You know that the Kelco 
‘character’ is simply your tech- 
nical bulletin with a personality. 
Your customers and potential cus- 
tomers, as they continue to see 
those advertisements, tie up the 
company with the technical bulle- 
tin, adding greater authenticity to 


Advertising Age, August 20, 1956 


your selling efforts. 

“Most important,” he said, “it 
will add consistency to the entire 
advertising and promotional pro- 
gram. Every advertisement will 
be instantly recognizable. This 
means greater effectiveness for 
each succeeding advertisement and 


’| promotional piece. 


“And, with the technical bulle- 
tin ‘character,’ it creates a most 
desirable Kelco brand image in 
the minds of all your customers 
and potential customers. 

“Let me say right now,” con- 
cluded Mr. Cayton, “that all of you 
at one time or another are going 
to be kidded about your new Kelco 
advertising ‘character.’ But you 
can bet that your Kelco advertising 
is going to be remembered. It will 
be remembered the way you want 
it to be remembered. It will be 
helping you do your job more ef- 
fectively for that reason.” 


s The company, whose executive 
offices are in San Diego, has sales 
headquarters in New York. It has 


greatly expanded 
Air Express service 


'RADIO-EQUIPPED 
TRUCKS 
TELETYPE NETWORK 


More speed! 
Constant shipment control! 
No extra cost! 
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* In one metropolitan center alone, Air Express has 
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been in business for 25 years, ont 
Cayton has handled its advertising | 
for the past five. 

The “character” so successfully | 
introduced will be continued in| 
service to symbolize the company’s | 
technical service and the bulletins | 
which carry information to the 
various interested industries. It is | 
planned, however, to move it down 
from the center of each advertise- | 
ment and reduce its size. But it 
will remain a prominent and ac-| 
tive brand image. 


® The list of business publications 
used by Kelco is as follows: 
American Dyestuff Reporter, 
American Pulp & Paper Mill Su- 
perintendent’s Yearbook, Canadian 
Dairy & Ice Cream Journal, Chem- 
ical & Engineering News, Chemical 
Week, Confectionery-Ice Cream 
World, Dairy Industries Catalog, 
Davison’s Textile Blue Book, Drug 
& Cosmetic Industry, Fibre Con- 
tainers & Paperboard Mills, Food 
Engineering, Food Technology, Ice 
Cream Field, Ice Cream Review, 


RELAX, BOYS—An amused and cool bathing beauty watches a hot hassle next door in Newark, O. 


Ice Cream Trade Journal, Journal 
of Dairy Science, Le Quebec Lait- 
ier, Paper Industry, Paper & Paper 
Products Convention Daily, South- 
ern Dairy Products Journal, South- 
ern Pulp & Paper Manufacturer, 
Tappi and Western Dairy Foods 
Review. 


National Dairy Net Up 7% 


Record sales and earnings for 


the first half of 1956 are an- 
nounced by National Dairy Prod- 
ucts Corp., New York. Sales for 
the first six months of this year 
were up 7%, totaling $665,711,795, 
as against $622,008,556 for the first 
half of 1955. Net earnings showed 
an increase of 6.5%, totaling $21,- 
103,790 as compared to $19,811,556 
for the first half of last year. Earn- 
ings equaled $1.55 per share, as 


| 


against $1.46 for the 1955 first 
half. A quarterly dividend of 45¢ 
a share has also been declared. 


Form Lew Pollack Productions 

Lew Pollack, previously head of 
his own film editing service, has 
formed Lew Pollack Productions 
Inc., to make television commer- 
cials and industrial films. Offices 
are at 325 W. 44th St., New York. 


} reduced average pick-up and delivery time by more 
| than half! (And it was notably efficient to start with! ) 
Amazingly — by introduction of new equipment 
and new methods — Air Express is chalking up new 
records for cutting “ground time” of shipments. 
Radio-equipped trucks in leading markets are now 
| in constant touch with Air Express Dispatchers. 
Pick-up time is cut to a minimum. Deliveries are 
expedited. 
All this speed-up of service with Air Express is 
now yours — with no added charges! 


Two-way Radio of the most modern design 
connects this Air Express truck with central 
Dispatcher — cuts “ground time” for ship- 
ments more than half—yet, costs you no more! 


+ Air Express now can practically pinpoint ship- 
ments. A key-city network is linked together by pri- 
vate teletype service, tied in with scores of other 
communities in a nationwide network. 

All along the route, teletype carries the vital in- 
formation of all load messages — weight, number of 
pieces, destination, plus special information or in- 
structions. 

Thus, the greatest possible control of Air Express 


shipments — at no increase in cost to you! 


In fact, thousands of users regularly find “Air 
Express costs less” than any other service! 


New Teletype Service enables you, the ship- 
per, or your consignee, to “keep an eye” on 
Air Express shipments — trace them en route 
— meet them on time — and at no extra cost! 


For the world’s most efficient, most complete air shipping service—linking 
some 23,000 U. S. communities, ali by one through carrier—call 


>a 


GATS THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS... division of RAILWAY EXPRESS AGENCY 


Loblaw Grocery 


Chain Sues Rival 
| for Premium ‘Piracy’ 


BurraLo, Aug. 14—A copyright- 
infringement suit over the use of 
premium certificates was filed in 
federal court here last week by 
Loblaw Inc., supermarket chain, 
against Michael M. Chazen and 
Arthur Chazen, doing business as 
Farmdale Supermarket and Farm- 
dale Open Air Market. 

Loblaw contends the premium 
certificates are substantially the 
same as the Loblaw customer pre- 
mium certificates and thus consti- 
tute unfair competition. 

It asks an injunction to prevent 
Farmdale from using them, a de- 
cree adjudging Loblaw’s copyright 
as good and valid, a decree of un- 
fair competition, damages and the 
profits gained by Farmdale from 
use of the certificates, $1 for each 
copy made, sold or in the posses- 
sion of Farmdale, and the surren- 
der of all coupons now in the de- 
fendants’ possession. 


® Loblaw contends that the Farm- 
dale certificates are so similar to 
Loblaw’s as to lead to the “ines- 
capable conclusion” that the copy- 
ing is “wilful and deliberate and 
fully intended by the defendants to 
deceive purchasers of the defend- 
ants’ coupons or certificates and 
the public generally.” 

The suit says that Loblaw has 
suffered a monetary loss through 
the inadvertent redemption of 
some of them. Loblaw says it has 
asked Farmdale, through a regis- 
tered letter to Michael Chazen 
July 6, to desist from the practice, 
but that Farmdale has not. 

Loblaw says its premium certif- 
icates were devised by the com- 
pany and especially by M. D. 
Gleason, secretary-treasurer, in 
March, 1952, and its copyright ap- 
plication was registered April 
21, ’52. 


Troy Sunshade Sets Drive 

Troy Sunshade Co., Troy, O., has 
announced plans to double its ad 
budget. The manufacturer of cas- 
ual furniture said it would use 
the additional funds to promote its 
Troy Contract Americana, a new 
line of metal and plastic furniture, 
in trade magazines this fall. Han- 
dling the accounts is Harold J. 
Siese] Co., New York. 


YOU'LL 


pventO0k 


WALLINGFORD 
Conn. 


Without The 
RECORD & JOURNAL 


You'll be out in left field 
if you try to sell Meriden-Wal- 
lingford through Hartford or 
New Haven newspapers. Only 
The Record & Journal can get 
you to first base in this 90,000 
market. Use these efficient, 
resultful dailies now. 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


: 2. i > 
Gilmen, Nicoll & Ruthmen 
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Miarry Brown, formeny heag of NBC-TV Signs § New 
Daytime Advertisers 


retail store advertising of the New | 
York Journal American, has joined | 
the Miami News as manager of 
department store advertising. 
advertisers. 

“Queen for a Day,” now com- 
pletely sold out, “It Could Be 
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Sists of re-runs of various situa- 


New York, Aug. 15—NBC-TV) 
has picked up five new daytime! 


You” and “Comedy Time” brought | 
Could Be You” is the new Ralph! 


“Comedy Time,” which | 
picked up its first backer, con-| 


SCREEN PRINTIN 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 


tion films that already have had| 


a crack at the nighttime audience. 

The newcomers are: 
Productions division, General 
for an alternate Thursday segment 
on “Queen” and 
You”; Pharmaco 
ford, Steers & Shenfield) for alter- 
nate Friday segments on “Comedy 


Perkins | 


Foods (Foote, Cone & Belding), 


“It Could Be)! 
(Doherty, Clif-| 


|Time” and “It Could Be You”; | 


13 participations on various shows; 
Brown & Williamson Tobacco 
“Queen”; 


alternate Tuesdays on 


rine Mfg. Co. (Cramer-Krasselt 
Co.), 
(Jerome O'Leary Advertising 
Agency) for participations on “To- 
day.” 


| Preston to Rippey, Henderson 

Thomas E. Preston has joined 
Rippey, Henderson, Kostka & Co., 
Denver, as an account executive. 
He formerly was a brand promo- 
tion staff member with Lever Bros. 
|Co., New York. 


Bon Ami (Ruthrauff & Ryan) for) 


Corp. (Ted Bates & Co.) for six) 
Evinrude division, Outboard Ma-| 


and Asco Electronics Co. | 


Yoder Sitley 
FAREWELL—Ruth Welles, woman’s 
is given a plaque and citation at 


director of WRCV, Philadelphia, 
a reception for her on her retire- 


ment. With Miss Welles are Lloyd E. Yoder, NBC vp and general 

manager of WRCV and WRCV-TV; Mrs. Dorothy Siiley, director 

of consumer relations of Gimbel’s, where the presentations were 
made, and A. S. Rosen, deputy city representative. 


New Supermarkets, 
Local Chains Show 


Best Profit Picture 


| New York, Aug. 14—“If sales 


|chains’ average net profit for ’55 
| was 1.5%, compared with 1.3% for 
/'S4, the report says. 


® “Operating percentages,” the re- 
port says, “such as gross margins, 
expenses, net profits, etc., are in 


‘and profits are to maintain their|such delicate balance that the 
present rate, the supermarket in-'| lightest change in one is almost 
dustry will have to continue to | immediately reflected in the other 
|build new markets at a furious figures. 
| pace.” | “There is just very little room 
That is the conclusion of a left,” it concludes, “for ‘cost ab- 
study by Super Market Merchan- sorption,’ a popular term among 
dising that appears in its current manufacturers in heavy industry, 


| issue. 
| Based on a representative sam-_ 
|ple of 30 supermarket companies, 
the report says the industry seems 
|to be piling up sales mainly be-| 
| cause of new units. 

Total store sales average for the 
|sample was up 13% for 1955 over 
1/1954—-with new units 
| Without them, the report says, the | 
| story took on a darker hue—the 
| rise was only 3%. 

In a comparison of ten giant 


chains with six local chains, the! 


magazine says, the local chains are 
showing larger net profits, both 
|before and after taxes. The ten 
|major chains—Safeway, First Na- 
| tional, 


included. | 


who can play fast and free with 
wide margins of profit. 

“The supermarket industry is 
| still squeezing out little more than 
a penny out of every dollar passed 
|across the checkout counters. And 
that, too, is harder to come by, in 
| these days of sledge-hammer com- 
petition.” 


‘Horticulture’ Names King 

The Massachusetts Horticul- 
tural Society, Boston, has appoint- 
ed Arthur C: King to the executive 
staff of Horticulture as advertising 
manager and supervisor of cir- 
culation. Mr. King formerly was 
with News Publishing Co., Fort 
Wayne, and E. Anthony & Sons, 


Kroger, Grand Union, etc. 
—had average net profits, after| New Bedford, Mass., publisher of 
‘taxes, of but 1.1% for °55 com-| the New Bedford Standard Times 
|pared with 1.2% for °54. Local and the Cape Cod Standard Times. 


, president MARSH & COMPANY, INC. 


+. says Edw. P. McK 
Seattle man 


acturers’ agents and broker 


“Many times we tell our principals the Tacoma-Seattle story . . . that 
Seattle promotions do not sell merchandise in the Tacoma market. In and 
around Tacoma there are 413,800 able-to-buy people, and most of them 
read their local daily newspaper to the exclusion of any other daily. So, 
whenever we can, we urge that our products be advertised not only in 
Seattle newspapers, but also in the Tacoma News Tribune.” 


of Washington State's 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


in these two 
important markets 


MERCHANDISE 


GENERAL 


SALES 


omething important 
has been added 
for the convenience of national advertisers 
and their agencies: 


COLLINS, MILLER & 
HUTCHINGS, INC.- 


our objective: matched 

color reproduction 

for letterpress and gravure printing 
through one simplified service operation. 


LETTERPRESS - GRAVURE 


333 West Leko Strutt ath Wacko Die) « Chieugo 6 
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HOW LIFE FITS YOUR MARKET 


There are 95,300,000 people living 
in metropolitan areas* in the U. <r 


In no other medium can an advertiser start with so large a share 
of the market and be sure he’s getting it. This is one of the good 
reasons why advertisers—for the past 9 years—have kept put- 
ting more of their dollars-for-selling in LIFE than in any other 
magazine. LIFE’s total audience of 26,450,000 is larger than 
that of any other weekly magazine. 


*Areas surrounding cities of 50,000 or more. 
Source for LIFE’s audience and percent of people reached: A Study of Four 
Media. 


and 24.8% of all people aged 10 or. ; 
over in these metropolitan areas are a 
reached by an average issue of 
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‘Marketers’ Lesson’ Applies 
to Drug Industry, Too 

To the Editor: Your editorial in 
the July 30 issue entitled, “A Les- 
son for Marketers,” is a_ timely 
warning to everybody not to forget 
their obligations to the original 
outlets which first helped them 
establish their product. Can you 
blame the National Appliance & 
Radio-TV Dealers Assn. for re- 
senting the disloyalty of “all” and 
trying to establish their own con- 
trolled brand? 

You might also remind the 
patent medicine and _ toiletries 
manufacturers that they are head- 
ing for the same possible trouble. 

Whenever they add a new prod- 
uct they get distribution from re- 
tail drug stores. The chain outlets 
will not devote space to slow 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


movers. When and if the product 
succeeds enough to become a vol- 
ume item, instead of rewarding the 


loyalty of drug stores by letting, 


them benefit by its sales, invaria- 
bly large promotions are directed 
toward sales in the chains and 
markets which only then are 
ready to cooperate. 

No one will ever definitely know 
how much they have really in- 
creased their sales and profits by 
dividing their volume. One thing is 
certain. Drug stores are daily be- 
coming less willing to permit their 
stores to serve as a testing ground 
for new products. 

Drug stores have been dropping 
their private label brands, but with 
their most important suppliers 
making a great effort to secure ad- 
ditional outlets, more and more re- 
tailers are beginning to lean to- 


ward brands that they know are 
concentrating on drug store dis- 
tribution only. If the more than 
50,000 drug stores ever decided to 
put out an organization-backed 
line to compete with manufactur- 
ers they are getting to “dislike,” 
the entire distribution picture 
could change. Few manufacturers 
would get point of sale cooperation. 
Since my Ethical Drug Advertis- 
ing Co. is the paid public relations 
consultant for more than 2,000 
drug stores, and I am also con- 
nected with The Larchmont Phar- 
macy, I can assure you from per- 
sonal knowledge that the thoughts 
expressed could happen. Your edi- 
torial lesson is very important. 
Davip R. URAN, 
President, Ethical Drug Adc- 
vertising Co., Pelham Manor, 
N.Y. 


No. 12 in a Series 


THE OMAHA WORLD-HERALD 
SELLS WAYNE, NEBRASKA 


109 Miles from Omaha 


Coverage — 76% Daily — 91% Sunday 


Just 1 of the 650 Nebraska and Western 


lowa Communities Where The World-Herald 
can make your sales and advertising effective. 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2 billion dollar market . . . contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 
ment of The World-Herald. 


Omaha 
World-Herald 


253,647 Deily 


264,886 Sunday 


Publisher's Statement for March 31, 1956 
O’Mara & Ormsbee, National Representatives 
New York * Chicege * Detroit * Les Angeles * Sen Francisco 


| Ad Guys Have Languagewise 
| Fun with Anti-Wise Guy 

To the Editor: Languagewise 
Mr. Wells has his facts crosswise 
when he thinks that adverbs 
formed with “wise” are hybrid 
constructions begun by some pio- 
neer adman (AA, Aug. 6, Page 71). 

Historywise the situation is oth- 
erwise. The Old English (Anglo- 
Saxon) word “wise,” modified by 
an adjective or a substantive, was 
used in various kinds of adverbial 
expressions. Even Chaucer did 
likewise. 

Turn-the-table-wise, let’s take a 
crack at the newspapers for mis- 
using adverbs positionwise. If 
Smith was formerly secretary, let’s 
not twist it to “formerly was sec- 
retary.” If he will soon be presi- 
dent, let’s not shift it to “soon will 
be.” Though taxes are still high, 
let’s not report it as “still are 
high.” 

And if you think that the re- 
vival of “wise” will gravely en- 
danger the language, don’t distort 
it into “gravely will endanger.” 

You newspaper guys soon should 
stop placing adverbs newspaper- 
wise. There grammarwise is no 
reason or excuse for it, and you 
previously have been warned. 

CHARLIE SHAW, 

Advertising Manager, Tekni- 

Craft, Rockton, IIl. 

e 


To the Editor: Re your admon- 
ition to ad guys to get wise, when 
asking a man to lunch today I 
varied the query by saying: 

“Are you spoken for lunch?” 

The customer blinked but de- 
clined anyway. It was different! 

J. B. MitcraM, 
Brooklyn, N.Y. 
+ * . 


Readex Explains Problems 
of Readership Ratings 

To the Editor: It seems quite a 
while since I made a mental note 
to tell you I am completely in 
sympathy with your Advertising 
Research Foundation editorial in 
the issue of July 23, particularly 
your comment that we may be ap- 
plying percentage ratings to things 
that might better be defined in 
broad terms. : 

We state publicly our ratings 
would be less misunderstood if our 
rankings ran from 1 to 20, in 
which case our highest advertising 
score to date would be a 17. How- 
ever, we would still get our data 
from individual readers. We would 
still include roughly 100 in our 
sample. And we would still have 
the problem of rounding off 
ratings so they made sense instead 
of nonsense. 

Trouble is, under the system as 
we believe it theoretically should 
be, everything ranking 5% or un- 
der would be scored a 1, every- 
thing from 6 to 10% would score 
2, etc. That’s fine in general. But, 
ads that now score 5% and 6% 
and, as such, are easily recogniza- 
ble as closely comparable in effect 
on readers, would end up in the 
new system as Is and 2s, with a 
presumably (or partially) signi- 
ficant difference. On the other 
hand, ads that now rank 0% and 
10%, with an unmistakable differ- 
ence in result, would also end up 
as 1s and 2s, with a not-so-certain 
indication of difference in effect. 

Our conclusion has been that it 
is safer to continue with present 
figures and try to educate our 
users. But that is difficult too, as 
users keep changing. 

Bos PENDERGAST, 
Readex Inc., St. Paul. 
© * _ 


Agency Man Is Grateful 
to Woolf for ‘Fine Job’ 

To the Editor: Please pass this 
on to James D. Woolf—For some 
weeks past I have been disturbed 
and disappointed not to find your 
column in AA. This week, having 
returned from an absence of sev- 
eral days, I see that you’re back. 
I’m glad of it. Apparently you 
were on vacation. 


| |e ae 3 aaa on es 
mahi. 


Advertising Age, August 20, 1956 


Your column is very wise, very 
moderate and restrained, very 
helpful—treats with the funda- 
mentals of sound copy that will 
continue to move people to action 
long after the perennial smart- 
aleck and exhibitionist phases have 
passed into limbo. Keep it up, 
especially for the young people 
coming along in the business. They, 
particularly, need indoctrination 
in the findings of Hopkins, Ken- 
nedy et al. 

In a rather long and full life 
this is my first letter “to the edi- 
tor.” It’s because, as the creative 
director of a nice little agency, 
I’m grateful to you for a fine job. 

A. J. WELCH, 

First Vice-President, Wilson, 

Haight, Welch & Grover, New 

York. 

Mr. Welch is correct. Jim Woolf’s 
columns were missing for a few 
weeks while he did some salt- 
water cruising. He’s back every 
week now in the Feature Section. 

* * . 


One Who Should Know 
Qualifies Woolf's Reterence 
To the Editor: After reading Mr. 
Woolf’s reference (AA, Aug. 6) 
to Jim Adams’ “mainsprings of 
human action”—i.e., the activating 
emotions to which advertising 
should appeal—I believe it is in 
order to clarify Mr. Adams’ posi- 
tion on the subject. He would, I 
feel certain, be the last to pit the 
emotional appeal of advertising 
against the logical appeal of adver- 
tising. He simply feels that the 
“reason why” should be directed 
toward one or more of the basic 
buying motives in order to have 
the greatest effect. He abhors 
purely emotional advertising as in- 
tensely as he does advertising 
which is created in an emotional 
vacuum. I feel qualified to speak 
for him on this subject, for he is 
both my boss and my father. 
CuarLes F. ADAMS, 
Assistant to the President, 
MacManus, John & Adams, 
Detroit. 
+ * . 


‘Point the Way’ Is Reader's 
Suggestion to Critics 

To the Editor: To Eye and Ear 
Man of AA July 30; Subject, 
What you don’t know about critics 
and audience intellect: 

Suggest very strongly that you 
read the editorial in the Aug. 4 
issue of The Saturday Review. So 
you think “the effect of the atomic 
bomb on future generations. . .is 
above the intellectual level of a 
mass audience.” Perhaps the crit- 
ics’ real task is in pointing the 
way. Education had better come 
quickly or your tv transmitters 
along with most of us will become 
particles of Carbon 14 floating 
around in an awfully polluted at- 
mosphere! 

Burton S. KAUFMAN, 
Brookline, Mass. 

Mr. Kaufman’s quote isn’t pre- 
cisely what The Eye and Ear Man 
said. He wrote: “Critics generally 
like low rating programs with a 
message, experimental sustainers 
..-panel discussions on the effect 
of the atomic bomb on future gen- 
erations, and anything that is 
above the intellectual level of a 
mass audience.” 


Help for Co-op Advertisers 

To the Editor: Your Aug. 6 is- 
sue headlines cooperative adver- 
tising programs, and goes on to cite 
the letter of Mr. Babb, Burlingame 
Advance, dealing with the practice 
of double billing, and thus point- 
ing up one of the undesirable as- 
pects of cooperative advertising. 
Your editorial note indicates source 
of information on local rates, and 
we take this opportunity of writ- 
ing to mention the merits of our 
service, 

Basic Retail Index Inc. publish- 
es the local rates for over 1,500 
newspapers (daily and/or Sun- 
day) published in towns or cities 
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of over 


service, bound in Multo binders, | 


shows retail r.o.p rates, together 
with bulk and/or frequency dis- 
counts, color premiums, position 
charges, supplement and comics 
rates, etc. This service, at an an- 
nual fee of $35, gives the manu- 
facturer the local view of the rates 
and is kept up to date with sup- 
plement replacement pages as the 
newspaper rates change. 

We believe any advertiser using 
cooperative advertising programs 
can benefit by the use of our serv- 
ice, and for that reason have at- 
tached a brief description of our 
new edition, together with photo- 
graph and specimen page. 

Geo. Frep. MILiarp, 

Basic Retail Index, Severna 

Park, Md. 

= a * 


Seeks Case Histories 
of Creative Merchandising 

To the Editor: I can help the 
creative merchandisers among 
your readers to get nationwide 
publicity for their talents. 

Have just been retained to write 
the first complete textbook on 
“Creative Merchandising.” 

Want case histories of how crea- 
tive merchandising has increased 
the sales of products in all fields. 

These will be included in the 
new book with or without the 
originator’s name, as desired. 

All such communications should 
be addressed to Harry Singer, 55 
W. 11th St., New York 11. 

Harry SINGER, 

Harry Singer & Associates, 

New York. 

. * . 


Changes from Stick-Men 
to Fat-Head Masterpieces 

To the Editor: That guy Pinson’s 
“Drawthinks” tickle my funny- 
bone. 

In my early grammar school 
days a teacher once looked at a 
drawing of mine and said, “Doug- 
las, you'll never be an artist.” I 
switched to writing. For years I 
thought she was right because I 
have been able to make my ideas 
known to an art director only by 
the stick-man method. 

But now, my fat-heads are mas- 
terpieces—and you should see me 
make women! 

Drawthinks are something to 
look forward to each week. Please, 
keep them coming. 

DoucLas H. Dyer, 

Account Supervisor, The Mc- 

Carty Co., Chicago. 


Family Friend 

To the Editor: Amazed and 
amused to discover a letter to the 
editor (Aug. 13 issue) from my 
sister, Sherle M. Lowe, of Min- 
neapolis, saying the same things 
about AA that I’ve been thinking 
—complimentary things. AA seems 
to be a friend of the family. 

Jean G. REID, 

Executive Secretary, Ameri- 

can Displays & Specialties Inc., 

Milwaukee. 

e * + 

Want Ad Writer Witchs TV Inst 

To the Editor: Thought you 
might be interested in this stirring 
picture of “The Want Ad Writer 
at Home.” 


* 7” 7 
George, what shall we do this 
evening? 
Well, Mable, the chidrn are 


away at Cmp Echo, on that btfl 
frsh wtr lk with snd bchs, outdr 
empg, cookg, spldd expls natv wid 
lfe. So—let’s you and me take on 
& movie. 

Fine. It will be nice to get out 
for a change. 

Yes, Mable. This 4 rm furn ktnt 
apt is a bit confining at times. 

George, why don’t we buy a 
house? 

You mean something like a 3 
bdrm rnch with cty wtr, elec 
kitch, on beaut Idscpd It, qt nbhd, 
nr schls, strs? Or, how abt a 2 ac. 
estt, Ilvly wded gnds, 6 rm older hs 


10,000 population. This! in exlt rep, fld stn chim, pony brn, 


appl orchd, 20 min to transp? 
No. I like Cape Cod better. But| 
if we do get a house, George, do 
you suppose the old car will be 
adequate for all 
around? 
Well—the old mot veh is in gd 
shp. May nd sm bdy wrk. Still, it 
has gd rbr, low mig, rectly ovrhld, 
orig paint. I suppose, though, we| 
ought to esdr trade. Maybe look 
up a rible dlr, get best pre on late 


mod cr, or stn wag, get best pre we . 


can with bnk rt fncg. 

But George, how could we af- 
ford another car—particularly,| 
how could we afford it*on what 
you earn? 

Oh, nonsense, Mable! We’ll use 
easy crdt trms, lw int rts, yr sig 
only loan, 20 yrs, and nthg to py 
for nxt 6 mths! 

George, you’re getting to believe 
your own copy! Let’s just sty hm 
& wtch tvsn instead! 

Jack RYAN, 
Wilmette, Ill. 


that running|* 


aati > eal 
sturDY—This animated display for 
non-crush ties features a jumping 
strong man. Kling Displays, Chi- 
cago, created it for Wembley Inc., 


Lea Joins Charles Bowes 

Don Lea, formerly assistant ad- 
vertising manager of White King 
Soap Co., Los Angeles, has joined 
Charles Bowes Advertising, Los 
Angeles, as a member of the ac- 


‘}count service group headed by 


James Reynolds. Before joining 
White King, Mr. Lea was with 
California Transit Advertising, Ac- 
tion in Advertising and the Los 
Angeles Examiner. The agency has 
{also added Einar Akerson as busi- 
ness manager. He was formerly 
comptroller and personnel man- 
ager of Pacific Scientific Aero- 
products, Glendale, Cal. 
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Torrence Adds Morrell Duties 
F. J. Torrence, advertising man- 
ager of the Red Heart dog food 
division of John Morrell & Co., 
Chicago, has assumed additional 
responsibilities as advertising 
manager of the company’s meat 
products. He succeeds Hugh F. Bell, 
who has resigned. E. L. Almquist 
also has added duties as West 
Coast advertising and merchandis- 
ing manager for both the meat and 
Red Heart divisions of the compa- 
ny, and W. E. Olsen, merchandis- 
ing manager at Ottumwa, Ia., takes 
on. added merchandising responsi- 
bilities for other Morrell units. 


Sersen's 
IMPRINTING, Inc. 


New Orleans. 


Imprinting— our specialty! 
@ Magazines @ Booklets 


@ Catalogs @ Folders 
Mail sample fer Quotation or Phone us to Call 
CHesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


@ WINNER of Freedoms Foundation Gold Medal for in- 


GOING STRONG 
BANANA BRAINTEASER 
INTERESTING TIMES 
“ACTUAL” COMMERCIALS 


stitutional advertising of 1955, Standard Oil Company of 
California is doing a big job with its 1956 campaign as 
well. Scoring exceptionally high in general readership, all 


1350-line ads are keyed 


for top news value and local in- 


terest... show the countless ways “Standard puts petro- 


leum progress to work for you.” BBDO San Francisco. 


rs) 


2 eee 
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THE NEW YORK TIMES asked BBDO for advertising to 


help build daily circulation. In June, this 2100-line ad 
began a number of frequent, provocative one-shots in The 
Times, New York evening papers and suburban papers. 


Campaign also includes 


radio spots and posters on subur- 


ban station platforms. All stress The Times’ new theme, 
“It’s so much more interesting ...and you will be, too!” 


2) 


their bananas? In May, United Fruit Company ran a con- 
test in trade papers to find out. Question: Which one of 
four luscious banana ads would be picked to run in Life 
and The New Yorker. (Answer above.) Fruitful results: lots 
of publicity ... Top Banana Awards to winners . . . and re- 
assurance that ad men are a smart bunch. How did you do? 


@ UKE THE documentary 


dramas 


= 
(or “actuals”) on its 


Circle Theatre TV show, Armstrong Cork Company com- 
mercials are true to life, too. Traveling via film, Armstrong 
visits homes from Maine to California demonstrating the 
big trend to resilient floors for every room in the house. TV 
actress Ruth Jackson follows up movie spots with “live” 
commentary and product news from Armstrong Cork Co. 


BATTEN, 


BARTON, DURSTINE 


'& OSBORN, INC. Advertising 


NEW YORK « ATLANTA - BOSTON - BUFFALO + CHICAGO - CLEVELAND « DALLAS + DETROIT - HOLLYWOOD - LOS ANGELES - MINNEAPOLIS + PITTSBURGH - SAN FRANCISCO - SEATTLE - TORONTO 


coe EMO: 
| Hak 
ee = F 
F 
oe i 
a¢ ‘ a 
> NOR-EAS T 2 - 
S P 
NON-CRUSH 
ag seperate Printhlay Pd ee : 
— ee 3" i 
m S 
_ Oe ma tS : 
x % a 
Se te | 
i a ia a 
. os ¢ eee i a ae De | “ 
a mise palipahaaaitobiaisiieiahinl ata tacresih aaeasiebliliiigtite 
ee ae 
——  =—s (i | : 
¥ ey iat Fits: se Re rie ey | 
Ape i , 1 ee a 
_- E 
ggg 4 
: 3 SS 1 < 
; | 3 # ¥ “ 
| | é : 3 2 
? X . ~ s 
oF 4 Ks ue cat * 
' eee ’ a] << oe ing XS 
. . oa 4 eae oa he ‘ 3 
£ Wi, Be. ~ ‘iat . 
: Mow Standard imvested its money Pet ye a te 7 - ; 
oT” i ae Fe 2) : oe a)  Se~ Re 4 
a Raia eee * : < Bs ie bs 
| we ES heey itary 5, a ee —— : ate m he ; ie 
| Piste og C's ay Pring oo ies =. Sie. — iw) y 
| ane . a eee tag stray: 5, Ae ie —— oe fj : - « soe : § 
| Ee , ; “nr i —— lk ae 
f | Asst 4 ' ! Setery » yA, laa 5 . 7 Rant ae +% 
oft A, . 2 : cane a ri Ta Ae 
F = 3 an : Ss ie i : i pean = ; 
| sx : ; a fs ; a Bi : Meet y a4 ; } 
‘ a z q - q ' re ee ape x ae 
i Va oe 5 <b: [5 } f ae ‘i yd: = ee . 
= ’ iy ayy ag _ : ae | 
. 7 = = om ; 
; ; * — a Ms inne — . 
B Pa ! \/ } . i fers «| Tiny sy i P32 
Fo. A 3 ey a ms | 
i te pa rE ' : 
: ; 3 j me eat week Top Met 
; e * 2 ; A h / d os. 
| ; =—s > | Sy & Banana Pinar ; 
row saeeey eras ae cooler eee he ete Fi 
) ee ae area 2 . Be ew cd 
i pn aon ay MES =e Pherae te Roeremdn | Pepe foetal a 
j ee ee : a [SS ; Mpa ead thal ge son fanaa coe : 
i Gwen eo ae e coum 0a? Sate ay Me 
' Ret Pre : f © een te . ~ 
oe SSS r Cs Bee 0 sas 
H ; ie ee Get ee ~* Ne 4 A omy ae 
Ewe ==> = ‘ ‘me tite ~ ‘ 
ia << —s : < - Rn 
| a i ee 
7 he ape.” veer ¢ 
: aS nse nsinlliteitldiaiaatltatinkeeinnk aaa. 2 < 
. . . 
SURE, ad men know their onions .. . but do they know’. me 
4 te 
rs 
{ x 
{ Ft 
. 
| + 7 * | po 3 
| ee ! 
| eee # 
| EE: OO ep a ee - . : * nee 2 * ¥ 4 vos ae - : 
at sors fe ee owe » ia , * : ‘ , . ee ie x 
| ( IT oe GF ear Sa IR a ve hoe 2 nn ae a 
| hs Bie... '.\ 2 : 
tig your brother? aa “(SPORE [| Sg Sr a 
: whole fot smarter then ; a a - ermon 
j Are yous : pape ae : ee eee 
: ‘ 4 _Steaae Oo oe @. 2 Sn 2 
‘ | ty Aes tae r ‘ é wih Pe ty Beret z a = : a 3 cn Bes e 
H / — as P a 4 a ey > = : , vot so % “ 
| s 2 sae wy = ier | ae s 
c : oa —_ ae tae ‘> |. 4 ; : ed : 
. i i Re , ae ~ ' i i* wm a4 Be a 
} ee Xs eae . ; P| ue , j oa J 
a e eS “g vine : . - - . o ae =< ’ 
fa — a pete | ee é 1 be 7 “ i y ¥ + a 
Tae % es Cm . Be. ne » i 1 omar Seer. * Sa ¥ 
2 t= Re ee are E cs a hae eee, a ae. >. ca aes BS akg eee at ‘ 
4 _ a Se 2 <> Ul ee ee 4 Pe 
i coef neers a ), | i ae “= aaa : : 
' “ 5 ee a (2-0 0. pe pa y 
i é eee Tove She an : \ ; 4 Ra at as dad ee ee ee wis Soe ae i F 
| = ares g — eo ' CS 0 a MR ork og eS al ; 
; ee a \ ety ee Cee! ees oe had ‘ 
a . ee nee et ae we \ ee ee ee apa raee Sp vee : 
| x 4 ——<-— t aa . a rk SS : ae et ep i = - 
: ye Caen at Oe i ie ee a Nes me 
| canis are, ioe a ie om Bate : ; 
{ | "eg - Rae one ‘ 7 
4 | won oe ' ** 2 Pp ; , Cae. et ee . > 
i | | mm ” 
ee | 
3 
P : 
” 
: SS Se 5 
(% ee 4a 
7 3 
- ee > ae eae ero : a: ee ue — See Oe Shai be * ‘ : ; a ore >): ae ee 2 ang amd, Jee y Te pig 
Ls ea et a ee ee >. a ae pitt Ae es Oe eae = ne : : a eo a = ile ee 


Advertising Age, August 20, 1956 


Nelms Black Opens Agency agency, Black & Co will be Box} An i i i 
> . " geles. His new agency will op-;a girl to become Miss No-Cal. She 
Nelms Black, senior account| 1113, Arcadia, Cal. Before joining| erate on the “time account” or wil be featured in the company’s | Rockbar Schedules 
manager with Charles Bowes Ad- | Bowes, Mr. Black was assistant} “audited manhour” service plan. advertising and promotion cam-| Mf s s 
ee Los Angeles, has re- lot the general manager in charge paign for No-Cal soft drinks. Sin- | agazine D rive for 
signed to open his own agency in|of advertising and merchandising| Technicolor Buys Pavelle gle girls over 18 years old are Collaro Hi-Fi Units 


September. Address of the new|of American Fruit Growers, Los| Technicolor Corp. has pur- eligible for consideration. Photo- 
chased the assets and business of graphs and vital statistics may be MAMARONECK, N.Y., Aug. 14— 


. \\ Pavelle Color Inc., New York, in-| submitted to Morris Kirsch, pres-|In a drive to break out of the 
i so a dependent processor of amateur ident of No-Cal Beverages Inc.,/narrow hi-fi hobbyist market 
aA \\ The Only Magazine color film. The first purchase since | 921 Flushing Ave., Brooklyn. |and reach the enue average 
Devoted Sieteemememe | Technicolor announced a diversifi- | music lovers, Rockbar Corp., 
Vital New Market cation program last year, Pavelle Fillmore Moves to WBUF American distributor of Eng- 
, A will operate as the Pavelle divi-| Robert A. Fillmore, formerly | !ish-made Collaro record 


Write for full facts: /ing and promotion for another °f the changer. 


Py ——— Seek New ‘No-Cal’ Gal /NBC-owrted station, WBUF, Buf-| Rockbar’s agency, Jack Gil- 
onditioning Kirsch Beverages Inc., Brooklyn, falo. No replacement has been bert Associates, New York, has 


2 W. 45th St., N.Y. 36, N.Y. has started a hunt once again for named for WRCV. developed a series of seven off- 
| beat b&w page ads, each stress- 


|ing a different changer feature 
with a non-technical, general 
|appeal photo. “Easy installa- 
tion,” for example, is illus- 
trated with a photo of a mother 
| bird “installing” a worm in the 
_ beak of one of her young. 
| First of the ads will break in 
|September in Fortnight and 
|The New Yorker with follow- 
up ads to run later in House 
' Beautiful, House & Garden and 
| other magazines. 
| Advance copies of the ads 
|will go to 5,000 dealers, dis- 
|tributors and manufacturers as 
/well as to 1,300 specialized 
|record dealers. The latter mail- 
|ing, says Rockbar, will consti- 
‘tute the first large-scale at- 
|}tempt by a hi-fi components 
;manufacturer to market its 
products through record deal- 
(ers. 
| 
‘. “The American public, now 
|spending about $50,000,000 a 
“year for records, has created a 
/ $15,000,000 a year market for 
record changers,” according to 
Mort Wimpie, sales manager o° 
the Collaro & Goodmans divi- 
sion of Rockbar Corp. In addi- 
tion, he says, an _ estimated 
30,000,000 obsolete single-speed 
phonographs now in use repre- 
sent an additional potentia! 
market of about $900,000,000. 
“This record player markt 
cuts through every region, in- 
terest group and income brack- 
et,” Mr. Wimpie asserts. “It can 
be reached only by advertising 
in general consumer publica- 
tions,” he declares. 


ak With an Astonishing sion of Technicolor New York advertising and promotion direc-|Changers, will spend $50,000 
Growth Rate nd No change in personnel or tor of WRCV, Philadelphia, has this fall in magazine ads em- 
ealer organization is planned. | been named manager of advertis- Phasizing the practical features 


Kiwanis Records Urge: 
‘Remember November, Vote’ 
Kiwanis International, 520 N. 
Michigan Ave., Chicago, is re- 
peating its 1952 public service 
drive to promote voter respon- 
sibility with recordings con- 
taining a new series of one- 
minute spots in musical jingle 
form. In 1952, some 1,000 rec- 
ords were sent out. This year’s 
output will be many times that. 


THE BEELINE’s FRESNO station output will be many times that 


of activities of Kiwanis, pre- 
dicts that 3,000 radio stations 
will help in advertising the 
jingles, two of which are en- 


KMJ has MORE TOP RATED SHOWS .. . 7 out of titled “Remember November 
the 10 most popular programs in the Fresno area are we ee ee 


KMJ shows, reports Pulse. Harold R. Gingrich, who op- 
erates a Chicago transcription 


KMJ has GREATER COVERAGE than any competi- , and film company, composed 
tive station, daytime or nighttime. (SAMS) the jingles for Kiwanis. In ad- 
dition to the jingles, Kiwanis 
KMJ has a GREATER FCC CONTOUR, daytime or is mailing to each club a kit of 
nighttim ? p Inl , a , materials to carry out what it 
g e, than any competitive station. ame oe pap liye wy thes, coms calls its “ballot battalion pro- 

listeners in Inland California and es 08s 

estern Nevada than any competi- 

tive combination of local stations... Davis Adds Marketing Duties 
and at the lowest cost per thousand. Robert J. Davis, vp of inter- 
(SAMS & SR&D) national operations of American 


e Optical Co., Southbridge, Mass., 
Company has assumed the responsibili- 

ties of the vp of marketing in 

addition to his own. The assign- 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative ment follows the death last 


month of Forrest L. Fraser (AA, 
July 23). Mr. Davis will con- 
tinue to direct the international 
operations from offices in New 
York. 
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How do readers 


react to receiving 


MACHINE DESIGN Every-Other-Thursday ? 


First report measures reaction to new publishing schedule 


What happens when a long established monthly 
steps up its issues to Every-Other-Week ? 
We'd like to share with you this first evaluation. 


Editorial Requests Increase 120% 


During 1955, MACHINE DESIGN received an aver- 
age of more than 7400 individual requests-per- 
month for extra copies of editorial articles. The 
two issues in January 1956 totalled over 16,400 
requests .. . up 120% from the 1955 average. 


Advertising Readership Scores Are Up 

The Starch Report on the January 12, 1956 Issue 
reveals a definite increase in advertising reader- 
ship. The average Noted Score on this issue is 
20% higher and Read Most 3344% higher than 
the 1955 averages. 

Readership scores are also up for both January 
1956 Issues on our own advertising readership 


mail-survey, AD-GAGE. And response to these 
mailings has stepped up to 60% ... a further 
indication of quicker and more thorough reader- 
ship of slimmed-down issues. 


Advertising Inquiries Jump 164% 

Every advertiser in the two January 1956 Issues 
has received inquiries for further information on 
his advertising. The total number of inquiries in 
January is up 164% over the average-per-month 
for 1955 . . . and the average number of inquiries- 
per-ad has increased 186%. 

Helpful Literature requests have more than 
doubled in number-per-item, and requests for New 
Parts and Materials information are up almost 
60% in number-per-announcement compared with 
1955. 

Are you taking full advantage of the increased 
readership in America’s best read design engineer- 
ing publication? 


publication 


ve ee ower TV AGHITE DESIGN ne ~~ 
a [PENTON| 


Penton Building, Cleveland 13, Ohio 
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than 15 years ago. 


Advertising as a Per Cent of Sales 


Reprints of the Apvertisinc Ace-University of Illinois study 
of the percentage of sales devoted to advertising by 2,325 com- 
panies are available from the Library, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill., at $1 each. Please send check with 


made since the report by the Federal Trade Commission more _ || 


V4 MILLION PEOPLE 


order. A 
The study gives figures for the year 1954 for 70 different py idl with 

business categories, and is the largest and most comprehensive an 

analysis of advertising as a percentage of sales which has been |) of 57 %o on the Illinois side 


Drug Stores’ Net, 
Ad Spending Grew 
in ‘55: ‘Lilly Digest’ 


INDIANAPOLIS, Aug. 14—Sales, 
gross margins and net profits of 
drug stores in 1955 were up and 
cost of goods sold and total ex- 
penses were down in comparison 
to the previous year, according to 
Eli Lilly & Co.’s 24th annual 
“Lilly Digest.” 

Figures in the digest are based 
on reports from 2,020 stores, 399 


Italian Swiss Sets Drive a Write for new market data folder e , 1. real 

Italian Swiss Colon ines, ba ' a 
through Honig-Cooper ‘en. San | : on the Quad-City metropolitan area. : 
Francisco, will launch a fall and 
winter campaign on tv and radio 
in some 30 national markets, be- oe p ty eee 
ginning in mid-September. The ov. eg. 8 * ee 

ill lement a i ae a h . k land f 

promotion will suppleme , pte: T e Roc Is nd 


strong combination of tv pro- 


grams and spot announcements oe ats. ; . de oe i e ae 
with an intensive schedule of ra- ¢ of Daily Giceulatianae The Moline Dis ; atc s 


dio spots, including coverage of 
special racial and language groups. | 


71 


more than reported in 1954. These 
stores represent more than 4% of) 
all individually owned and oper- 
ated drug stores in the U.S. 

Average annual sales for the 
stores last year hit $102,842, a 
slight gain over yearly sales in °54 
of $101,881. It was only the second 
year in which sales exceeded the 
$100,000 mark. 

Net profits reached 5.6% last 
year, halting a two-year decline 
in this category. Net profits in ’54_ 
amounted to 5.1%. The 1955 figure 
was the highest net since 1952, 
when the figure hit 5.9%. 


® Gross margins of the stores 
showed a slight increase in 1955— | 
to 33.8% of sales, compared with | 
33.5% the year before. Gross mar-| 
gins have shown a steady increase | 
each year since °51. 

The best advertisers—on a, 
share-of-sales basis—were stores | 
with sales volumes from $150,000 
to $200,000 yearly, located in towns 
from 5,000 to 20,000 population. 
These stores allotted 1.8% ef sales 
for advertising purposes. 

Ad budgets of the smallest stores 
in the smallest towns and the larg- 
est stores in the biggest cities in- 
creased last year over '54. The 
small stores (under $30,000 in 
towns under 5,000 population) de- 
voted 0.6% of sales for advertising, 
compared with 0.3% the previous 
year. 

Big stores (more than $200,000 
in cities over 100,000) invested 
1.2% of sales, compared with 0.5% 
in °54. 

The cost of goods sold decreased 
to 66.2% from the 66.5% figure 
registered in '54. Total expenses 
also dipped from 28.4% in ’54 to. 
28.2% last vear. 


‘Playboy’ Names Keats 

Sherman D. Keats has joined 
the midwestern advertising staff 
of Playboy, Chicago. Mr. Keats 
formerly was midwestern adver- 
tising manager of Esquire’s Ap- 
parel Arts and midwestern adver- 
tising manager of Photographic 
Trade News and Industrial Photo- 
graphy. 


Int'l Electric to Henri, Hurst 
‘International Electric Co., Chi- | 
cago, has appointed Henri, Hurst 
& McDonald, Chicago, to handle its 
advertising. The company makes 
electric fence controllers. State 
farm publications and radio will 
be used. L. W. Byrnes & Co., Chi- 
cago, formerly handled the ac- 
count. 


Midwest Houses to Swink 
Midwest Houses, Mansfield, O., 
manufacturer of prefabricated 
houses in the Ohio, Indiana and 
Pennsylvania area, has appointed 
Howard Swink Advertising Agen- 
cy, Marion, O., to handle its ad- 
vertising and sales promotion. 


‘‘T Look at MICHIGAN FARMER First,’’ 


Says Herb Gettel, Huron County, Michigan 


Twice every month 9 out of 10 Michigan farm sylvania? They’re served by equally popular maga- 
families take time out to read MICHIGAN FARMER. zines, THE OHIO FARMER and PENNSYLVANIA FARMER. 
They’ve come to depend on this home-edited maga- A post card will bring the facts on all three— 
zine for sound advice, for examples that can be promptly. Write 1010 Rockwell Avenue, Cleveland 
turned to advantage and profit, for up-to-date 14, Ohio. 

county and state farm news. ~ 


Coverage . . . readership! Here are two powerful 
reasons for picking MICHIGAN FARMER to carry your 
sales message. Now, Reason No. 3: big, year-around 
buying. Diversification is practiced here on a wider 
scale than in any other state. It’s responsible for 


Michigan’s high, even-keel income right around gee 
the calendar. 
And, Reason No. 4: MICHIGAN FARMER is econom- ep 
East Lansing, Michigan 


ical, rotogravure printed (in full color, if desired) 
to save the cost of plates. But, why not add two 


other big, steady farm markets, Ohio and Penn- THE otisd Ohio wy oe ong 


ar. 
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Hall Named Coxhead Manager 

L. Deane Hall has been appoint- 
ed general manager of Ralph C. 
Coxhead Corp., Newark, acquired 
a week ago by Addressograph- 
Multigraph Corp., Cleveland (AA, 
Aug. 13). Mr. Hall has been a 
Multigraph branch manager in 
Peoria, Ill., since 1948. 


HAMILTON WRIGHT 
ORGANIZATION, INC. 


SAYS ous 


We Get 25% More 
Clippings From 


(Aa eee eee 
PRESS CLIPPING BUREAU 
BArcley 7-837) 
165 Church Street New York 7, 6.'Y, 


New York, Aug. 14—Squeezing 
the most out of advertising art 
pays off in three ways for the 
Commonwealth of Puerto Rico’s 
Economic Development Adminis- 
tration—in ads, posters and pro- 
‘motional brochures. 

Since June, 1955, the EDA has 
been using color ads in The New 
Yorker and the New York Times 
Magazine pointing out some of the 
natural beauties of Puerto Rico. 
The ads also assert that the com- 
|ing together there “of two strong 
cultural streams—the old Spanish 
and the new Yankee—is producing 
an exciting renaissance in this 
'lovely island of the Caribbean.” 

The advertising campaign is not 
|}intended to promote travel be- 


W YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTION FILMS! 


Much. much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 


IMPACT to your TV sales message at LOW COST 


Write us today for Sample Reel. 


CHICAGO, AL 
1323 5. WABASH 


7 
NEW YORK, N.Y. 
341 W. 44th &. 


Puerto Rico Gets Extra Mileage by 
Using Ad Photos in Posters, Leaflets 


tween the mainland and Puerto 
Rico, AA was told, though this is 
a secondary objective. The funda- 
mental purpose is to present fac- 
tual and interesting information 
about Puerto Rico to people in the 
U.S. to increase knowledge about 
the island and to create a more 
favorable general impression of 
the commonwea!th. 


® In explaining how the photo- 
graphs taken in Puerto Rico— 
originally for illustrating the ads 
—are being used for additional 
purposes, William H. Ziegler, ac- 
count executive at Ogilvy, Benson 
& Mather, points out that it was 
necessary to send a photographer 
and sometimes a copywriter to 
Puerto Rico to get the pictures 
needed for the ads. 

“The facets of this operation,” 
he says, “which incur expenses are 
photographer’s fee, traveling ex- 
penses, hiring models, making 
props and other operations in- 
volved in taking photographs for 
use in advertising. In some cases, 
dye transfers had to be made for 
better printing reproduction. 

“Although in the best judgment 
of the agency, the expense of tak- 
ing photographs was kept rela- 
tively low, considering the job to 
be done and the results obtained, 
this part of advertising production 
does cost a considerable amount.” 

Naturally, the agency was aware 
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Vivid Color. 


to you today. 


1032 Carondelet St. 
New Orleans, La. 


AAPA, 


Qmmrrs 


A CAPTIVE AUDIENCE 


and 


NO COMPETITIVE ADVERTISING 


MPA gives you a captive audience that sees only three other non-competitive 
advertisements in motion picture theatres of your choice. 

Your potential customers, relaxed and comfortably seated, are held captive 
for the powerful presentation of your message with Sight, Sound, Action and 


The big theatre screen commercial is the most complete selling aid available 


MPA accepts only four non-competitive advertisers per theatre per week. 
You can buy as little as one or as many as 52 successive weeks. At every per- 
formance during the weeks you are scheduled in each theatre, you will enjoy 
the exclusive advantage of being the only advertiser in your field. 

In many communities, the audience you reach with a regular schedule is 

* equal to approximately 80% of all people in the community. 

YOU can do a lot of selling when you are the only one in your field using 

the big screen in vivid color to reach 80% of all the people you want to reach. 


. Inquire now! More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


gives you... 


70 E. 45th St. 
New York, N. Y. 


“As close to paradise 
as man will ever sec” 
Syren come epee Pace Bans 
power ammens Gael ene heal Lom 
rere ag Tints thet emag © yethet 
4 me wag _ <P soe ~ 
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Advertising Age, August 20, 1956 


JUNGLE REVISITED—Puerto Rico’s Economic Development Administra- 

tion didn’t mind the expense of sending photographer Tom Holly- 

man to Puerto Rico to make the color shot for this ad, which ap- 

peared in The New Yorker Nov. 12, °55; the transparency was 

flopped over and used on the cover of a travel brochure. Ogilvy, 
Benson & Mather, New York, is the agency. 


that any additional advertising and | 
promotion material that could be 
made of the Puerto Rican photos 
would return more value per dol- 
lar invested. 

“In the case of the common- 
wealth photographs,” Mr. Ziegler 
says, “this occurred in two sepa- 
rate and important instances. 

“A primary example was the 
recent travel brochure which the) 
agency created and designed for | 
the EDA’s division of tourism. Out 
of the 12 photographs that we had 
used in the commonwealth cam- 
paign, we were able to use six in 
the design of the brochure. This, 
of course, saved money in photog- 
rapher’s fees, traveling expenses, 
the actual cost of the photographs 
themselves and the dye transfers. | 


= “In addition to this,” Mr. Ziegler 
says, “we were able to save an art 
director’s creative time in the 
planning of these six pictures— 
time which necessarily would have 
been spent if we had not had them. 

“Another important use that was 
made of three of these pictures, 
again on behalf of the division of 
tourism, was in the design of the 
three latest travel posters. Here 
again,” he says, “we were able to 
merely turn over to the printers 
the color transparencies and dye 
transfers which already were on 
hand and paid for. 

“These photographs and dye 
transfers can be used again and 
again, if necessary.” 

These experiences, Mr. Ziegler 
Says, demonstrate and emphasize 
“the advisability of obtaining the 
best creative photography possi- 
ble.” 

EDA has distributed 550,000 
brochures, and 25,000 each of the 
three posters. These are sent to 
travel agents and airlines and also, 


in the case of the brochures, to 
readers of the ads who send in 
coupons requesting them. Since the 
posters have come out, EDA has 
received a number of requests. 


Italian Swiss 
Colony Under Fire 
on Airline Ad Plugs 


San Francisco, Aug. 14—A 
couple of 30-second tv commer- 
cials brought Italian Swiss Colony 
wines afoul of the California state 
liquor department. 

The commercials, broadcast last 
spring, said that Western Air 
Lines served Swiss Colony cham- 
pagne on its special champagne 
flights. 

This, the liquor board contended, 
amounted to rendering a free serv- 
ice (advertising) to a customer 
(Western), a practice which is 
prohibited by California law. 

B. C. Solari, Italian Swiss Col- 
ony vp in charge of sales, defended 
the company at a hearing held be- 
fore Hearing Officer Ivores Dains 
in San Francisco. 

The “several thousand dollars” 
paid for the commercials, accord- 
ing to Mr. Solari, was included in 
the price of the champagne sold 
to the airline. 

“We allocated a certain amount 
per case to be used for advertising 
the fact that the airline used our 
champagne,” he explained. 


s “The amount could have been 
as much as $1 a case, although it 
actually worked out to about 35¢ 
a case. We figure we got more 
benefit out of the commercials 
than the airline did.” 
Mr. Dains now has 
“under advisement.” 


the case 


VERMONT IS A 


SWEET 


To Tap this SOLID and SWEET 
market, address Room 516, Statler 
Office Bidg., Boston 16, Mass. 


VERMONT ALLIED DAI 


Barre Times ae 


Bennington Banner 


Bratticboro Reformer © Rutland Heraid «St lohnsbury Catedenian Record 
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Just released, 39 exciting new episodes of Badge 714 


Here’s television's greatest syndicated mystery! New honors for Bapce 714 
and Jack Webb — from Billboard’s 1956 TV Program & Talent Awards: tele- 
vision’s “best half-hour mystery series,” “best mystery performer” and “best 
scsor amin cit cuadaineniaa NBC Television 
Viewers continue to vote BADGE 714 television’s greatest mystery series, too! 
As DracGnet, it is the highest-rated mystery show on network television today.* 
As Bapce 714, it’s tops in market after market regardless of size or program 
competition (latest available ARB). 
BapGE 714, award and audience winner, is your answer to quick sales action. 
Get all the facts first-hand . . . call NBC Television Films now for first-run syndi- 
cation availabilities in your markets. 


663 Fifth Avenue in New York; Merchandise Mart in Chicago; Taft Building in Hollywood. Jn Canada: RCA Victor, 225 Mutual St., Toront< 


Scent 


A DIVISION OF CALIPORNIA NATIONAL PRODUCTIONS, (NC. 


* Average Audience — NTI first report, June 1956 
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Colorado Law Regulating Auto 
Makers and Dealers Voided 

A Colorado law which sought to 
regulate franchise agreements be- 
tween auto manufacturers and/| 
dealers and prohibited the col-| 
lection of cooperative advertising 
funds was declared unconstitu- 
tional by a federal statutory court 
in Denver. 

Judge Jean Breightenstein, 
writing the opinion for the court, 
said the act was unconstitutional 
and ordered the entry of a decree 
in favor of General Motors. The 
law also provided that the man- 
ufacturers could not terminate 
franchise agreements with deal- 
ers or délay their renewals with- 
out court orders. It made punish- 


Ee i tee 


Net 


Baumgartner 


ager of the Bureau of Advertising, 


paper Publishers Assn., with a surprise party at the 


Forbes 


LEAVE-TAKING—The Los Angeles chapter of the Amer- 
ican Assn. of Newspaper Representatives recently 
honored H. C. Bernsten, retiring Pacific Coast man- 


American News- 


Van Sant 


Ambassador Hotel, Shown here, presenting Mr. 
Bernsten with a parting gift, are Vic Baumgartner, 
Fitzpatrick Associates; Jack Forbes, Kelly-Smith; 
Chet Doyle, Doyle & Hawley, and L. S. Van Sant, 
Bureau of Advertising. 


able as a crime the failure to de- 
liver cars to dealers within 60 days 
of ordering. 


WINSTON-SALEM 


INDUSTRIAL CAPITAL 
of 
NORTH CAROLINA 
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New 1954 U. S. Government 
Census of Business Reports: 


VALUE ADDED BY 


METROPOLITAN AREA MANUFACTURING—1954 


$304,383,000 
170,166,000 


Winston-Salem 
Greensboro-High Point 


142,657,000 
127,948,000 


54,867,000 
25,889,000 


A BIG 58% GAIN 
FOR WINSTON-SALEM DURING THE PERIOD 1947-1954 


WINSTON-SALEM 


TWIN CITY | 


JOURNAL and SENTINEL 


- MQRNING SUNDAY EVENING. 


National Representative 


KELLY-SMITH COMPANY 


Coming 
Conventions 


Aug. 24-28. Mail Advertising Service 
Assn., 3th annual convention, Drake Ho- 
tel, Chicago. 
| Sept. 16-18. 7th District, Advertising 
| Federation of America, Baton Rouge, La. 
| Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
| Forest Hills Hotel, Franconia, N. H. 
| Sept. 21-22. 8th District, Advertising 
| Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
tatty fair, Palmer House, Chicago. 


| Sept. 23-25. Advertising Federation of 
| America, Tenth District convention, 
| Shamrock Hilton Hotel, Houston. 
| Sept. 23-28. Newspaper Food Editors 
| Conference, Waldorf-Astoria Hotel, New 
| York. 
Sept. 27. Magazine Publishers Assn., fall 
, Westchester Country Club, Rye, 
N. Y. 


Sept. 27-28. First Annual Newspaper 
| ROP Color Conference, sponsored by the 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men's Club of Chicago and Art Di- 
rectors Club of Chicago. Sheraton Hotel, 


Chicago. 

Oct 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 4-5. American Assn. of Advertis- 


Oct. 5-6, Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Adver- 
tising Agencies, Western Region, Hotel 
Del Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-14. Intercity Conference of 
Women’s Advertising Clubs, Minneapolis. 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N. C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 


Chicago. 
Oct. 19-20. American Assn. of Adver- 


tribution, Hotel Statler, Boston. 
Oct. 22-24. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, 


Nov. 13-14. National Business Publi- 
regional 


geles. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fia. 

Nov. 19. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 


Martinez Forms PR Company 

Francis X. Martinez, formerly 
vp and director of Science & Nu- 
clear Distributors Inc., has formed 
his own public relations company, 
with offices at 1433 Land Title 
Bldg., Philadelphia. 


Pepsodent Jingle 
Jumped Sales 10%, 
RAB Test Reveals 


New York, Aug. 14—That well- 
publicized Pepsodent jingle had an 
immediate effect on sales among 
the people who heard the radio 
couplet. 

So reports the Radio Advertising 
Bureau, which authorized an Ad- 
vertest Research study in four 
cities to gauge the public reaction 
to the “You'll wonder where the 
yellow went” campaign. 

This study was made early in 
February and March, with 4,605 
home interviews and 205 retailer 
interviews. This was a few weeks 
after Lever Bros. launched the 
drive. Survey cities were Los An- 
geles, Pittsburgh, Minneapolis and 
Dallas. 

Principal result noted by RAB: 
The use of Pepsodent toothpaste 
jumped 10% in just four weeks 
among radio listeners who heard 
the jingle. More than two-thirds of 
the people knew what product was 
being plugged by the jingle, and 
43% knew the words well enough 
to sing or recite them. Most of 
those who were that familiar with 
the singing commercial said they 
had heard it on radio. 


Richard Jorgensen Moves 
Richard Jorgensen Advertising, 

San Jose, Cal., has moved to larger 

quarters at 1425 Park Ave. 


Advertising Age, August 20, 1956 


10% of Department 
Store’s Ads Should 
Be Institutional: Hess 


ALLENTOWN, Pa., Aug. 14—Max 
Hess, president of Hess Bros., to- 
day urged retailers to do more in- 
stitutional advertising in newspa- 
pers. Only a few stores currently 
engage in such advertising, the 
majority relying strictly on adver- 
tising products rather than promo- 
ting the store, he said. 

“Stores should continue to ad- 
vertise what they have to sell,” 
said Mr. Hess, who spoke before 
his store’s executive committee. 
“But each one also should give it- 
self a personality, so that its cus- 
tomers don’t look upon it as mere- 
ly an establishment with four 
walls and no substance. 

“They must adopt store-wide 
policies and promote those policies 
in over-all newspaper ads,” he 
added. 


® Department stores spend about 
84¢ out of every advertising dollar 
in newspapers, and this is not 
enough, according to Mr. Hess. 
“Newspapers which are read by 
every family should consume close 
to 90% or 95% of a store’s budg- 
et,” he said. 

Mr. Hess advocated that retail- 
ers apportion at least 10% of 
their newspaper advertising funds 
to institutional copy. The few 
stores that now -use this kind of 
advertising now devote only 5% of 
their newspaper ad budgets to that 
type of promotion, he said. 

Mr. Hess practices what he 
preaches. Hess Bros. has run in- 
stitutional pages in Allentown, 
Bethlehem, Easton, Philadelphia 
and New York City newspapers 
for years. Mr. Hess also publishes 
a twice-weekly chatter column in 
local and Bethlehem newspapers 
in which no selling is done. 


Sheep Producers Name Kelly 

American Sheep Producers 
Council, Denver, has appointed 
Kelly Associates, Philadelphia, its 
public relations counsel. 


An iesve of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 


MULTI-AD SERVICES, INC 


Signs of 


SCOTCHLITE get 


REFLECTIVE SHEETIN 


SALES ACTION! 


How to make pros 


“take-off” after your product: Sell it with 


the 24-hour IMPACT of Scorcuite Reflective Sheeting. It 


never hides in the dark. It’s over 200 times as bri 
ives you high readership—at the 


paint. And it 


t as white 
west cost-per- 


thousand known! Find out how durable, easily-maintained SCOTCH- 
LITE Sheeting can actually give your outdoor displays the look 
of spectaculars. For a free demonstration write Minnesota Mining 


& Mfg. Co., Dept. AA-8206, St. 


Paul 6, Minnesota. 
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If it’s that good, why hide it? 


It's a natural. You've developed a good product line or service 
that fits the needs of advertising men like a glove. Research says 
so. Your sales staff says so. Initial market tests indicate adver- 
tising departments should be going for it but good—from the 


ad chief down! 


Only thing wrong is they're not—at least not in the volume 


you have every reason to expect. 


If this puzzler is sitting on your desk, it might pay you to see 
if your sales story is in hiding—in publications ad managers 
don't read, in brief cases of salesmen they seldom see. With hours 
seemingly getting shorter for advertising managers, their read- 
ing and listening time for sales messages is pretty well limited 


to the few who specialize in their business. 


That's why it takes a publication like Advertising Requirements 
to get your sales story out in the open where it will do the most 
down-to-earth good. Devoted to 13 different divisions of adver- 
tising activity every month, suggesting new advertising ideas, 
outlining methods and successful case studies, AR stimulates 


buying action as well as reading action. 


And its 21,000 plus advertising management readers are well 
worth stimulating. Over $3 billion is spent annually by leading 
advertisers and agencies on promotion, production and merchan- 
dising. Survey after survey proves the dominant participation 
which advertising management has in deciding on purchases 


in the following fields: 


Premiums 

Advertising Specialties 

Point of Purchase 

Packaging 

Contest Prizes 

Printing Paper 

TV Films 

Art & Photography . 
Business and Industrial Films 


If it’s volume sales to advertising management you're after, start 
with a schedule in Advertising Requirements. [t°s a natural. 
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Atter Four Months, Business Appears 
Rosy to NBC’s ‘All-Color’ Chicago TV Station 


Cuicaco, Aug. 14—WNBQ, NBC- 
owned tv station which stoutly 
calls itself the “world’s first all- 
color television station,” has is- 
sued a glowing account of its first 


KG 


Marie does it 
FASTER... 


complete mailings, multl- 
raphing, mimeograph- 
ng, addressing, fill-in on 
ere letters, 
planographing. 
Marie keeps your Mail- 
ing List up teem, frees you 
from detail work. For rush 


' ick-up, 
ait service and fast delivery 
ALL WAbash 2-8655. 
ee true 
431 S. Dearborn Street, 5, ti. 


| 


four months in the realm of color. 

The progress report, issued by 
station manager Jules Herbuveaux 
to Charles R. Denny, NBC vp in 
charge of owned stations and spot 
sales, painted a gaudy picture of 
enthusiastic advertisers, mass pub- 
lic interest, new business and in- 
creased color set sales. 

It also promised an increase in 
color telecasting at WNBQ. This 
is possible because the station 
actually is not “all-color.” It tele- 
casts a little under 40 hours of 
color per week out of a total week- 
ly schedule of 121 hours. 


® However, the local program- 
ming proportion is higher than 
that—30 hours out of a weekly 51 
hours of local programming are 
in color. And by next fall, when 
NBC’s expanded color schedule 


City 


English dailies combined. 


The Montreal Star 


Sales Influence 
in Canada’s Largest 


iM Montreal, Metropolis of Can- 
ada, The Montreal Star is read by 
more people and carries more 
advertising than the other two 


goes into effect, the station will 
be delivering 50 polychrome hours 
a week, Mr. Herbuveaux esti- 
mated. 

Some other high points of the 
Herbuveaux report: 


e Some 36 “uniformly enthusias- | - 


tic” local and n.utional spot adver- 
tisers now use the station’s color 
facilities to present a total of 74 
live, film or slide commercials a 
week. 


e Color has brought new business 
to the station, with local and na- 
tional spot business showing a 25% 
gain over 1955 for the May- 
through-July period. 

e More than 30,000 visitors have 
flocked to WNBQ’s “Hall of Color” 
since the station converted four 
months ago. Traffic now averages 
400 a day. 


e Mr. Herbuveaux estimates that 
the number of color sets in the) 
Chicago area has doubled since | 
WNBQ’s color debut, and that col-| 
or set sales here have exceeded 
those in any other market. 


e Chief technical lesson learned | 
during the color tryout: That the 
amount of light once considered | 
necessary for good color quality 
needs to be substantially scaled 
down. 

In his comments on new busi- | 
ness, Mr. Herbuveaux especially, 
singled out cut-rate appliance re- 
tailer Sol Polk, as well he might. 
The head of Polk Bros—a pas-| 
sionate color advocate—recently | 
brought five hours weekly of late-| 
night movies over from ABC's 
WBKB, where they had been | 
most since the dawn of video, ahd 
started colorcasting them on | 
WNBQ. 

A specialist in mass-volume tv 
set selling, Mr. Polk is ardently 
hunting for something a little rich- 
er than the bkw “replacement” 
market—and color tv looks like 
just the thing. 


with new 


*NSI Area—Adijusted 


Office—441 N. 


Now is the time to select pri 


WGN-TV 
Number 2 Station in Chicago!! 


Yes, on WGN-TV you have network size audiences—and you buy them at the 
lowest published rates in Chicago television. The latest Nielsen for July shows 
WGN.TV a strong second! 
of . 
July, 1956 
6:00 A.M. — Midnight 
Sunday thru Saturday 
Network Station B 29.4% 
WGN-TV 25.4 
Network Station C 25.2 
Network Station D 20.8 


Top audiences at low cost—with no network preemption problems. 


for fall. National advertisers already set 
on WGN.TV include Hamm’s Beer, Kelloggs, Mars Candy, 
7-Up. (Several others have renewed) 


Ave., Chicago 11 


Chicago 
Eastern Advertising Solicitation Office—220 E. 42nd St., New York, 17 
West Coast Only—fdward Petry & Company, Inc. 


YRCK & YECK Adversising Agency + 34° ©. Fire St. Dayton 2 Ohio 


AD switcH—Yeck 
& Yeck, Dayton, 
announced the 
move of its of- 
fices with this 
“preprint” mail- 
ing piece. “Our 
Move” is to 349 
W. First. “Your 
move” is an in- 
vitation to “come 
and see us soon.” 


Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORE TELEVISION 

% Jon.-June Jon.June  —- % 
June, 1956 June, 1955 Change 1956 1955 Change 
eS $ 6,119,917 $ 3,542,304 +728 $ 38,481,155 $ 21,768,605 +768 
galls 17,935,789 15,724,184 +14.1 106,499,425 93,691,841 +13.7 
Suitest® ... ace Cee « — 2,904,680 —— 
ee 14,186,929 12,238,694 +15.9 89,529,732 78,810,743 +136 
Totel ........ $38,242,635 $31,724,027 +20.5 $234,510,312 $197,175,869 +189 

NETWORE TELEVISION TOTALS TO DATE 
asc ces NBC Total 
J y $ 6,382,046 $ 17820455 $ 14,695,116 $ 38,897,617 
I a Sas ae 6A18,210 16,928,361 13,845,000 37,191,571 
March 6,747,928 17,884,976 15,955,488 40,588,592 
April 6,173,922 17,668,950 15,136,596 38,979,468 
May 6,439,122 18,260,894 15,710,403 40,610,429 
June 6,119,132 17,935,789 14,186,929 38,242,435 
Total $38,481,155 $106,499,429 $ 89,529,732 $234,510,312 


*Effective Sept. 15, 1955, DuMont Television Network changed from a national netwerk 


to a lecal eperation. 


Mutual Boosts Simpson 

Brad Simpson, formerly assistant 
to the president of Mutual Broad- 
casting System, New York, has 
been named director of program- 
ming activities for the network. 
He replaces Robert Monroe, who 
resigned as program vp for MBS 
to devote his time to his own 
radio-tv production company. 


Raot loins Federal Sign 

Robert Raaf has been named ac- 
count executive in charge of local 
creative sales for the Milwaukee 
office of Federal Sign & Signal 
Corp., maker of electric outdoor 
advertising signs and signal prod- 
ucts. Mr. Raaf formerly was presi- 
dent for six years of Milwaukee 


Macaroni Co. 


engravings are made 
by Laurence. You know 
they will give the 

best printing results. 
You know only the most 
conscientious care by 
seasoned master crafts- 
men has gone into their 
manufacture. You know 
your plates possess 
the same high quality 
that for 20 years has 
been the inflexible 
standard at Laurence. 


ARE PROTECTED 


au rem © @ Ic -cuicaco 
FINE PHOTOENGRAVINGS FOR 20 YEARS 
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GOOD REPORTING is a specialty of The 0il and Gas Journal -- 
specialized reporting of tlhe oil industry, for the oil industry, 
GOOD REPORTING for oil employs the same principles as for 


any other good reporting, The secret is to know what the read- 
ers want to know, and then to find it out for them, and answer 
all of their questions without cluttering up the story with 
things they already know or don't care about, ; 

GOOD REPORTING on The Journal starts with living close to 
the oil industry and knowing oil operators' problems, Good re- 
porting requires good contacts, Journal men cover the industry 
throughout the world so closely that they know who is doing what, 
and where to go for information, 

GOOD REPORTING takes experience, The Journal has been at 
it for 54 years, and many of its staff have becn reporting oil 
for 20 years, Their experience enables them to ignore the rou- 
tine and the trivial, and to concentrate on what's really new 
and significant, 

GOOD REPORTING of oil means answering oil men's questions -- 
the classic Who, Where, What, When, Why, and How -- in oil men's 
language and in terms they can apply to their own operations, 


Good reporting means collecting all desired -- and no undesired -- 
information for the publication's specialized readers and present- 
ing it in the form they want, : 

GOOD REPORTING has always been essential to the oil industry, 
which bases its actions on prompt and accurate information, Two 


generations of oil men have learned to depend on The Journal's,,, 


GOOD REPORTING 
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‘Just one big happy family...” 


We believe good advertising is a result of smart people putting 
up a good healthy fight for their convictions. We scrap among 
ourselves, and on occasion, with our clients. Somehow the 
results seem to justify a few minor ego abrasions. 


Most of our employees, and most of our clients, have been 
with us far longer than the statistical norm. And the new ones 
who come in say they find the atmosphere exhilarating. 


DONAHUE & COE, INC. 


Advertising 
NEW YORK ATLANTA MONTREAL 
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Why Not Colored Hose, Weiss Asks 
Woolf Offers Refresher Course 
Third Dimension Is Eftective 

Ad Statistics Are Incomplete 


Tips for the Production Man... 


Third Dimension Through a Window 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IU.) 


The introduction of action and third 
dimension in printed pieces through the 
means of ingenious die-cutting seems to 
be on the increase lately. At least the 
stack of interesting examples I have been 
collecting seems to have grown rapidly 
the last couple of months. In fact, so 
many that one column isn’t going to do 
justice to these ideas and so this is the 
first of several discussions in a series on 
this technique. 

Window envelopes may be getting 
scarcer and scarcer in use, but not so the 
“window” idea in die cutting. A simple 
die-cut opening in the cover reveals illus- 
tration, or headline, or a differing color 
or texture inside... thus introducing an- 
other dimension in printing and leading 
the reader to take a look at the material 
thus dramatized. 

Some of these windows are closed with 
a sheet of transparent acetate. While this 
imparts an additional sheen, I can’t really 
see that it accomplishes much except to 
hold the dimensional strength of the cov- 
er. Bound to add one operation to the pro- 
duction and likewise an item of additional 
cost. And no die-cut should be attempted 
which so weakens the fabric of the 
cover that it is likely to crumple. 


® One mailing piece recently received has 
a die-cut envelope to reveal an illustra- 
tion on the folder inside. The die-cut is 
round, repeating a series of round printed 
display spots carried balloon-like along 
the left side of the envelope. This one by 


COVER DIE-CUT AS POINTER—Edge of cover is 
die-cut to reveal a continuation of cover 
illustration. Striking color, added depth, 
and pointing action of headline, quickly 
lead you inside for detailed reading of the 


Garden City Envelope Co., Chicago. 

Machine Design, a trade publication, is- 
sued a neat little two-color card, single 
fold, to fit a No. 10 envelope. A teaser 
headline on the cover reads: “What does 
it mean... 26-56 ...to you?” The 26 was 
carried in print on the cover, and below 
it a die-cut revealing 56 from the page 
beneath. Opened up, the story on closing 
dates and other information on the 26 is- 
sues of this publication in 1956. 

Mrs. Steven’s Candies placed a round 
die-cut on the cover of a Christmas gift 
package mailer, revealing the litho- 
graphed cover of one of the gift tins, and 
encouraging readership. Contrast in color 
of ink used inside aids definition. 


® Arvey Corp., Chicago, puts two die-cuts 
in the cover of a piece on Lamcote, and 
they Lamcote both the inside and outside 
of the printed folder. It is interesting to 
note that the inside is die-cut after Lam- 
coting, whereas the outer cover Lamcotes 
right over the die-cuts to provide win- 
dows. 

Consolidated Water Power and Paper 
Co, tips on a die-cut sheet over the re- 
print of a current publication ad. The 
tip-on is printed blue on gray. The open- 
ing is die-cut in the shape of a hollow- 
limb opening in the trunk of a tree, re- 
vealing the face of an owl (in contrasting 
black ink), which is the major illustra- 
tion on the ad reprint. 

Newsweek gives us a spiral bound 
booklet with the teaser headline “some- 
thing to think about” and an elaborate 
series of die-cuts, each getting smaller 
(like the bellows of a camera), and each 
revealing a different color of die-cut pa- 
per stock, finally revealing in the center 
of this aperture the bust of Rodin’s “The 
Thinker.” Each page inside (different 
color of stock for each) develops the sell- 
ing theme. It calls for a meticulous job of 
die-cutting register and most careful 
trimming; but it’s effective! 


® Architectural Forum shows a duotone 
illustration of pigeons on the roof of a 
tall building with Manhattan skyline in 
the background. That is all, except a rec- 
tangular die-cut opening which reveals 
the headline from page three of the piece, 
which reads: ““New York is for the Birds!” 

Other die-cut shapes are diamond, 
rounded corners of a television screen, 
and the die-cut capital letter “S”. 

A variation on the inner die-cutting 
is that of die-cutting the edge of the 
cover in some shape symbolical of the 
copy pitch. The cover is then reduced in 
width to become, actually, a flap. Iron Age 
pulls a switch on this to enlarge arid to 
die-cut the back cover so that it seems 
to enfold or frame the booklet which 
forms the mailing piece. 

This whole area of flaps, die-cuts, and 
third dimension is well within the scope 
of work of the production man, for he 
understands probably the best of anyone 
in the organization the possibilities as 
well as the limitations of this king of 
imagineering. 
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TRIPLE THREAT—Die-cut within a die-cut 

within a die-cut in a self-mailer with re- 

ply card, by Federated Metals, New York. 

A square opening in the cover reveals a 

slitted die-cut on the page beneath into 

which is inserted a die-cut replica of a 
simulated brief case. 
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BURYING ONE’S NOSE—Iron Age did it lit- 

erally with an enlarged back cover, die- 

cut to caricature Mr. Reader, his nose 

buried somewhere within the periodical. 
A dimension is added. 


Looking at Radio and Television ... 


Who Pays for Expensive TV Color? 


By The Eye and Ear Man . 

The latest gambit in the battle of the 
networks vs. their customers, the adver- 
tisers, is going to be over color costs. The 
leader and heavy in this drama is the 
network with the biggest stake in color 
because of its parent company. 

Since the price of $500 has been broken 
in color sets, and since a pretty good 21” 
table model works fairly well, and since 
the service contracts have dropped be- 
low $100, the future for tv color looks 
relatively bright. The question is, who 
pays for color development costs? 

ABC is following a wait-and-see atti- 
tude. Unable to invest in expensive and 
soon outdated equipment, ABC executives 
simply have said that when color sets 
warrant it, they will transmit in color. 


= Package producers, who have learned 


run prices (usually 39 first run films 
plus 13 re-runs in the contractual year), 
have little interest in making their films 
in color at their own expense. Many of 
them estimate this cost to be about $300,- 
000 for 39 shows using the current color 
methods. No client is willing to pay this 
at the present time. Sponsors claim that 


the packager benefits by future re-runs 
in color, and packagers insist that the 
property will be worn out before they 
get that chance. 

CBS officials are playing a tightrope 
game. Some days they try to compete and 
talk up color. Other days they seem com- 
pletely indifferent and even cool to the 
whole subject. While they have live shows 
efficiently broadcast in color, none of 
their financed, or partially owned, filmed 
shows is yet being shot in color. Since 
CBS executives prematurely introduced 
a color set that was a clinker, and since 
they have announced their withdrawal 
from the manufacturing of tv sets, their 
enthusiasm for color has turned to a re- 
luctant willingness to do what is neces- 
sary to develop color and nothing more. 

There is no evidence that a good pro- 
jector has yet been developed to project 
the present type of color film, though this 
is a technical problem that will undoubi- 
edly be licked. At present a comptroller 
who has to okay thousands of exira dol- 
lars (to be got back at some indefinite 
date when equipment may be perfected 
by some bright engineers for an indef- 
inite number of sets) has to be forced or 
suborned. 

While all this pessimism is realistic, 
the makers of the future know that color 
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is coming and coming fast. New tech- 
niques will be developed that will make 
color film or magnetic tape color much 
cheaper and much more effective. Every 
advertiser will want to take advantage 
of color—especially in his commercials. 
The problem is: Who is going to pay for 
the development period when there are 
few color sets and high costs? 

The one enthusiastic leader in color 
development is NBC. By a remarkable 
coincidence, the company that stands to 
gain the most by the encouragement of 
color, and subsequent sale of sets, is RCA, 
NBC's parent company. Also it seems 
logical that this company would like 
nothing better than to share or pass on 
these expensive initial color costs to the 
advertisers. Well, caveat emptor in the 
next few years. NBC intends to make ad- 
vertisers share these costs and the other 
networks will follow the lead. 

One of the plans is to try and write, 
in future contracts on live or filmed net- 
work shows, a clause which binds the 
advertiser to pay color costs with no 
definition of dollar limitation or control 
over inefficiency or regard to the num- 
ber of color homes able to receive the 


On the Merchandising Front... 


color signal. If this clause falls into in- 
judicious hands, it could be used as a 
method of forcing an advertiser off a 
good show by an unreasonable escalator. 

Another clause to be on guard against 
is a similar increase in facilities costs 
written in time contracts. Here again the 
advertiser may be giving blanket approv- 
al to the networks to charge him any 
price on little notice. 


® By all means let the set manufacturers, 
RCA, General Electric, Westinghouse, 
Philco, ete., begin producing their pro- 
grams, film or live, in color. By all means 
let the stations, whose future may depend 
on color, make necessary investments and 
offer color facilities without charge until 
sets justify a rate increase. 

Already television costs are being chal- 
lenged by every advertiser. Many insist 
that costs per thousand are dangerously 
close to being non-competitive with oth- 
er media. It is the obligation of agencies 
to fight increases in every aspect. Let 
color come, but ease it in gently and on 
a pay-as-you-get basis with those who 
benefit the most from it bearing the bulk 
of the costs. 


About—Ahem—Women’s Legs 


By E. B. Weiss 

This is strictly about hosiery—women’s 
nylon hosiery. 

Actually, some of the merchandising 
principles involved have application in 
other fields. But if that doesn’t entice 

non-hosiery readers of 
this column, then may- 
be Sid Bernstein, edi- 
tor of AA, will run 
with this column one 
of those bosomy-leggy 
photos he usually 
places at the end of 
the book (I imagine to 
be sure that readers 
get that far back). 
Women’s hosiery 
volume appears to have hit a plateau. 
Indeed, it may have slipped a bit from 
off that plateau. 

At a time when purchasing power has 
been regularly making new peaks—the 
doilar volume on women’s nylons has 
tended to remain stationary or actually 
to fall away. 

Price has been tried as an explosive 
charge. It has proved to be somewhat of 
a dud; in any event, price cuts have obvi- 
ously failed to lift volume. Whether price 
cuts have held volume is probably a de- 
batable point. What is not debatable is 
that net profit in hosiery is skidding. 


®@ What can be done to shove volume and 
profit on women’s hosiery up to new 
high-water marks? 

The manufacturers are trying little 
ideas here and there and I presume that, 
for the individual manufacturer, some of 
these small ideas will prove out. tI 
am talking now about a whole industry 
and, to date, nothing has appeared on the 
horizon that offers hope for putting a 
new zip into women’s nylon hosiery. 

Nothing, that is, except one concept. 
And this concept—to date—has been, if 

anything, a dud. And yet I am one of 
the very few who continues to believe 
it offers hope for the women’s hesiery 
industry. 

I am referring to colored hose. 

The introduction of color in hosiery has 
been tried periodically. Most recently, 
Lord & Taylor ran strong newspaper ad- 
vertising promoting colored hosiery. It 


failed to ignite—and some cynical ob- 
servers commented that it probably rep- 
resented an effort by that fine store “to 
get out from under” a heavy inventory. 

I don’t believe that at all. Not for one 
moment. On the contrary, I think that 
Lord & Taylor was earnestly trying to 
break a log-jam in women’s hosiery by 
putting its leadership prestige behind 
what is a fundamental new fashion con- 
cept: color in women’s hosiery. 

Nevertheless, the promotion obviously 
didn’t set the world on fire. 


® Yet—this is an age of color. Not only 
is this true in hard goods, ranging from 
major to traffic appliances and to pots 
and pans, but it is equally true in certain 
categories of soft goods which were al- 
ways in the “white goods” classifications. 
Look what has happened to bedsheets and 
pillow cases—from white to solid colors 
and now to peppermint and florals. Look 
what has happened to towels over the 
years, including kitchen towels. And look 
what has been happening recently to 
women’s undergarments, which are only 
now turning to color. Why, corsets were 
so traditionally white that, when a store 
ran a coordinated color promotion, cor- 
sets couldn’t be invited in; they were 
promotional style pariahs. Now corsets 
are becoming quite colorful. 

But the whole trend in women’s hosiery 
over the years has been to make them 
less noticeable, less conspicuous. The 
sheers have become so sheer that it is 
truly quite difficult to tell occasionally 
whether or not a woman is wearing ho- 
siery. That, quite obviously, must have 
been a factor leading to the summertime 
no-hose trend. (If women wore hosiery in 
the hot months, as they did some years 
ago, it is possible that total hosiery vol- 
ume for the full year might not have 
slipped off—although it is quite clear that 


_ year-round volume has not been entirely 


healthy.) 


® Now it is claimed by some in the in- 
dustry—and by fashion experts who are 
vastly better informed than I—that wom- 
en do not want to attract attention to 
their legs. This presumably is why they 
want sheer hosiery. Yet, oddly and, I 
admit, maybe with typical feminine con- 
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Touch 


of flavor to every brewing.” 


only recently, but since 1935. 


‘Touch’ Makes the Difference 
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—the Pabst Bine Ribbow Touch bk \ 
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There is a lot of ridiculous advertising around these days, but some of the 
most ridiculous is that being peddled by the Pabst Blue Ribbon people. 

First of all, they’ve tried—at least over the past few years—to make every 
possible use of the blue ribbon symbol. Now they even tie it around a person’s 
eyes—to put their models in one of the strangest positions of drinking beer 
imaginable. Can anyone who drinks beer project himself into this illustration? 

Then the use of the word “touch.” What’s it mean? Well, the copy says, 
“Hops are the ‘spice’ of beer. Yet they are prima donnas—apt to vary tre- 
mendously in flavor. But Pabst has a way of blending the finest foreign and 
domestic hops so they always add the same sparkle, the same happy touch 


Unfortunately for Pabst, nobody could care less than about this mixed-up 
reason why Pabst Blue Ribbon ought to be preferred. And by “mixed up” we 
mean switching from a description of hops as “spice” to a description of them 
as “prima donnas.” But who cares that Pabst is always the same in every 
way? We are a nation built on change and we worship constant improvement. 
Can you imagine an automobile or a cigaret or a toothpaste advertising itself 
as being the same as it was in, say, 19357 

This is one of the most undistinguished beer ads we have come across—not 
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trariness, women wear ankle jewelry. I 
assume that when jewelry is worn on the 
ankle its purpose is to attract attention. 

Also, it appears to me that the foot is 
an integral part of the perambulating ex- 
tremities. And certainly women’s shoes 
are not presumed to be styled so as to 
“blush unseen.” Far from it! 

In any event, it would seem as though 
the sheer trend has (1) gone as far as is 
technically possible in hosiery; (2) has 
contributed as much to hosiery volume 
as is possible; (3) is now beginning to 
encourage women to wear no hose for 
lengthening periods of the year, particu- 
larly as the “casual” concept is embraced 
by more women for more of the time. 

So, if women’s hosiery volume is to 
win a renewed vitality, it must develop 
a new idea on the grand scale—an indus- 
try-wide idea, backed by the whole in- 
dustry. I emphasize scope here because 
the individual halting approach is not 
apt to have industry-wide repercussions. 
For example, a gold seam for women’s 
hosiery—at the very time when seamless 
is running so strong—will hardly cause 
an explosion. (Incidentally, the remark- 
able current strength of seamless leads 
still further in the direction of the “I’m 
not wearing any hose” appearance.) 


I think that that seriously-needed idea 
is color—color in women’s hosiery. 

Everything else in the world of mer- 
chandise is paving the way for colored 
hose. This is an age of color, obviously. 
And I think it’s time for women’s nylon 
hosiery to reverse its basic and tradition- 
al trend toward invisibility. 

In this connection, I would like to point 
out that the millinery industry tried for 
years to bring back the bulky hat. It 
tried—and tried—and tried. And it failed 
—time and again. And, of course, the 
“experts” all proved that the big hat 
would never, never, never come back. 

So here it is! 

Incidentally, women are, of course, now 
wearing colored knee length hose in con- 
nection with Bermuda shorts and such; 
this may be the start of the basic trend 
toward colored nylons. 

The colored shoe is in the fashion pic- 
ture. Why not colored hose? Is hosiery 
to remain the only “neutral” and even 
invisible item, not only in the world of 
fashion, but in practically all merchan- 
dise? I believe that color in women’s 
nylon hosiery can be put over; will be 
put over and, perhaps, must be put over. 
But I’m probably way off base—almost 
everybody in fashion turns thumbs down. 
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The Vice-President and Director of Advertising 


KNOWS WHY... 


ALYNN SHILLING, Vice-President, National Distillers Products Corp. 


SELL SO WELL IN LOUISVILLE 


“Tt is natural and normal that Louisville should 
be a leading market for our fine bourbon whiskies, 
such as Old Grand-Dad, Old Taylor and Old Crow; 
for Kentucky is the home of all three. Beyond this, 
however, I credit our consistent sales gains in 
Louisville to the area’s vigorous growth, the splen- 
did cooperation of its retailers, and our consistent 


advertising in local newspapers—the best insur- 
ance I know of to help keep our brands in their 
positions of leadership.” 

Last year National Distillers evidenced its confi- 
dence in the Louisville market by its vigorous 
advertising in The Courier-Journal and Louisville 
Times, to the tune of over 100,000 lines. 


One of National Distillers properties in and 
around Louisville is the picturesque, castle-like 
Old Taylor Distillery, near Frankfort, Ky.: 


Gell LOuIsvVILLE for oll iti. worth | 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Ghe Conrier-Zonrnal - THE LOUISVILLE TIMES 


392,500 Daily Combination ©¢ 313,633 Sunday © Represented Nationally by The Branham Company 
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Salesense in Advertising .. . 


Refresher Course in First Principles 


By James D. Woolf 
Advertising Consultant 

Wilson, Haight, Welch & Grover, a 
small but thriving New York and Hart- 
ford agency, has put 
dewn on paper a state- 
ment of its creative 
policies. Nothing in it 
is revolutionary or 
spectacular; its phi- 
losophy has been sub- 
scribed to by success- 
ful advertising people 
for a long time. As a 
short “refresher 
course” in fundamen- eae Sas 
tals, it will be interesting and helpful, I 
hope, to readers of this column. Here it is: 


Copy 


Every marketable product or line of 
merchandise or service is a news story— 
usually a continuing fountain of news— 
news of interest to the public or some 
portion of the public. 

As an advertising writer you are, in 
effect, a news reporter working on a 
story. 

It’s your basic job to cover the story 
thoroughly, get all the facts (“who, when, 
how, where and why”) and present the 
story in a vivid, colorful report. 

As an alert reporter you'll examine the 
facts and search out the “angle”—the nub 
of the story, the twist that will give the 
report special color, poignancy or drama. 
You'll elevate and stress this angle to 
flag the reader’s attention and strike deep 
into his consciousness. 

Obviously, two reporters of unequal 
skill will cover the same story with to- 
tally different results. Though both pre- 
sent all the facts, the one will be dynamic 
and interest-compelling, the other color- 
less. Largely this will depend on the 
“angle” or “twist” as covered in the para- 


graph above. 


® The newspaper reporter presents the 
facts—and he’s through. 

But the ad writer does more than that. 
From start to finish he has an ulterior 
motive. He uses the facts and the “angle” 
to create a desire on the part of the read- 
er—a desire for the product or service 
because it will do something good for the 
reader. 

All readers are selfish and self-cen- 
tered. They thumb through the publica- 
tion with sublime indifference to the ads 
—until their attention is arrested by some- 
thing that will do them some good. 

Never mind whether it’s made of steel 
or plastic or green cheese; if it brings 
with it a result that’s good for the reader, 
you've got his sympathetic attention. 

Hence it is, that WHW&G believes ad- 
vertising copy should be, in effect— 


Good News 


REASON WHY: 

And to fix the conviction in the reader's 
mind you should know and present the 
“reason why”—the reason why your 
product does it better or to the exclusion 
of competition. 

“See” your reader and assume this is 
your only chance to get his attention— 
and to move him to action. 

It’s often helpful to write the body copy 
first, assembling the meat of the Good 
News in the first sentence or sentences. 
EASY DOES IT: 

Talk your copy. Don’t orate it. But 
sound sincere and enthusiastic over the 
news you are bringing the reader. 

Remember that easy does it. Use short 
sentences. Favor short words. If it’s ba- 


nanas, say “bananas,” not “elongated yel- 
low fruit.” Use the language and the 
idiom of the public you're addressing. 

Ask for action—and spell out just ex- 
actly what you’d like the reader to do 
about it—where and at what price (if 
price is part of the news). 

How much copy? Visualize the space 
unit—and remember you're going to want 
someone to design you a nice looking ad. 
The shorter the better but—as long as 
necessary. If you can’t tell all the story, 
tell the meat of it. If it’s long, use para- 
graph headings. 

HEADLINE: 

This is the crux of the job. It’s (1) 
your bid for attention because it (2) 
sums up as completely as possible the 
good news you're bringing. Make it the 
most compelling few words of the ad. 

It’s the door opener. It’s the caption 
the headline writer would lift out of the 
reporter’s story. 

Use a sub-caption if necessary. 

If practicable, include the name of the 
product. Keep it strictly on subject. If 
it will flag the readers for whom you 
have something never mind about the 
others. 

And finally—make it complete enough 
so that the thousands who will read only 
the caption will get the nub of the story. 


Layout and Art 


Writers as well as artists, please read 
and note. 

Layout has one fundamental and tre- 
mendously important purpose—namely, 
by means of illustration, typography and 
design, to emphasize and clarify a selling 
message. 

Layout is not an end in itself. Layout 
and copy are two closely related parts 
that go together to make the whole. In 
aircraft parlance, let’s regard copy as the 
engine, and layout as the wings that give 
it flight. 

The artist, however gifted, can’t do 
himself justice on a layout unless the copy 
is prepared with understanding as to lay- 
out and art restrictions. Writers must not 
supply tremendous, bulky engines when 
they know that the space unit is of Piper 
Cub proportions. 


® In layout, too, easy does it. 

Keep it simple. 

Illustrate the big idea of the copy, not 
just a word or two that might suggest a 
picture quite foreign to the big idea. 

When you tackle the layout, think in 
terms of interpreting the copy rather than 
embellishing it. Think in terms of illus- 
trating rather than of designing for de- 
sign’s sake. Make it clear, clean and 
crisp, rather than busy. 

In 7”x10” ads, lean toward square pic- 
ture at top, simple one or two-line cap- 
tion, with body copy in two columns 
(Note the ads that win awards and the 
layout style of the most successful agen- 
cies. In general they stick to this simple, 
readable format.) 


@ When you have an extra color to work 
with, try to use it functionally to empha- 
size an important part of the product or 
a vital word or phrase in the caption. Use 
it sparingly, especially in design. 

Use type, and avoid hand lettering ex- 
cept where only hand lettering will do. 

In general, avoid reverse type (white 
on black or some other color). It’s hard 
to read. 

Watch out for Ben Day or tone or color 
over type, especially small type. It often 
makes reading more difficult. 

Favor one type face in an ad; change 


the face only where absolutely necessary 
for emphasis or clarity. 

Favor the common type faces, thé 
faces readers are used to in books, mag- 
azines and newspapers. Avoid sans serif 
types except where only these will give 
an absolutely necessary effect. 

And finally, a word to writers. Many 
layout problems originate with the copy. 
Coordinate, cooperate with the art de- 
partment for an effective and well-bal- 


G. D. Crain Jr. Says... 


Advertising Age, August 20, 1956 


anced presentation of the message. Re- 

* member—it’s a good layout that gets your 
good copy off the ground. 
. + ~ 


Mr. Woolf’s articles are now available 
in a handsomely bound book for per- 
manent reference. Price: $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, IU., for “Salesense in Ad- 
vertising,” available on five days’ ap- 
proval. 


Advertising Statistics Are Incomplete 


When €harles G. Mortimer, president 
of General Foods Corp., reported to his 
stockholders at their recent annual meet- 
ing that the company spent $75,000,000 
for advertising in 1955, he pointed up the 
fact that most advertising statistics deal- 
ing with expenditures are far from com- 
plete. 

ADVERTISING AGE regularly publishes 
the available figures on national adver- 
tising expenditures by leading companies, 
but as these are limited to certain meas- 
ured media, they are always far below 
actual outlays. Since the total credited to 
General Foods in the latest tabulation of 
this kind was $36,367,000, it is obvious 
that in this case, and probably in most 
others, the measured figure was less than 
half the actual expenditure. 


® This is because the available statistics 
relate to a limited group of media, and 
also because many advertising expendi- 
tures are not measured at all, but only 
estimated. The figures put together for 
national advertisers by the Bureau of 
Advertising of the ANPA, based on Media 
Records figures for newspapers, Publish- 
ers Information Bureau figures for mag- 
azines, newspaper supplements and net- 
work tv, and outdoor figures by Outdoor 
Advertising Inc., leave many organized 
media unaccounted for. 

These include network radio, no longer 
measured by PIB; spot radio and tv; busi- 
ness publications, transportation advertis- 
ing and local media of various kinds. 

In addition, expenditures in media not 
organized for statistical measurement are 


probably greater in total than those for 
media for which reasonably accurate fig- 
ures are available. Direct mail, for ex- 
ample, represents one of the largest, while 
sales promotion of all kinds, including 
printed materials, represents another very 
important part of the typical advertising 
budget. Store and window displays are 
getting more attention in advertising 
planning and spending than ever before, 
and industrial films and other audio and 
visual aids account for sizable budgets in 
many companies. 


s Premiums and specialties play a vital 
role in much of today’s merchandising, 
and the lavish prizes offered in many ad- 
vertising contests likewise amount to a 
huge total. Shows and exhibits are also | 
a type of promotional activity for which 
only fairly loose estimates of expenditures 
are now available. 

Most media expenditures, as reported 
by the various statistical organizations, 
are for space and time only. Production 
costs are not normally included along 
with media costs, although in the case of 
television programs, for instance, talent 
and other production expenses may easily 
total as much as the time required to put 
the show on the road. 

In addition, administrative costs, which 
are included by General Foods in its fig- 
ure for total advertising expenditures, are 
not normally estimated as a part of ad- 
vertising costs. The same goes for market 
and advertising research, which is becom- 
ing a larger percentage of total advertis- 
ing costs, especially for large national 


Just Looking... 


Why it is necessary for a $40,000-a- 
year copywriter to express himself like 
a sweatband counter in a hat factory 
is one of the minor mysteries of our 
fascinating business. 

But one thing is certain. A lot of 
writing is showing up on tv and in 
print nowadays that would get you 
thrown off the copy desk of the Bug- 
tussle (Tex.) Bugle. 

“Winston tastes good like a cigaret 
should.” 

“Enjoy that real great taste of 
Coke!” 


= What, to cite two chromium-plated 
examples, is the reason for so many 
deliberate illiteracies in advertising 
copy? 
Is it an attempt to get down to the 
_leyel of that mythical Average Man— 


By Walter O’Meara 


the guy who eats in his undershirt? 
“Look, pal, I drink outa my saucer 
too.” 

Or, even worse, is it a kind of snob- 
bery—“the repellant assumption,” to 
quote Mr. Fowler’s “Modern English 
Usage,” that anyone writing two- 
hundred dollar words for print or tv 
is “superior to conventions binding the 
common herd’’? 

I don’t know, but I can’t help won- 
dering why copywriters shouldn’t be 
at least as literate as newspaper re- 
porters 


Is all this violence to the language of 
Shakespeare really necessary? And is 
it a credit to the advertising business 
in the long run? 

Maybe it’s something to think about 
—even to do something about. Like I 
said. 
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> IN NORTHERN 
x2 CALIFORNIA 

i ITS THE 
fei" SAN FRANCISCO § 


BG EXAMINER | 


° FIRST IN CIRCULATION 
FIRST IN ADVERTISING 


‘ REPRESENTED BY 
HEARST ADVERTISING SERVICE INC., 
OFFICES IN ALL PRINCIPAL CITIES 
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advertisers, than ever before. 

Most of the statistics on advertising 
expenditures relate to the activities of 
national accounts, and as indicated, the 
measured figures are well under half of 
the total expended by these companies. 
In the retail field there is less informa- 
tion than is available for national adver- 
tisers, even though the top retail ad- 
vertiser, Sears, Roebuck & Co., probably 
spends more than any other advertiser 
in the world, something like $100,000,- 
000 a year, since its annual outlay for 
newspaper space alone is in the neighbor- 
hood of $50,000,000. 


Total expenditures for advertising are 
estimated currently at $9 billion a year. 
This is an important figure, in view of 
the key role which advertising plays in 
maintaining sales volume and business 
activity. 

Because of its relationship to business 
growth and national prosperity, it is 
highly desirable that those concerned 
with various segments of advertising en- 
deavor to develop accurate measuring- 
sticks of volume, so that a clearer picture 
may be had of the contributions made by 
all media and promotion services to the 


sum total of advertising expenditures. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 
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This is the kind of ad that gives me a 
severe and sudden pain, The heading pre- 
pares me for a selling story that forsakes 
mush-mouth guff,. and even though I 
have no idea what’s being advertised, I’m 
willing to risk a second to see if it’s 
something I’m interested in. 

First line of copy says it’s cars. Let 
me quote the first few lines of this dialog: 


YOU: Car ads, car ads and more car 
ads. 

WR “Fee aces 
in cars. 
YOU: But the paper's full of ’em, 
pages and pages. 

US: Well... what’s wrong with that? 
YOU: Most of ’em vague... not 
enough details. 

US: Doesn’t apply to Pontiac. 

YOU: Where's the difference? 

US: Pontiac’s specific . .. lots of in- 
formation. 

YOU: That so? 

US: Sure. We give all the facts. 
YOU: Like what? 


Then, in the entire page what are “all 
the facts?” These following, and none 
other: 


e 6 series and 31 models. 


everybody’s interested 


e 5 engines—more and better than any 
other car. (Well!) 


e Hundreds of color and upholstery com- 
binations. 


e 5 transmissions. (And that’s all.) 
The italics are mine. 


® This is an all-time high for an all time 
low on “making good the promise of an 
ad.” I was actually quite impressed with 
the Pontiac ad until I read this fire- 
cracker that only phizzed. And now— 
unless I reason the thing out—I am prej- 
udiced against the car because of an ad 
some unthinking, insensitive human be- 
ings—not at the factory, I hope—foisted 
upon the public. 

Why can’t people who run advertising 
learn that the public is not a bunch of 
knuckle-heads? The public is your neigh- 
bor and you and me, and the men who 
bring us milk and furniture, and sell us 
gas and read our meters, and fix our bro- 
ken bones and preach our sermons. They 
are the men and women, persons, who 
tune our pianos and wash our cars and 
teach our kids and lay our bricks and 
paint our signs and our houses, and make 
our movies and project them and make 


our refrigerators and tires and phono- 
graphs, and our breakfast foods and elec- 
tric lights. 

They are the people who elect our 
President, serve on our school and hos- 
pital boards, contribute to the Red Cross, 
lead our Scouts, teach our Sunday schools 
—and drive our buses and clean our 
streets and raise our corn and wheat and 
hogs and write our textbooks. 


® I have encountered many of them and 
worked among them and talked with 
them and dealt with them and reasoned 
with them, and counselled them and been 
counselled by them—and among them I 
have seen very few who are stupid. 

If some of them are simple, they are 
not simple-minded. If they are not brilli- 
ant, neither are they dumb. If they are 
not all ambitious, niether are they all 
indolent. If they are prejudiced, so are 
they loyal. If they are slow to act, they 
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are determined when they do. If they 
are slow to change for you, so are they 
slow to forsake you. If they are unedu- 
cated, many of them have sound and 
square insights. 

If-they are cheap and ignoble—they are 
also generous and noble. If they cut small 
corners, they often hew to the line on 
principle. If they are self-centered, they 
still can respond to that which lifts them 
outside themselves. 

These are the people—the hydra-head- 
ed public. These are the ones who haggle 
over a traffic incident, and lay down their 
lives for a sublime ideal. These are the 
people—often ungrammatical, vulgar, 
boring—but as often eloquent, polite, and 
exciting. They are my neighbors and my 
brothers. 

Advertisers who do not sense the per- 
ceiving, responsive, wonderful attributes 
of the people do not deserve well of them, 
and usually get what they deserve. 


DRAWTHINKS.,, &.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


The family seen 


Depending on the kind of account you are working on, you may want to 
choose from these various family categories. Use them as is, and art directors 
anywhere will know more clearly who of the family you want in the ad or 
tv commercial. Especially they will, if you stat this chart and pin it up on the 
art department wall. Trace them, copy them, or change them. Hope they 
spark an idea for you. Next Lesson: 


Leaning over the bar, a male 
trait Junior may never give up. 


The bar is missing, missing, 
missing. 


“Too Much Freedom? Watch Out!” 


Sea net 
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SWISS SUITE—In Zurich, Switzerland, there’s an agency called J. Wild 
Advertising, an affiliate of New York’s Gaynor Colman Prentis & 


decision 
BD ograms of 


QBnerica, ane. 


Varley. That’s Mr. Wild at the desk in his modernistic office. Other 
photo shows portions of account executives’ offices. 


Percentage of Sales Spent for Advertising 
in 1955 by 100 Top Industrial Corporations 


Figures cover ad expenditures in newspapers, newspaper sup- 
plements, consumer magazines, farm magazines, business pub- 
lications, outdoor, network radio (seven months only) and net- 
work tv only. Figures for point of sale, spot radio and tv, direct 


mail, dealer co-op, etc., are not included. . 
Sales or % Sales 
Revenvest Advertising Spent on 
Rank Company (000) Expenditures Advertising 
1 General Motors Corp. ............ $12,443,277 $119,547,257 0.960 
2 4,185,655 0.066 
3 54,829,650 0.980 
4 5,497 527 0.139 
5 53,881,611 1.554 
) 30,632,197 0.989 
7 10,898,960 0.453 
8 857,348 0.040 
9 8,524,983 0.433 
10 9 400,933 0.492 
W Ol GB Niercdceindion 1,895,470 7,411,223 0.390 
12 Western Electric 2.0.0.0... 1,853,299 1,181,791 0.063 
13 Secony Mobil Oil Co. ............ 1,839,349 5,237,361 0.284 
14 Standard Oil Co. of Indiana 1,781,318 6,221,922 0.349 
15 RE: SER: cncecnincteinestinasensonsingete 1,767,266 7A15,977 0.419 
16 SRS: Gy | cccntpcnsiccericutmsctenss 1,484,069 6,358,981 0.428 
7 Westinghouse Electric Corp. 1,440,977 10,048,625 0.697 
18 Goodyear Tire & Rubber Co. 1,372,176 10,407 480 0.758 
Ww Standard Oil Co. of California 1,277,840 2,568,987 0.201 
20 National Dairy Products Corp. 1,260,230 16,530,217 1.311 
21 Republic Steel Corp. .............. 1,188,560 2,203,235 0.185 
22 Union Carbide & Carbon Corp. 1,187,153 3,033,381 0.255 
23 international Harvester Co. 1,165,785 3,163,092 0.271 
24 Firestone Tire & Rubber Co. 1,114,870 6,091,137 0.546 
25 Sinclair Oil Corp. 2.0.0.2... 1,110,067 1,753,088 0.157 
26 Radio Corp. of Americe ........ 1,055,266 9 466,430 0.897 
27 Procter & Gamble Co. .......... 965,797 55,083,524 5.703 
28 U.S. Rubber Ce. ......00..00.000.-0 925,539 2,398,821 0.259 
29 Cities Service Co. oo. 923,240 1,053,006 0.114 
30 Phillips Petroleum Co. .......... 910,769 2,532,173 0.278 
31 Douglas Aircraft inc. ............ 867,504 1,433,425 0.165 
32 Boeing Airplane Co. .............. 853,828 487,861 0.057 
33 Aluminum Co. of America 845,028 3,480,074 0.411 
34 General Foods Corp. ............ 824,838 37,308,191 4.523 
35 North American Aviation Inc. 816,476 475,463 0.058 
36 RE A neecttepicceieerencnicsiense 810,127 8,474,203 1.046 
37 tinternational Paper Co. .... 796,422 ee —_ 
38 B. F. Goodrich Co. oo... 755017 4,462,058 0.590 
39 American Can Co. occ 714,795 1,004,288 0.140 
40 Eastman Kodak Co. ................ 714,744 6,594,425 0.922 
4 United Aircraft Corp. ..... ...... 697,922 1,359,481 0.194 
42 Jones & Laughlin Steel Corp. 696,538 866,904 0.124 
43 Armco Steel Corp... 692,483 656,280 0.094 
44 Sperry Rand Corp. ................ 688,000 4,481,782 0.651 
45 General Dynamics Corp. ........ 687,274 1,107,384 0.161 
46 Lockheed Aircraft Corp. ........ 673,589 1,200,471 0.178 
47 Continental Can Co... 666,266 831,828 0.124 
48 CRS oe 660,284 3,811,463 0.577 
49 American Metal Products Co. 660,223 ed a 
50 Inland Steel Co. 659,706 828,180 0.125 
51 Wilson & Co. ........ 650,504 2,356,598 0.362 
52 Anaconda Copper Mining Co. 636,249 1,133,804 0.178 
53 Allied Chemical & Dye Corp. 628,514 2,350,592 0.373 
54 National Steel Corp. ............ 622,019 1,417,376 0.227 
55 Youngstown Sheet & Tube Co 617,407 203,900 0.033 
56 American Tobacco Co. .......... 585,932 21,150,523 3.609 
57 Pittsburgh Plate Glass Co. .... 581,966 2,127,694 0.365 
58 Bendix Aviation Corp. ............ 567,250 1,582,244 0.278 
59 International Business Machines 563,549 1,319,906 0.234 
60 Olin Mathieson Chemical Co. 560,480 2,971,600 0.530 
61 Borg-Warner Corp. ...-..-.000 552,192 4,714882 0.853 
62 Kennecott Copper Corp. ........ 548,266 1,110,268 0.202 
63 Republic Aviation Corp. ........ 547,387 306,974 0.056 
64 American Smelting & Refining Co. 540,518 54,340 0.010 
65 Allis-Chaimers Mfg. Co. ........ 535,069 3,593,290 0.671 
66 National Lead Co. «0.0... 533,729 77177 0.144 
67 Continental Oil Co. .........00000+ 528,944 1,932,104 0.365 
68 Caterpillar Tractor Co. .......... 523,893 1,729,878 0.330 
69 Monsanto Chemical Co. ........ 522,349 4436 873 0.887 
70 Burlington Industries inc. ...... 515,212 1,351,179 0.262 
71 General Mills Inc. ...........00+ 513,651 19,335,322 3.764 
72 Atlantic Refining Co. ............ 513,035 1,189,501 0.231 
73 Curtiss-Wright Corp. .........00 508,703 402,890 0.079 
74 Pit TE Se siitecrceseseemestcomnes 485,117 1,238,860 0.255 
75 Studebaker-Packard ae 480,006 10,499,209 2.187 
76 §Tide Water Associated Oil Co 478,764 1,159,518 0.242 
77 Dow Chemical Co... 470,742 4,390,234 0.932 
78 R. J, Reynolds Tobacco Co. 466,288 19,647,129 4.213 


necessarily omitted from the list. 


Sales or % Sales 
Revenvest Advertising Spent on 
Rank Company (000) Expenditures Advertising 
79 American Cyanomid Co. ........ 451,088 2,718,210 0.602 
80 Int'l. Telephone & Telegraph Corp. 448,378 522,829 0.116 
81 . 441,127 9,286,904 2.105 
82 427 066 917,052 0.214 
83 414,080 939,286 0.226 
84 400,666 8,828,094 2.203 
85 389,628 8,065,820 2.070 
86 388,069 387,005 0.099 
87 385,530 2,265,898 0.587 
88 384,888 3,511,272 0.912 
89 377,590 12,578,720 3.331 
90 373,359 4,728,499 1.266 
91 370,348 966,545 0.260 
92 Merritt-Chapman & Scott Corp. 360,307 394,422 0.109 
93 Union Oil Co. of California 359,504 2,243,480 0.624 
94 SS TS: 354,090 1,858,911 0.524 
95 +ttPhelps Dodge Refining Corp. 353,416 en ae 
%6 United Merchants & Manufacturers 341,806 183,668 0.053 
97 Pillsbury Mills Inc. .......000000000 341,142 10,255,447 3.006 
98 Standard Oil Co. of Ohio .... 339,706 685,477 0.201 
99 Am. Radiator & Std. Sanitary 339,376 1,990,379 0.586 
100 ke + Eee 339,576 568,628 0.167 


- 


PRESENTS 


THE COUNT OF 


MONTE CRISTO 


tSales and revenve figures were compiled by Fortune. The magazine points out that 
certain large corporations—that do not publish sales figures—like Lever Bros.—are 


TAd expenditure figures for International Paper Co. not available. 

#Ad expenditure figures for American Metal Products Co. not available. 

§Tide Water expenditure figures do not include money spent for Skelly or Veedol 
. Skelly, Veedol and Tide Water are all part of Pacific Western Oil Corp. 

TTAd expenditure figures for Phelps Dodge Refining Corp. not available. 


Trading Stamps Not 
Affected by Canada 
Anti-Lottery Report 


Orrawa, Onrt., Aug. 14—Recom- 
mendations made to the Canadian 
Parliament last week by the lotter- 
ies committee will not affect prem- 
ium stamp schemes operated by 
various supermarket chains across 
the country (AA, Aug. 13). 

A senior official of the Justice 
Department said he did not think 
the committee gave any considera- 
tion to the stamp issue, as the 
premiums are covered by a section 
of the Canadian criminal code not 
discussed in the lotteries committee 
sessions. 

The committee reported to Par- 
liament that the existing lottery 
provisions of the criminal code 
should be repealed and re-enacted 
to eliminate ambiguities and in- 
consistencies. 


s Justice Department.officials ad- 
mit, however, it is possible that 
stamp schemes in Canada are 
operating through a loophole in 
the interpretation of the part of the 
criminal code which outlaws them. 
While the stamp issue appears 
to have escaped Parliamentary ac- 
tion for the present, the committee 
did recommend that all types of 
radio and tv advertising contests 
and lotteries, in which contestants 
must submit merchandise labels to 
| participate, should be outlawed. 
| Particularly in the Ottawa area, 
| radio jackpots, as they are known, 
| have been very popular in recent 
years, with prizes running as high 
as $6,000. — 


® One service club is making hay 
through a newspaper advertised 
bingo. An ad appears each day 
with a different number, the win- 
ner playing his card at home upon 
receipt of the evening paper. Such 
contests, as well as the Monster 
Night bingos—where prizes total 
well over $10,000 a night—will be 


a thing of the past if the recom- 
mendations are transferred into 
the lawbooks. 

Parliament is not expected to 
act upon the recommendations un- 
til early next year. 


RCA Denies Zenith Charges 
of Stifling Competition Abroad 

Radio Corp. of America, in a 
formal answer to Zenith Radio 
Corp.’s amended complaint in its 
$61,000,000 anti-trust suit against 
RCA, has denied stifling competi- 
tion in foreign markets and said 
Zenith’s own errors in business 
judgment are responsible for any 
losses the company may have suf- 
fered abroad. RCA’s denial was 
filed in U. S. district court in Chi- 
cago. 

RCA also suggested that Zenith 
may have been unwilling to make 
the necessary investments in for- 
eign countries. Zenith filed its suit 
as a counter action against RCA’s 
suit charging Zenith with patent 
infringements. The trial date has 
been set for Oct. 1. 


Bauerlein Gets Army Account 

The Louisiana Military District, 
U.S. Army, has appointed Bauer- 
lein Advertising, New Orleans, to 
handle advertising for the U.S. 
Army reserve program in Louisi- 
ana. According to Col. J. G. Rey- 
nolds, chief, the Louisiana Military 
District plans an intensive cam- 
paign for 1956-57 in line with the: 
over-all U.S. Army Reserve en-| 
listment program. 


Ayer Adds Armour Products 
Armour & Co., Chicago, has ap- 

pointed N. W. Ayer & Son, Phila- 

delphia, to handle advertising for 


its new line of farm feed additives. | j 


Ayer also handles advertising for 
Armour’s Dash dog food, the 


dairy, poultry and margarine divi-| 
sions, frosted meats division, refin- | 


ery division, and several other divi- 
sions and departments. Service is 


THE highest-rated syn- 
dicated program in 7- 
station New York City on 
any day at any time 

Videodex, May 1956 


Rates throughout the 
ENTIRE NATION among 
Top Ten Syndication 
Series month after month 
after month Videodex, 1956 


AVAILABILITIES 
CONTACT 


handled by Ayer’s Chicago office. 
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Here's one that will give you 
that pleasant feeling! Pontiac 
has six services under one roof 
that function as a source for 


| ideas; photography; the proper 


art medium; outstanding 
typography and the necessary 
photoengravings and 
electrotypes of true quality. 
YOU can buy one or «ll and 
benefit from our 41 years 

of experierice. 

Write or call and let us 

tell you more. 


be 


ART WORK 


812 WEST VAN BUREN ST. 
CHICAGO 7, tLLINOIS 


Market Data Issue 
Pulls Requests for 
68,135 Data Pieces 


Cuicaco, Aug. 15—The May 7 
“market data issue” of ADVERTIS- 
ING AGE broke all records for re- 
sponse from the advertising field, 
final tabulations show. 

A total of 68,135 pieces of mar- 
ket data information was re- 
quested by 2,269 ADVERTISING AGE 
readers taking advantage of the 
service offered in the issue, the 
tabulation shows. This is the issue 
in which market information of 
various kinds issued by media, 
trade associations and _ similar 
groups is described and classified. 
ADVERTISING AGE acts as a central 
clearing house in forwarding re- 
quests for copies from readers to 
the publishers of the various items 
listed. 


® This year—the ninth in which 
the “market data issue” has been| 
published—1,584 items were listed | 
and described, a slight increase) 
from the 1,553 items listed last 
year. The number of readers re- 
questing data jumped substanti- 
ally, however—from 1,898 last! 
year to 2,269 this year—and the| 
number of items they requested) 
jumped even more—from 47,432 
last year to 68,135 this year. 
While these figures indicate an| 
average of 43 requests for each! 
item of market information listed, | 
actual requests ranged from a low 
of two to a high of 508, indicating, 
according to Gorden D. Lewis, AA 
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COOLEST GAL—Lois 
Conway, 18-year- 
old Chicago 
beauty, won the 
“cool gal” beauty 
contest in a Chi- 
cago promotion 
sponsored by 
Chrysler Airtemp 
(AA, June 25). 
Miss Conway, 
whose body tem- 
perature hit a 
cool 98.2*, won a 
two-week vaca- 
tion to Holly- 
wood, a complete 
wardrobe and a 
job for one year 
with Chicago’s 
Airtemp distrib- 
utor. The promo- 
tion resulted in 
@ 1,000% increase 
in Airtemp sales. 
Geren Advertis- 
ing, Chicago, 
handled the 
motion. 


manager of sales and service, a 
high degree of selectivity and 
thoroughness of readership for the 
scores of pages of market data 
listings. 


Konishiroku Photo Introduces 
Konica with Fall Drive 


Konishiroku Photo Industries 
Ltd., Tokyo, has appropriated the 
largest advertising and promotion 
budget in its history to introduce 
its new Konica III 35mm camera 
to the U. S. market this fall. Key- 
oting the campaign will be a drive 
in the October issues of photo- 
graphic media. U. S. Camera will 
carry a two-color bleed page plus 
16 one-column ads throughout the 
issue. Two-color bleed spreads are 
slated for Modern Photography 
and Popular Photography. Spreads 
are also scheduled for Photo 
Dealer, Photo Developments and 
Photo Trade News. 

Among the general media, ads 
are scheduled for Esquire, Holiday, 
National Geographic, New York 
Times Magazine, Sports Illustrated 
and The New Yorker. Local news- 
paper advertising will also run. 
The campaign, which represents a 
300% hike over last year’s budget, 
is being handled by Kameny As- 
sociates, New York. 


ports that 
(formerly “Four Star Playhouse”) 
has been sold in 130 markets. The 
list of advertisers includes three 
major 
Slenderella International 
agement Associates of Connecti- 


Auto Production Down, Except 
for Two, in Ist Half of ‘56 


Despite the fact that two of the 


leading makes of cars were up dur- 
ing the first six months of 1956, 
auto production during the same 
period was off 25% from the com- 
parable period in 1955. It was still 
the third highest first half on rec- 
ord. 


Pacific Finance Corp.’s Automo- 


tive Digest reported 3,191,706 cars 
manufactured during the first six 
months of this year as compared 
to 4,457,150 during the same period 
in 1955. Cadillac, up from 82,201 
to 84,376, and Lincoln-Continental, 
up from 21,679 to 28,406, showed 
the only gains. Among volume pro- 
ducers, Chevrolet made the best 
showing, producing 938,936—some 
60,000 fewer cars than in 1955. 
Output for the year is expected to 
reach 6,000,000. 


Three Buy ‘Star Performance’ 


Official Films, New York, re- 
“Star Performance” 


multi-market sponsors. 
(Man- 


cut) bought the dramas in 35 mar- 
kets, Esso Standard Oil Co. (Mc- 
Cann-Erickson) signed for 49 sta- 
tions, and Budweiser (D’Arcy) 
contracted for 11. 


RAB Adds 11 Members 

Radio Advertising Bureau has 
added 11 new members. They are 
WIRL, Peoria, Ill.; WADS, Hen- 
derson, Nev.; WMSC, Columbia, 
S. C.; KOOS, Coos Bay, Ore.; 
KVAN, Portland, Ore.; WFTC, 
Kinston, N. C.; KSWI, Council 
Bluffs, Ia.; WDWS, Champaign, 
Ill.; WAAB, Worcester, Mass., and 
KTIX, Seattle, Wash. The eleventh 
newcomer was a station repre- 
sentative, Radio-TV Representa- 
tives. 


WDSU Buys Lion Interest 

WDSU Broadcasting Corp., New 
Orleans, has bought a 51% interest 
in Lion Television Corp. Lion owns 
WDAM-TV, Hattiesburg, Méiss., 
which went on the air in June. The 
station has been picking up net- 
work service from WDSU-TV 
through special micro-wave facili- 
ties. With the purchase, which is 
subject to FCC approval, WDAM- 
TV will also air some WDSU-TV 
produced shows. 


Concentrate in 
- the Target Market | 
with the Automotive Leader 


Automotive advertisers place more display advertising linage in 

The Call-Bulletin than in any other San Francisco newspaper— 

because this newspaper concentrates its circulation (and their 
advertising dollars). 


The most for your money where it counts the most . . . 


SAN FRANCISCO | 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


San Francisce 


Advertising Age, August 20, 1956 


Ypsilanti Grocery 
Buyers Consult Ads 
But Ignore Stamps 


YPsILANTI, Micu., Aug. 14— 
More than 80% of all large 
grocery purchases by low in- 
come families here are made in 
chain stores, according to a Uni- 
versity of Michigan survey re- 
leased yesterday. 

Highlights of the study: 

Low price was the most im- 
portant factor cited by those 
who made large purchases at 
chain stores. 

Trading stamps ranked near 
the bottom of the list of reasons 
for patronizing a store. 

Nearly one-third (32%) said 
their shopping habits were in- 
fluenced by advertising. They 
reported going to a particular 
store because of an advertise- 
ment. 


® Of those influenced by ad- 
vertising, 66% said they were 
influenced by newspapers, com- 
pared with 17% each by hand- 
bills and store signs. None re- 
ported being influenced by 
radio and tv advertising. 

The influence of advertising 
showed a direct relationship to 
income. In the under-$2,000 in- 
come group, 24% reported shop- 
ping at a particular store be- 
cause of advertisements, com- 
pared with 48% among those 
with incomes of more than 
$5,000. 

The survey findings were ob- 
tained in a random sampling 
of households made locally by 
university students. 


U.S.-Canada Tax 
Pact Aims to Spur 


Canada Investment 


Toronto, Aug. 14—The new 
tax convention between Can- 
ada and the U.S., which is sub- 
ject to legislative ratification at 
Ottawa and Washington, is de- 
signed to permit a greater 
measure of investment by Ca- 
nadians in Canadian branches 
of U.S. companies. 

The key provision of the con- 
vention is that subsidiary com- 
panies in Canada which are 
50% or more owned by a U.S. 
company will be subjected to a 
tax of 5% on all dividends 
paid. 

In other words, a subsidiary 
of which the Canadian owner- 
ship is just under 50% will be 
subject to a new and lower rate 
of taxation on dividends. 

The old rate applied to sub- 
sidiary companies that were 
owned to the extent of 95% or 
more by a U.S. parent comipa- 
ny. The new provision should 
be an inducement to U.S. own- 
ers of branch companies in 
Canada to encourage Canadian 
investment in their shares. 


® With share ownership in 
U.S. subsidiaries in Canada, 
representation on boards of di- 
rectors should become open to 
Canadian shareholders. This, 
too, is regarded here as advan- 
tageous to U.S. companies car- 
rying on business in Canada 
through a branch. The wholly- 
owned U.S. subsidiary may be- 
come a thing of the past. 


Macy's Faces FTC Hearing 

The Federal Trade Commis- 
sion will hold a hearing in 
New York Aug. 27 on a com- 
plaint accusing R. H. Macy & 
Co. of using fictitious pricing 
claims to advertise furs. 


ABC Radio Signs Two 
KGAK, Gallup, N. M., and 

KCNO, Alturas, Cal, have af- 

filiated with the radio network 


of American Broadcasting Co. 
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The big attraction is DAY-GLO* 


The message that attracts eyes quicker 
and holds them longer is the one that’s 
done in DAY-GLO! Up to four times 
as bright as the brightest of ordinary 
colors, vivid DAY-GLO actually glows 
from within to flag down today’s fast- 
moving traffic! 


All seven Sunbonded DAY-GLO colors 
keep their brightness, too—up to six 
months on DAY-GLO painted bulle- 
tins, up to four months on DAY-GLO 
screen processed posters. Remember 
to specify genuine Sunbonded DAY- 
GLO* to be sure of highest quality. 


Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 


SUNBONDED® 
DAY-GLO* 


*“Sunbonded” and ““DAY-GLO” are Registered Trade-Marks for daylight fh color products manufactured by or under license from Switzer Bros., Inc. 
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Politics Yields TV Floor to Admen; 
‘Spec’ Aims for Rating (Votes, Too) 


(Continued from Page 1) 
served. Media and sponsors, how- 
ever, are already looking longingly 
toward San Francisco—not merely 
because of the richer variety-show 
fare promised there. 

The thousand or so network tv 
people especially have reason to 
be wistful: Under the best of cir- 
cumstances, they have only two 
days in which to lug as much of 
their costly equipment as possible 
out to the West Coast. Every hour’s 
delay beyond that means that 
much more equipment which 
might not make it to the Republi- 
can convention. 


8 It also means that much more 
cost to the networks, which are 
more or less resignedly expecting 
to , lose millions even after the 
sponsors’ checks are turned in. An 
example of what is involved has 
been the case of NBC. That net- 
work set up a 30-room “house” on 
the International Amphitheater’s 
second floor, chilled it with 75 
tons of air conditioning and filled 
it with 400 people and enough 
tv equipment to operate three 
stations the size of WRCA, New 
York, or WNBQ, Chicago. 

Starting Friday, if at all possi- 
ble, it will have to transport to 
San Francisco 300 of the people 
and 14,000 Ibs. of the equipment 
in time to be operating Sunday. 
The seven tons of equipment, in- 
cidentally, is only the smaller por- 
tion of what is now planted in 
Chicago. 


s The other nets are in much the 
same spot, and in several other 
spots besides. One trouble has 
stemmed from the very “tv-ness” 
of this year’s Democratic meet- 
ing: Despite all talk about run- 
ning “tight” convention shows this 
year, the networks were counting 
on the oldtime formula under 
which convention sessions start 
30 minutes to an hour late. 

Then, as the nets expressed it, 
Paul Butler, Democratic national 
chairman, “double-crossed” them 
by starting the sessions on time. 
Out of this came a cruel choice, 
especially at night: Costly last- 
minute preemptions or late arriv- 
al at the convention. In the first 
three days the nets tried both 
approaches, getting themselves al- 
ternately in trouble with sponsors 
and Democrats. 

Only as the convention ap- 
proached its end did all networks 
settle on one procedure—that of 
opening on Mr. Butler’s time. 


® The networks’ highly-organ- 
ized “sidebar” approach to the 
convention got them into more 
Pwidely-publicized trouble with Mr. 
Butler. Their practice of ditching 
the convention in favor of inter- 
views and commentary when 
things, in their judgment, got dull 
had already incensed the Demo- 
crats by the time of CBS’ now- 
famous dumping of the Democratic 
campaign movie Monday night. 
However, Mr. Butler’s public re- 
proof of CBS did little except 
offer that network and ABC a 
fine chance to argue for the right 
of television to “exercise its news 
judgment.” 


s For the big advertisers—the net- 
work tv sponsors—the big show 
seemed likely to be a very quali- 
fied success. In the early sessions, 
at least, the tv audience was ahead 
of normal during the daytime ses- 
sions, but considerably below nor- 
mal nighttime ratings, AA was 
told. 

There was a good possibility that 
the biggest benefactors of the con- 
ventions might turn out to be the 


spot purchasers: Whole remudas 
of local and regional spots kept 
filing in after each network com- 
mercial, for a total of as many as 
five straight pitches of one kind 
or another. 

Advertising agency men were 
much in evidence around the net- 
work spaces, and the irregularity 
of timing on the commercials gave 
them much to do. The agencies 
for NBC and CBS sponsors espe- 
cially had a coordinating job, In 
NBC’s case there were three spon- 
sors claiming commercial time 
(which tended to be used in in- 
tensive bursts during dull periods) . 
In the case of CBS, two agencies 
had highly distinct commercial as- 
signments for the same sponsor. 


= Both NBC and CBS had “agen- 
cy” or “client” booths in which 
the admen could do their coordi- 
nating. In the CBS booth was a 
three-man McCann-Erickson team 
headed by Thomas Losee, vp in 
charge of the Westinghouse con- 
sumer account. To care for the in- 
stitutional-industrial side, Ketch- 
um, Macleod & Grove contributed 
a nine-man delegation with the 
president, George Ketchum, in 
charge. 

In the NBC spaces, Kenyon & 
Eckhardt seemed to predominate; 
it had somewhere near 20 repre- 


NOTHING'S SACRED—Leaving nothing 
whatever to chance, NBC-TV even 
turned a lip reader (Delores 
Mona) loose to monitor the mut- 
terings of on-camera, off-sound 


personalities at the Democratic) 


convention. Here, she’s eavesdrop- 
ping on Mr. and Mrs. Truman. 
sentatives there, including Clinton 
Wheeler, vp and RCA account 
exec. K&E had two jobs: To su- 
pervise RCA commercials and to 
help run the client’s hospitality 
center for press and delegates. 

For Oldsmobile, D. P. Brother 
sent a staff of four, including 
Kenneth Manuel, vp and radio-tv 
director, Dick Reynolds and Mel 
Furney. For Sunbeam, Earl Per- 
rin, whose Perrin-Paus agency 
headquarters here, was a constant 
visitor. 


At ABC a group headed by 
Frank M. Hutchins, president of 
Hutchins Advertising, looked aft- 
er Philco’s interests. And besides 
all these, there was a large num- 
ber of officials from the sponsor 
companies, including a whole pla- 
toon from Westinghouse headed by 
Gwilym Price, president. 


® Plenty of other advertisers could 
be found the length and breadth 
of the convention operation, most 
of them either manning exhibits or 
placing their wares in conspicuous 
places around the town. Soft 
drink and lemonade (Sunkist) 
dispensers joined the concession 
booths and various sideshows to 
make a miniature midway out of 
some floors of the Conrad Hilton 
hotel. Trans World Airlines, for 
example, operated a photo gallery 
there and, incidentally, did a 
whale of a business with delegates. 


At the Amphitheater, the rail- 


agency for Philco, monitors the 


Backstopping him are Robert E. 
ing), and Raymond B. George 


road and airline associations, RCA 
and Coca-Cola had equal success 
operating refreshment centers for 
delegates and the press. 

Clapp & Poliak’s American 
Showcase was another matter, 
however. That assemblage of 22 
exhibits manned by national ad- 
vertisers was unique in U.S. po- 
litical history, and it promised to 
stay unique, according to the com- 
pany which staged it. Said Sol 
Poliak, fervently: “Never again!” 


® Mr. Poliak’s wrath was directed 
against Mr. Butler and the Demo- 
\cratic party, whose convention 
irent his Showcase was paying. 
|His charge: That Mr. Butler and 
Leonard Reinsch, convention di- 
rector, “repudiated every promise 
made to us and proceeded to har- 
jass us.” 

| The harassments, he said, in- 
|cluded an attempt to keep the ex- 
|hibitors out of the Amphitheater 
land their own exhibits, and the 
tearing down of a sign advertising 
|the Showcase to delegates. This, 
|he said, in spite of a letter from 
| Mr. Butler promising “full cooper- 
ation.” 

To rub it in, Mr. Poliak went on, 
there was a verbal promise from 
Jacob Arvey, Illinois committee- 
man, that “we would be in the 
program and have our name 
broadcast repeatedly on the con- 
vention p.a. system. We never got 
either.” 


® The exhibitors themselves also 
had beefs, revolving chiefly (as 
did most things at this conven- 
tion) around tv. “Clapp & Poliak 
oversold us, promising us that we 
would get on television,” said a 
representative of one of the big 
soft drink companies. 

And true enough, there was lit- 
tle tv activity around the Show- 
case. Ronson, which operated a 
free and heavily patronized shave 
service for delegates, claimed to 
have showed up on the ABC news 
coverage. Coca-Cola, which was 
big everywhere, got some passing 
mentions by network interviewers 
when (as was almost inevitable) 
their subjects turned out to be 
having a free Coke. 


& Any unhappiness around the 
American Showcase was not due to 
diffidence on the part of the dele- 
gates, however. They patronized 
the giveaway stands in huge num- 
bers. Canada Dry managed to dis- 
tribute more than 5,000 sun visors 
to delegates and visitors who need- 
ed protection from the tv lighting. 
The big Showcase trouble could 
be blamed—like everything else— 
on the Republicans. It was their 
decision not to meet in Chicago 
which drastically reduced the 
number of exhibitors—leaving 
Clapp & Poliak with all it could 
do to pay the Democratic rent. 


FILL-IN FOR PHILCO—H. Pierson Mapes, vp of Hutchins Advertising, 


Democratic convention coverage 


from ABC’s master control center in Chicago’s Amphitheater. 


Kintner, ABC president (stand- 
(seated, center), vp of Philco. 


‘Democrats All’... 
Norman, Craig 
Smoke-Fills Room 


for Eager Client 


Cuicaco, Aug. 16—Down one of 
the windingest corridors of the 
Conrad Hilton hotel’s eighth floor 
this week you could find, if you 
hunted long enough, one of the 
most significant of the Democratic 
convention’s smoke-filled rooms. 

Its small dimensions contained, 
with hardly an inch to spare, a 
ten-man delegation of Norman, 
Craig & Kummel, ad agency for 
the Democratic campaign. In di- 
rect charge of it were two of the 
agency principals, Eugene Kum- 
mel, vp and secretary, and Walter 
Craig, vp in charge of radio & tv. 

Others present included Chester 
Herzog, Democratic account exec- 
utive, and Lee Miller, who heads 
the agency’s Washington office 
and has been working on conven- 
tion press relations and publicity. 
And Walter O’Meara was there, 
having laid aside his consultant’s 
duties (for Sullivan, Stauffer, Col- 
well & Bayles) to serve as creative 
head on the account. 


= What were they doing there? 
Many voices answered. Advertis- 
ing, it seems, is no mere post- 
convention activity for the Demo- 
crats, and its range is wide. _ 

“We redesigned the convention 
setting,” said Eugene Kummel 
from around a telephone receiver. 
“We've been helping the conven- 
tion manager [Leonard Reinsch] 
procure singers, performers, color 
guards. We’ve been getting cre- 
dentials for them...” 

Mr. Craig broke in here to tell 


89 


about the quiz show Monday night, 
which Gov. Clement of Tennessee’ 
emceed. The agency, which de- 
veloped both the “$64,000 Ques- 
tion” and the “Big Surprise,” 
lined up a top-winning juvenile 
from each giveaway (Gloria Lock- 
erman and Lenny Ross), brought 
them out on an expenses-only ba- 
sis. Mr. Craig wrote and directed 
the quiz, which the cluster of ad- 
men saw as something new in po- 
litical convention annals. 


@ Just the same, said Mr. Kum- 
mel, “I don’t think you can make 
a tv spectacular out of one of these 
things. You can’t replace the ex- 
citement of the contest itself, can 
only put in bits and touches.” 

“I think the GOP is a lot more 
in need of theatricals than the 
Democrats,” he added. 

The agency has been busy in 
other areas too. Under Mr. O’Mea- 
ra’s direction it has written and 
published 20 flyers on such things 
as foreign policy, schools, “give- 
aways,” Republican “slips of 
tongue” (“kennel dogs,” “the right 
to suffer”), and so on. All are of 
notable brevity as campaign fod- 
der goes. 

Mr. O’Meara and staff have also 
managed to write all the spot radio 
and television scripts before the 
convention, mimeographing . if- 
ferent versions to suit any of, suv- 
eral possible candidates. 


s The agency “hasn’t yet made a 
bloody foot of film,” Mr. Craig 
said, but it has the machinery set 
up. It has gathered more than 20 
commercial directors “from here, 
there and yonder” and a not-yet- 
announced hand from one of the 
jtop New York production outfits 
‘to be “central coordinator of pro- 
duction.” He will hand out the 
scripts to particular directors, who 
will then shoot the films pretty 
much on their own. 

In addition to all this, the agen- 
cy has lined up a camera crew 
and 31 agency people to work on 
the account—“our own, parttime 
workers and people from other 
sources.” 

How does Norman, Craig view 
the account, Mr. Kummel was 
asked. As a public service? 


s “Public service,” he mused. 
“Well, we're all Democrats and en- 
thusiastic. But we saw it as a 
business proposition, and went 
after it on that basis. 

“We aggressively sought the ac- 
count; they didn’t seek us,” he 
emphasized. “The Democrats, in- 
cidentally, see us in the same light 
—as advertising specialists hired 
to do a iob.” 


Simmons-Boardman Names 2 
Richard S. Barton, formerly an 
advertising copywriter with Mac- 
millan Publishing Co., and John R. 
McMahon, previously promotion 
manager of Industrial Distribution, 
have joined the promotion depart- 
ment of Simmons-Boardman Pub- 


lishing Corp., New York. 


O’Meara 


campaign drive gather in their 


Herzog 
A JOB TO DO—Leaders in Norman, Craig & Kummel’s Democratic 


Craig 


smoke-filled room at convention 


headquarters. The conferees are Eugene Kummel, vp and secretary, 
Walter Craig, vp in charge of radio and tv, Chester Herzog, Demo- 
cratic account executive, and Walter O’Meara, who is working with 


the NC&K task force as creative director for the campaign. 


ee, 2. a Tae des eB aterm. iz oad er as Ne? Bas va ee si) Se te i 
‘i ; Eee * ae J aq 1 ees Be. oe aks ah lets bra gee 32 a _ ae ey : ( 
a Bie ap a ceL eS a = | i oe. = oe es oe . is A ee i ee ee 
ae — " Sh f 
Boe i. ‘ 
ee 
De 
soil | Bs : 
a So oS. hee a ae | : 
i - Be: Syke a es = - : 
ee = oer : BA a, a na 
a a a a hl ; 
“oe SS Sy a a : ss '& the A a 3; 
a : ie Me i 2 E ae BE 3 
i” | eee, a ae —y : 
ek a. iS é a joa ey 3 
: | Boi) | ’ aa : t¢ nee : 
oe — igs: 
| 9 a : ae ¢ 
| Et ae & - ae 
ee x eens 7 So pie ae) : 
4 2 ... fe =) gee 
e Ta (ask § Fe : 
ee So digea ie a . Ee egw og i 
Hees ae ee: % 
> ae i ne 2 eee ng 
4 Bac a: Ris ee : = re ; 
: i oe “i ag ont 7 = Mate oS = j ‘ 
Me : em Pee a on - ert eo: co 
" ¥ Sie 2 oe = a a - Fo gl ea ae | es 
c eee | 3 ae te ie? A Se Fo | ; 
aos 0 sna » oS ae eee a 
i arse ea ‘ a ae cious 3 : 
; ‘Se as ie : » eee ca ce hae Bs * 
P aa eestor: eee ee bar 
Sha Sgemumale eee Se ee. a Tie Oe - 
pe oo ee Se ie. ee . 
¥ i - a ee en - earners wee : oS ee | 
y ed : “5 Sf res M aa ee 
pa i C2 a Bae | 
* j Ri . | Py 
| 
‘ 
| Seal: 
) — a : 
A a 
} uy 
ee i : : + : ; 
i ‘ sm 
aa Pet, 
; a eae a a i ; 
es og coy > a a 
Se ‘elie: — 
— ¢ 2 ee . 
‘ a Ti 
i ae a < a, 
’ oS an ok 
i SE ll i} S 
H pe oot le rT +). ' : 
: ’ "Me ; 
| -. < 
| * 
{ =_. 
| : 
| ; 
' = ‘ 
\ ; 
' 
i 
i } 
i 
} 
' 
. 
, a | 
REE AEA or Taal ae 3 
\ | z 7 Keds - é ] 
{ ae Ree R ay 
| | ba ; = é € 4 7 e 3 
; Ba ali R ~~ ft oe ic: ; 
y | ' 7 4 abe om. ua ‘ 
3 1 Ns .: pe aa ae pier i 
4 | Be cat = : g me 
7 y & : ; at - 7 
z | 3 . ; ts 3 a: . 
- mae J Ke - i “" 
a | re. b \ qq . ’ Aes oy Be ¢ veel , = 
. . ee ‘ Oe ae” Sa : 
. 7 ie. a . S ee tee ee ee Biss ASS mi rs, + 
Dat a ia ite ol ae ee : 
ah ai i 3 i 3 
asi Seok b af . Edin cS ‘ 
ae ~~ 7 paaePner: # ees me ; 
bet ip | e ‘ coe ae “ _ = Sg Saas a" 
ple c: | % - b “3 , a’ ; SS ip S 
ae | : KEM san He an 
a is 4 Ps “ . p’ at } em. ” 
AS f | «7s p mm an ang 2 
om at oe ee se Pik ie 
7g . P A ‘ : 
. . 
ee | ? 
‘a / is 
ae | > 
~ ail | Abr 
Bie ae 
eae a 
ie P } ~ : 
aa | uss 
a | ~ 
i i 
a 
a a | 
s ee | ee 
Jie a ¢ ’ : 
ae > 
ein’: i : 
aaeae 
at i wo - i= ns orca oasesenscmeeseneeeeeetememenenaememe eect eect _ . 
8 : As " RSE ce ~ Jes 


THE 


LANDING 


STRIP 


as seen by 


JOHN BURGOYNE 
We've recently had a lot of laughs 
at a good friend who has gone back 
to householding after a considerable 
stretch of hotel living. He says he 
is learning all over again how to 
blacken the toast so it could be used 
for makeup in a minstrel show, and 
how to bust the poached eggs while 
dishing them up; not to mention 


breaking pieces out of the glass cof- 
feemaker when it’s full. As you may 
have guessed by this time, he is all 
thumbs and a big help in the kitchen. 
His worst blunder was to bring home 
to his helpmeet of three decades a 
copy of “The Joy of Cooking.” That's 
where he got the big lump on the 
back of his head. 


So ©® .s 


We don’t intend to get into any 
argument here about whether chop 
suey and chow mein originated in the 
Flowery Kingdom or on Pell Street 
in New York or Grant in San F'l'isco. 
But the tasty combination of bamboo 
shoots, water chestnuts and bean 
sprouts is downright popular with 
people who never saw a red-button- 
mandarin and never hope to see one. 
A confector of Chinese food special- 
ties developed a chow mein with 
choice of chicken, pork or shrimp, 
and enlisted Burgoyne to conduct 
panel tests in Peoria, Syracuse and 
Omaha to find out the selling possi- 
bilities. An active store promotion, 
and local advertising, gave the new 
products a good boost, and last re- 
ports show a steadily rising demand. 


Everybody likes ice cream, as long 
as it’s vanilla. That is, everybody ex- 
cept small chillun, who long ago dis- 
covered that chocolate makes a much 
more satisfactory smear for their lit- 
tle faces, durn ’em. The makers of 
a nationally-distributed ice cream 
brand, in a laudable effort to increase 
volume, brought out a large and lus- 
cious-sounding list of new flavors, 
with different kinds of fruit not pre- 
viously used for the purpose. Bur- 
goyne ran panel tests in Harrisburg, 
Grand Rapids and Canton; and what 
do you suppose the ice-cream cus- 
tomers bought? Vanilla. 

You got a new product, you got 
doubts, call Burgoyne. He can find 
the answers at almost microscopic 


Nielsen Radio 


Two Weeks Ending July 14, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 


Rank Program 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS 


SCCaOnNO UWA WH — 


Henry J. Taylor (General Motors, NBC) 
On-Line With Considine (Mutual Benefit, MBS) 
Allan Jackson-News (Sustaining, 8, CBS) 


People Are Funny (Gillette Co., NBC) ........cccccccscccssescensesresesrennnersennennnes 
Edgar Bergen (CBS Columbia, CBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
1 News of the World (Miles Labs., NBC) 

2 One Man's Family (Participating, NBC) 

3 Lowell Thomas (Delco Batteries, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


All Star Baseball Game (Gillette Co., MBS) 


Aunt Jenny (lever, CBS) 
Helen Trent (Carter, CBS) 


Aunt Jenny (Lever, CBS) 


Road of Life (General Foods, CBS) 
My True Story (Sterling, Park & Tilford, ABC) 


Helen Trent (General Foods, CBS) 


Young Dr. Malone (Toni, CBS) 
Helen Trent (Toni, CBS) 


SCCOnNOWAWNH — 


Arthur Godfrey (Kendall, CBS) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) 


News, (Sustaining, 4, CBS) 


2 
3 Robert Trout-News (Chevrolet, 12, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


1 Gunsmoke (Liggett & Myers, CBS) 


2 Weather-Highways (Asphalt Institute, CBS) 


3 Allan Jackson-News (Chevrolet, 1, CBS) 


**Rating is for Monday, Wednesday and Friday. 
{Rating is for Tuesday and Thursday of the second week. 


ttRating is for Tuesday and Thursday. 


#Rating is for Monday and Wednesday of the first week and Tuesday and Thursday 


of the second week. 


##Rating is for Tuesday and Thursday of the first week and Monday and Wednesday 


of the second week. 


California National Gets Rights 
for First ‘Tarzan’ TV Series 
California National Productions 
Inc., NBC subsidiary in Hollywood, 
has acquired rights to produce and 
distribute the first “Tarzan” film 
series for tv, with production be- 
ginning this fall. A new half-hour 
series will be ready for television 
in January. California National 


will also jointly control with Sol | 


Lesser, producer of many “Tarzan” 
theatrical films, the distribution of 
all “Tarzan” features to tv and 


motion picture theaters. Addition- 
ally, California will handle mer- 
chandising of the character, with 
the exception of publication rights. 


Blair to Rothbardt & Haas 

Blair Mfg. Co., Springfield, 
Mass., has appointed Rothbardt & 
Hass Advertising, Chicago, to han- 
dle advertising for its entire line 
of power and hand lawn mowers. 
The agency will begin work on an| 
expanded ad program for the 1957} 
selling season. 


Central Fla. Our World 


Will Rogers used to say that some day he’d like 
to fly to some remote spot of the world and not be 
greeted by a N. Y. Times correspondent. 


CENTRO. FLD 
p SENTINEL- gy 


Tampa, Jacksonville popers . 


Well, we don’t have any 
world correspondents, but 
we've got so many of them 
in Central Florida, we're 
like the guy who went 
broke on Wall St... . He 
didn’t know how much he 
owed.. . We don’t know 
how many Cen. Fla. 
writers we Owe and own. 

We print 10 custom- 
tailored editions for 10 
Central Florida areas. 

That’s why we have a 
Road Block against Miami, 
. . Add all their cir- 


culations together in our 5 counties and we beat 


them 4 to one. 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 


National Representatives Burke, Kuipers & Mahoney 


Revlon Zooms to 
12th Rank Among 


Spot TV Buyers 


(Continued from Page 1) 
Lever Bros. moved into the ninth 
spot by nearly tripling its first- 
quarter budget. 

Total gross expenditures for spot 


tv for May, June and July hit an) | 


estimated $105,584,000—which was 
more than $5,000,000 ahead of the 
preceding quarter. The second 


TV Spots: Types Used and 
Time-of-Day Breakdown 
Dollars Per Cent 
$ 36,714,000 34.8% 
58,589,000 55.5 
10,281,000 9.7 
100.0% 


Late Night 


21,801,000 
$105,584,000 


quarter also was slightly ahead of 
the fourth quarter of 1955. 


= Some 2,978 companies bought 
some form of spot tv, ranging from 
ten-second IDs to program spon- 
sorship, in the course of the quar- 
ter. This is a few more names than 
were attracted by the medium in 
the corresponding period a year 
ago, when a total of 2,873 sponsors 
were carrying spot. 

Estimates on spot tv’s status are 
supplied to TvB by N. C. Rora- 
baugh Co., which gets its data from | 
300 stations covering 203 video 
markets. Estimates are computed 
on the gross one time rate as of 
January, 1956. 

(Expenditures of the top 200) 
spot tv advertisers for the second | 
quarter of 56 are on Page 91.) | 


‘Oregon Journal’ Elects 
McLain: Names Haines 

Harry C. McLain, advertising 
director of the Oregon Journal, | 
Portland, has been elected a mem- 
ber of the board of Journal Pub- 
lishing Co. and 
named vp in 
charge of sales. 
He now will di- 
rect the newspa- 
per’s advertising, 
circulation and 
service depart- 
ments. 

At the same 
time, D. S. (Scot- | 
ty): Haines, for-| 
merly secretary) 

— of the Pacific 
Northwest Newspaper Assn., has) 
joined the Journal as administra- 
tive assistant to the publisher. 


| 


Sloane to Harnischfeger 

Eugene A. Sloane, formerly as- 
sistant to the president, Lennox) 
Industries, has been appointed ad-| 
vertising and merchandising di-| 
rector of Harnischfeger Homes, | 
Port Washington, Wis. He suc-| 
ceeds the late E. R. Champion, who. 
died June 12 (AA, June 18). Mr.| 
Sloane also has been an account 
executive and copywriter of Camp- 
bell-Mithun, public relations di-| 
rector of Trane Co. and has been’ 
with Domestic Engineering. 


Kenwood Mills Advances Two 

Fred Blessing, national sales 
manager of Kenwood Mills, New 
York, maker of Kenwood blan- 
kets and women’s wear fabrics, 
has been promoted to general sales 
manager of Kenwood’s wholesale 
division. Colby Easterbrooks, east- 
ern district sales manager, will 
succeed Mr. Blessing as national 


sales manager. 


Advertising Age, August 20, 1956 


“DON'T MIX 
YOUR SIGNALS! 


Don’t mix your signals! Boost 
traffic at Points of Purchase, by 
the one method that has proved 
effective in Memphis! The person- 
alized communications system of 
WDIA! Let WDIA—the 50,000 
watt station—give you the green 
light for a smooth flow of traffic 
to the point, where your brand of 
merchandise is on sale! 


Oniy Method 


There is a fantastic Negro mar- 
ket in Memphis. Almost one-tenth 
of all the Negroes of America are 
concentrated in this area. Indus- 
try hands them a pay envelope, 
containing a quarter of a billion 
dellars. They want to spend it. 
But the entrance of industry into 
the South has been recent . 
their own expansion of economy 
swift . .. and this means a brand- 
new purchasing power. Reader- 
ship is yet very low — therefore, 
newspaper advertising is ineffec- 
tive. TV ownership is too limited 
to give more than nominal results. 
The only medium which is able to 
reach those 1,237,686 Negroes, is 
WDIA. Its listenership is tre- 
mendous. Its customized pro- 
graming, featuring Negro stars, 
entertainers, and personalities, 
produces concrete sales as 
no other medium has done—or 
can do! 


Market Control 


With its 50,000 watt coverage, 
WDIA dominates the Negro mar- 
ket in Memphis and surrounding 
trade zone. WDIA’s 50,000 watt 
spread—the most powerful radio 
station in Memphis—makes con- 
tact. Then, its Staff establishes 
rapport with listeners, who com- 
prise the largest Negro market in 
the nation. Its entertainers capti- 
vate the minds, reach the hearts, 
and condition the buying habits 


‘of 1,237,686 potential consumers 


of your product. 


Ad Placement 


Place your advertising in the 
only medium, where it can do 
good. Channel your sales ap- 


| proach through WDIA. Reach and 


sell 1,237,686 Negroes, who have 
over $250,000 to spend this year. 
Let WDIA specialists direct traffic 
to converge at the points of pur- 
chase, where you want to move 
your product. These specialists 
are controlling sales action for 
national products, such as: 


| Kellogg . . . Maxwell House 


Coffee . . . Camel Cigarettes 
..- Colgate Dental Cream... 
Carters Little Liver Pills 


Write a note, on your letterhead 
now, inquiring how WDIA can 
boost traffic . . boost sales . . for 
your brand of goods. Include, also, 
a request for a bound copy of, 
“The Story of WDIA!” 

WDIA is represented nationally 


by John E. Pearson Company. 


«all 


HAROLD WALKER, Commercial Manage’ 
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Advertising Age, August 20, 1956 


Top 200 Spot TV Advertisers 


Second Quarter, 1956 


Source: N. C. Rorabaugh estimates for Television Bureau of Advertising 
Figures in parentheses indicate company’s rank in first quarter, 1956. 


Estimated 
Rank Advertiser Expenditure 
1. Procter & Gamble (1) .... $6,541,000 
2. General Foods Corp. (4) .. 2,978,200 
3. Brown & Williamson (2) .. 2,673,400 
4. Sterling Drug (3) ............ 2,138,500 
5. Colgate-Palmolive Co. (7) 2,115,700 
6. Philip Morris & Co. (8) .... 1,833,100 
7. National Biscuit Co. (9) .. 1,735,900 
8. Miles Laboratories (6) .... 1,392,600 
9. Lever Bros. (38) ................ 1,263,900 
10. Liggett & Myers (14) ........ 1,237,400 
11. Coca-Cola Co. & 

SS _, eeem eames 1,215,400| 
a BN  cdskinerntncsetnteccsians 1,191,400 | 
13. General Motors Corp. (10) 1,170,700 
14. Kellogg Co. (5) oo... 1,139,600 | 
15. Bulova Watch Co. (11) .... 1,121,600! 


16. Continental Baking Co. (20) 1,103,200 


Estimated 
Rank Advertiser Expenditure 
17. Amer. Tel. & Tel. Co.* (13) 976,700 
18. Robert Hall Clothes (17) .. 973,800 
19. Carter Products (15) ........ 916,500 
20. Helaine Seager Co. (23).. 890,900 
21. Charles Antell Inc. (18) ..... 843,700 
22. Ford Motor Co. (16) ........ 762,900 
23. Warner-Lambert (22) ........ 745,400 
24. Minute Maid Corp. (19) .. 680,200 
25. Standard Brands (75) .... 673,100 | 
26. Nehi Corp. & bottlers ... 616,000 | 
27. Block Drug Co. (21) ........ 613,100 


28. Corn Products Refining (42) 
29. Florida Citrus Comm. (25) 589,000 
30. R. J. Reynolds (35) ........ 558,700 


31. Sales Builders Inc. (56) .... 549,700 
32. Harold F. Ritchie Inc. .... ‘ 
33. Pepsi-Cola Co. & bottlers (55) 545,700 


Rank 


49. 


Estimated 

Advertiser Expenditure 

. Borden Co. (29)... 545,200 
TE Ba Be Sectsicrcmnincasene 530,700 

. Esso Standard Oil (31) ..... 528,000 
« Nestle Co. (30)... 524,000 
. P. Ballantine & Sons (41) 514,200 
. Radio Corp. of America (63) 471,700 
. E. 1. du Pont (166) ........ 470,100 
. P. Lorillard & Co. (89)... 460,600 
. General Electric Co. ........ 459,300 
. Northern Paper Mills (39) 453,100 
. Carling Brewing Co. (84) 437,600 
5, \. | Soke coe 428,900 
. Stokely-Van Camp (50)... 415,600 
. Chrysler Corp. (36) ........ 414,600 
. Chesebrough-Ponds (37) .. 414,500 
Anheuser-Busch (66) ........ 405,300 


BUILDING MATERIAL, EQUIP., 


FIXTURES, PAINTS _ 1,175,000 
Fixtures, Plumbing, 

Supplies ......... 157,000 
RAR eRe 212,000 
D.Sc in se ocho 384,000 
Power Tools ....... 253,000 
Miscellaneous ...... 169,000 

CLOTHING, FURNISHINGS, 
ACCESSORIES .... 2,221,000 
GEE 6 6 oes 'und no 1,480,000 
Feotwear .......... 674,000 
Es diy a ie aro 25,000 
Miscellaneous ..... 42,000 

CONFECTIONS & SOFT 
lk 5,322,000 
Confections ........ 1,822,000 
Soft Drinks ........ 3,500,000 


_ CONSUMER SERVICES 3,126,000 


COSMETICS & 
TOILETRIES ...... 9,541,000 
Cosmetics ......... 3,093,000 
Deodorants ........ 827,000 
Depilatories ....... 148,000 
Hair Tonics & 

Shampoos ....... 1,996,000 
Hand & Face Creams, 

BE oo ck aces 129,000 
Home Permanents 

Coloring ........ 1,134,000 
Perfumes, Toilet Wa- 

Oe MOB sce soe 372,000 
Razors, Blades ..... 205,000 
Shaving Creams, Lo- 

tions, ete. ........ 849,000 
Toilet Soaps ....... 736,000 
Miscellaneous ...... 53,000 


; DENTAL PRODUCTS 4,442,000 


Spot TV Expenditures by Product Classification 


AGRICULTURE ..... $ 327,000 
Feeds, Meals ....... 252,000 
Miscellaneous ...... 75,000 

ALE, BEER & WINE .__ 9,009,000 
YF eer 7,916,000 
ca kp awh es Seen 1,093,000 

AMUSEMENTS, ENTER- 
TAINMENT ....... 139,000 

AUTOMOTIVE ...... 3,556,000 
Anti-Freeze ....... 6,000 
RI alin oss kx 56,000 
Ee A eee 2,447,000 
Tires & Tubes ..... 224,000 
Trucks & Trailers .. 39,000 


Miscellaneous Accessories 
& Supplies 784,000 


Dry Cleaning & Laun- 

Gries ..... RRA 26,000 
Financial .......... 505,000 
Insurance ......:.. 474,000 
Medical & Dental 51,000 
Moving, Hauling, 

Storage ......... 106,000 
Public Utilities 1,374,000 
Religious, Political, 

MIE os a pa es ke 254,000 


Schools & Colleges . 31,000 
Miscellaneous Services 305,000 


DRUG PRODUCTS .. 


Second Quarter, 1956 


Dentifrices ........ 3,893,000 
Mouthwashes ...... 351,000 
Miscellaneous ...... 198,000 

6,468,000 


Cold Remedies 


eeeee 


Headache Remedies 1,116,000 
Indigestion Remedies 1,986,000 
ES os as hah as 942,000 
era 268,000 
Weight Aids ....... 614,000 
Miscellaneous Drug 

Products ........ 1,153,000 

Drug Stores ....... 322,000 
FOOD & GROCERY 

PRODUCTS ....... 28,381,000 

Baked Goods ...... 5,219,000 

GI nays atin es ced 2,068,000 

Coffee, Tea & Food 

RR TS 5,292,000 
Condiments, Sauces, 

Appetizers ....... 1,453,000 
Dairy Products 2,214,000 
BTS So weses se 945,000 
Dry Foods (Flour, Mixes, 

Rice, ete.) ....... 957,000 
Frozen Foods ..... 1,897,000 


Fruits & Vegetables, Juices 
(except frozen) .. 1,666,000 
Macaroni, Noodles, 


000 
Margarine, Shortenings 1,243,000 


Meat, Poultry & Fish 
(except frozen) .. 1,579,000 
Soups (except frozen) 245,000 
Miscellaneous Foods 1,808,000 
Food Stores ....... 1,312,000 
GARDEN SUPPLIES & 
EQUIPMENT ...... 187,000 
GASOLINE & 
LUBRICANTS ..... 4,206,000 
Gasoline & Oil ..... 3,989,000 
Oil Additives ...... 166,000 
Miscellaneous ...... 51,000 
HOTELS, RESORTS, 
RESTAURANTS ... 99,000 


HOUSEHOLD CLEANERS, | 
CLEANSERS, POLISHES, 
WAXES 


Floor & Furniture Pol- 


ishes, Waxes 336,000 
Glass Cleaners ..... 111,000 
Home Dry Cleaners 355,000 
Shoe Polish ........ 38,000 


HOUSEHOLD EQUIPMENT— 
APPLIANCES ..... 2,430,000 
HOUSEHOLD FURNISH- 
ES aaael sa a dtieles 958,000 
Beds, Mattresses, 
RS cc cinces 812,000 
Furniture & Other 
Furnishings ..... 146,000 


HOUSEHOLD LAUNDRY 
PRODUCTS ....... 5,242,000 
Bleaches, Starches . 328,000 


Packaged Soaps, De- 


re 


eeeeree 


eee ewee 


ee 


eset eee 


HOUSEHOLD, GEN’L. 
Brooms, Brushes, 


Mops, ete. ....... 


China, Glassware, 


Crockery, Containers 


Disinfectants, Deodoriz- 


ee ee ey 


Fuels, (heating, etc.) 
Insecticides, Rodenti- 


Miscellaneous 


NOTIONS 


2 Se oer 


PET PRODUCTS .... 


PUBLICATIONS 


98,000 
1,174,000 
183,000 


SPORTING GOODS, BICYCLES, 


TOYS 


ee es 


Bicycles & Supplies 
General Sporting Goods 


Toys & Games 


EQUIPMENT 


eeeee 


102,000 
23,000 
2,000 
39,000 
38,000 


TELEVISION, RADIO, PHONO- 
GRAPH, MUSICAL INSTRU- 


PRONE ib Siediega eee 554,000 
SE a nin 3 ow a 41,000 
Radio & Television Sets 279,000 
Records ........... 199,000 
Miscellaneous , 35,000 
TOBACCO PRODUCTS & 
SUPPLIES ........ 7,371,000 
a aaie eae 7,034,000 
Cigars, Pipe Tobacco 337,000 
TRANSPORTATION & 
WU 65 dh ea0 05s 898,000 
es. can akiee ia 324,000 
Rr oa rae 317,000 
Saas WW ero bane s 218,000 
Miscellaneous ...... 39,000 
WATCHES, JEWELRY, CAM- 
ME 6 S.6 5s vine cvnesc 1,982,000 
Cameras, 

Supplies ......... 51,000 
Clocks & Watches 1,602,000 
PARE SS 73,000 
Pens & Pencils 256,000 

MISCELLANEOUS 1,444,000 
Trading Stamps .... 415,000 


Miscellaneous Products 438,000 


Miscellaneous Stores 591,000 
RRR arabe peg Stas $105,584,000 


91 
Leading Agencies in Spot TV 
Source: Rorabaugh estimates for TvB 

4th Quarter, Ist Qarter, 2nd Quarter, 
‘55 ‘56 ‘56 
Ted Bates & Co, 1 1 1 
McCann-Erickson 3 3 2 
Young & Rubicam 7 6, 3 
leo Burnett Co. 2 2 4 
Benton & Bowles 6 ~ 8 5 
Batten, Barton, Durstine & Osborn .............5 4 7 6. 
Dancer-Fitzgerald-Sample 5 4 7 
Compton Advertising 8 8 8. 
J. Walter Thompson Co. 9 12 9 
William Esty Co. 12 9 10 


Note—Cunningham & Walsh, which was tenth in the two previous quarters recorded 
by TvB, dropped to 28th place for the second quarter of 1956. 


Estimated Estimated 
Rank Advertiser Expenditure | Rank Advertiser Expenditure 
50. Shell Oil Co. (67) ............ 403,200 | 134. Petri Wine Co. (159) ........ 155,800 
51. Benrus Watch Co. (43) ..... 401,800 | 135. Emerson Drug Co. (177) .. 152,900 
52. Socony-Mobil Oil Co. (91) 400,400 | 136. W. F. McLaughlin & Co. (117) 152,800 
53. Wesson Oil & Snow Drift (62) 387,800 | 137. Blue Plate Foods (148) .... 152,760 
54. Studeboker-Packard Corp. 387,100 | 138. G. Heileman Brewing (160) 150,000 
55. Campbell Soup Co. (34)... 380,500 | 139. Lucky Lager Brewing ; 
56. National Dairy Productst 376,800 A RT Sets biadiorssnvancerennsis 148,900 
57. international Cellu- 140. B. C. Remedy Co. (129) .. 148,700 
EE TRUE aniscmntgintescins 372,900 | 141. Richfield Oil Corp. (143) 148,000 
58. Los Angeles Brewing Co. (193) 364,400 | 142. Quaker Oats Co. ............ 147,700 
59. Proctor Electric Co. ........ 359,300 | 143. Assoc. Hospital Service (162) 147,200 
60. Piel Bros. (48) ................ 353,800 | 144. General Electric Supply .. 146,900 
61. H. J. Heinz Co. (65) ........ 344,100 | 145. Gold Seal Co. (158) ........ 143,600 
62. Standard Oil (Ind.) (88) .. 341,200 | 146. Jackson Brewing Co. (129) 143,600 
63. Falstaff Brewing Corp. (54) 330,000 | 147. Columbia Broadcasting System 143,100 
64. Better Living Enterprises (49) 329,100 | 148. U. S. Tobacco Co. (71) .... 140,600 
65. Theo. Hamm Brewing (85) 324,300 | 149. Glamorene Inc. (82) ........ 140,200 
66. Tafon Dist. Inc. (60) ........ 324,000 | 150. Continental Oil Co. (156) 139,000 
67. J. A. Folger & Co. (32)... 317,900 | 151. Seripto Ine. oo... ceees 138,200 
68. Swift & Co. (190) ............ 317,700 | 152. Rev. Oral Roberts (194) .... 134,200 
69. American Home Foods (68) 317,600) 153. American Tobacco Co. .... 133,600. 
70. Beechnut Packing Co. (83) 314,100 | 154. Wm. B. Reily & Co. (153) 132,600 
71. Welch Grape Juice Co. (121) 302,400 | 155. Dormin Inc. oo... 130,800 
.72. Carnation Co.t (86) ........ 301,300 | 156. Libby, McNeil & Libby (105) 129,600 
73. American Chicle Co. (92) 301,200 | 157. Stephen F. Whitman & 
74. Safeway Stores (102) ... 301,200 BNE RINE oo victaesers atch givatonn 129,300 
75. Salada Tea Co. (59) ........ 298,900 | 158. Bank of America (134) .... 127,600 
76. Pacific Coast Borax Co. (98) 295,500| 159. General Cigar Co. (174) 127,400 
77. Sardeau Inc. (142) ......... 293,700 | 160. Quality Bakers of 
78. Greyhound Corp. (168) .. 287,800 America (147) .......c.c.0 126,900 
79. 5-Day Laboratories ........ 287,000 | 161. Jacob Ruppert Brewery (135) 126,900 
80. Simoniz Co. (90) ......... 271,100 | 162. Grant Co. (111) 0... 125,900 
81. Simmons Co. & dealers... 270,500 | 163. S. C. Johnson & Sor ........ 125,300 
82. Top Value Enterprises (132) 266,200 | 164. Buitoni Products (141) .... 123,800 
83. Armour & Co. (64) ........ 257,900 | 165. Foremost Dairies ............ 123,500 
84. B. F. Goodrich Co. ........ 256,200 | 166. General Petroleum Corp. 122,300 
85. Morton Frozen Foods (97) 251,300 | 167. General Mills (96) ............ 122,100 
BB. Cat yy  - nnicecoscsncadinescovecesoeoees 251,300 | 168. F.&M. Schaefer Brew. Co. (99) 122,100 
87. Hills Bros. Coffee (45) .... 249,600 | 169. Household Finance 
88. Hawiey & Hoops (74) .... 248,500 I TUE ricacecssectendesncs 122,100 
89. Mennen Co. (77)... 247,700 | 170. Duquesne Brewing Co. (140) 121,800 
90. E. & J. Gallo Winery (51) 236,700 | 171. San Francisco Brewing (127) 121,800 
91. U: S. Rubber Co. ............ 234,200 | 172. Walgreen Co. (153) ........ 120,600 
92. Great A & P Tea Co. (73) 233,800 | 173. Milner Products Co. ........ 120,500 
93. Pharmaceuticals Inc. (81) 225,900 | 174. Adell Chemical Co. ........ 118,500 
94. Liebmann Breweries (104) 222,600 | 175. Holsum Boking & 
95. General Baking Co. (87) 221,700 Bakeries (184) .......00.0.. 117,000 
96. Roto-Broil Corp. .........-0-++ 221,360 | 176. Kitchens of Sara Lee ........ 116,700 
97. Peter Paul Inc. (24) ........ 216,100 | 177. Standard Brewing Co. .... 116,700 
DO. Re Ci, “itieescccchecinscions 214,500 | 178. Lone Star Brewing Co. .... 116,300 
99. Sunshine Biscuit Co. (106) 212,800 | 179. Mishawaka Rubber Wool Mfg. 116,200 
100. M. J. B. Co. (167) ..esecssees 208,900 | 180. S. S. Kresge Co. ............ 116,200 
101. Pabst Brewing Co. (69)... 207,500 | 181. Duffy-Mott Co. (103) .... 113,100 
102. Rayco Mfg. Co. (181) .... » 206,200 | 182. West End Brewing Co. .... 112,300 
103. Sealy Mattress Co. & 183. International Milling 
dealers (94) ..eccccccccceeeeeeee 202,500 ie I< cpaatienbscnctocainneses 312,100 
104. Rath Packing Co. (176) .... 200,600 | 184. Standard Oil (Ohio) (108) 110,900 
105. Slenderella Co. .....-.:.-s000 200,400 | 185. Jim Clinton Clothing 
106. Dr. Pepper Co. & bottlers 198,300 Stores (182) ......cccceceese 110,400 
107. D-X Sunray Oil Co. ........ 198,000 | 186. Drackett Co. (152) ............ 110,100 
108. CVA Corp. (196) ....secn0e 197,300 | 187. American Sugar Refining 109,900 
109. Lewis Food Co. (101) .... | 194,800| 188. Magnolia Petroleum Co. .. 109,300 
110. Duncan Coffee Co. (131) 194,500 | 189. S. SS. Co. (186) ............ 109,100 
TTT. Best Foods (61) -.......cvvesee 193,100 | 190. Grocery Store Products (116) 108,200 
112. Kroger Co. (126)... 191,700 | 191. General Tire & Rubber ...... 107,800 
113. Wildroot Co. (58) ......... 190,300 | 192. Regal Amber Brewing .... 106,000 
114, Langendorf United 193. Oscar Mayer & Co. (195) 106,000 
Bakeries (133)... 189,200 | 194. Keebler Biscuit Co. ........ 105,700 
115. Montgomery Ward Co. .... 186,700 | 195. Frito Co. (185) ................ 104,700 
116. Paxton & Gallagher (128) 179,200 196. J. B. Williams Co. Ovcescoceece 103,300 
117. Drewrys Ltd. (145) ........  177,500| 197. Marlowe Chemical (199). 103,300 
118. Bristol-Myers Co. (52) .... 175,300 198. Eastern Guild (95) ......... 101,800 
119. Wm. Wrigley Jr. Co. (178) 175,300 | 199. Stroh Brewing Co. (187) — 101,800 
200. Lo-Calory Food Co. ........ 100,200 


. Seven-Up Co. & bottlers (57) 175,300 
. Hudson Pulp & Paper 


Co. (109) \ 174,000 


aeeeeneceseeerseeeeseees 


122. National Brewing Co. (112) \173,000 
123. B. T. Babbitt Co. (40) .... 172,000 
124. Jos. E. Schlitz Brewing 

GS SPREE 168,400 


. Phillips Petroleum Co. (123) 167,800 
. Ralston-Purina Co. (130)... 165,500 
American Bakeries Co. (110) 164,100 
International Salt Co. (189) 163,800 


Brewing (150) 163,600 
. Cream of Wheat Corp. (93) 162,600 
Pellex inc. 161,800 
Ward Boking Co. (124) .. 161,400 
. Avon Products (118) ........ 157,400 


Pereerrrrrttttrrririiry 


*Includes all regional telephone companies. 


Tincludes Kraft Foods Co. 
includes Albers Milling Co. 


Canada Auto Production Down 


Because of annual shutdowns 


and preparations at some compa- 
nies for changeover to 1957 models, 
August automobile production in 
Canada will be Jess than half that 
of July, “Ward’s Automotive Re- 
ports” predicts. July car produc- 


tion was ‘an estimated 40,000, a 
record for the month, but it is ex- 
pected to be only 18,000 units in 
August. 
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Advertising Age, August 20, 1956 


Eight-Year Record of Percentage of Sales Spent on Advertising, Based on Tax Returns 


Covers Returns for All Active U. S. Corporations (697.975 in 1953) 


Per Cent of Sales Spent for Advertising Classification 
1948 86061949 §«=6©1950 =: 1951 1952 : 


0.876 0.999 0.931 0.916 0.986 


Per Cent of Sales Spent for Advertising 
1948 §=61949 §=691950 = «1951 1952 


0.228 0.216 0.236 0.231 


Classification 


ALL INDUSTRIAL GROUPS 
Other Public Utilities 


TOTAL: AGRICULTURE, FORESTRY, 
TOTAL: TRADE 0.862 0.886 0.895 


0.508 
0.176 
0.157 


0.575 
0.193 
0.173 


0.434 
0.442 


0.092 
0.012 
0.187 


TOTAL: MINING, QUARRYING .... 0.076 
Metal Mining 
Anthracite Mining 
Bituminous Coal & Lignite Mining 0.060 
Crude Petroleum & Natural Gas 
Production 
Nonmetallic Mining & Quarrying 


CONSTRUCTION 


1.405 
0.547 
2.269 
2.654 
2.951 


1 | 
TOTAL: RETAIL TRADE 


0.080 
0.264 


0.245 


Furniture, House Furnishings 
Automotive Dealers and 
Filling Stations 


| 
0.069 0. 
| 
| 
' 
i 


1.067 


TOTAL: MANUFACTURING 
3.282 


Beverages 
Food & Kindred Products 
Tobacco Manufactures 
Textile Mill Products 
Apparel & Products Made 
from Fabrics 
Lumber, Wood Products 
(Except Furniture) 
Furniture & Fixtures 
Paper & Allied Products 
Printing, Publishing & 
Allied Industries 
Chemicals, Allied Products 
Petroleum, Coal Products 
Rubber Products 
leather & Products 
Stone, Clay & Glass Products .... 
Primary Meta! Industries 
Fab. Metal Prods. (Except Ordnance, 
Mchy., Transp.) 
Machinery (Except Transp. Eqpt. 
& Electrical) 
Electrical Mach. & Eqpt. «06 
Transportation Eqpt. (Except Motor 
Vehicles) . 
Motor Vehicles & Eqpt. (Except 
Electrical) 
Ord & A 2, 
Scientific Instruments, 
Eqpt., Watches & Clock ........... 
Other Manufacturing - 


0.500 

TOTAL: FINANCE, INSURANCE, REAL 
ESTATE, LESSORS OF REAL 
PROPERTY 


0.789 


0.247 
0.914 
0.407 


Banks, Trust Companies 

Credit Agencies, Other than Banks 
Holding, Invest. Companies 

0.639 
2.800 
0.472 
0.981 
0.870 
0.624 
0.205 


Total Insurance Carriers & Agents 
Insurance Carriers 


Real Estate, Exc. Lessors of Real 
Property Other than Bidgs. .... 
Lessors of Real Property (Except 


0.864 Bldgs.) 


1.033 
1.603 


1.035 
1.578 


0.278 0.187 


0.519 
0.557 


0.474 
0.998 


2.003 

1.566 | 
| 

0.338 | TOTAL: NATURE OF BUSINESS 

0.358 | ame 

0.454  Copright 1955 by Advertising Age. Tabulation based on Bureau of Internal Revenue Data. 


Amusements (Except Movies) 
Other Services, Incl. Schools ........ 


0.331 
0.327 
0.521 


0.306 
0.299 
0.492 


0.333 
0.336 
0.489 


0.296 
0.267 
0.573 


TOTAL: PUBLIC UTILITIES ........... .... 


Communication 


says, in a release to be distributed|its attorneys, Rosenman, Gold- 


Corporation Ad Spending Rate Rose Again 


in 1953, Internal Revenue Report Reveals 


(Continued from Page 1) 
that spent between 2% and 3% of 
their gross on advertising in °53. 
The five: 


1953 1952 


Chemicals, allied 
2.907 


General mer- 
chandise 

Amusements (ex- 
cept movies) . 

Scientific instr., 
photo supp., 


1.977 


® The total number of active cor- 
porations making tax returns in 
*53 was 697,975, according to the 
Internal Revenue Service's pre- 
liminary report on “Statistics of 
Income for 1953.” This is a 4% 
increase from the 672,071 returns 
filed in ’52. Gross sales and re- 
ceipts and ad expenditures are 
given only for these corporations; 
returns from 32,999 inactive cor- 
porations are not included in the 
tabulation. 

Of the 697,975 active corpora- 
tions filing ’53 returns only 441,- 
767 reported net income for that 
year, and together they showed a 
net of $41,819,445,000. The remain- 
ing 256,208 corporaticns filing 
showed a total deficit in °53 of 
$2,384,758,000. 


@ Because these Internal Revenue 
Service figures represent every 
taxpaying corporation, they natu- 
rally appear to reflect very low ad | 


clude many corporations which do 
no advertising at all. 

In all classifications except “fi- 
nance, insurance and real estate” 
the figures for gross sales and 
gross receipts were determined by 
adding the figures reported under 
the “gross sales” and “gross re- 
ceipts from operations.” 

In the financial classification the 
base figures for calculating adver- 
tising expenditure ratios were ar- 
rived at by including with the 
above two classes of receipts in- 
come from interest, rent, royal- 
ties, capital gains, etc—the “total 
compiled receipts” figures in the 
Internal Revenue calculations. 


Monroe Chemical Names 
Kane for Dyes, New Product 

Monroe Chemical Co., Quincy, 
Ill., has appointed Kane Advertis- 
ing, Bloomington, to handle ad- 
vertising for its Putnam fadeless 
dyes, new cold-water detergent, 
Wool-N-Wash, Bath Bloom and 
Put lighter fluid. Grant Advertis- 
ing, Chicago, formerly handled all 
these products but Wool-N-Wash. 

A campaign for Wool-N-Wash 
is being,;planned to break in the 
fall, using consumer magazines in- 
cluding Mademoiselle, Seventeen 
and Vogue and such trade publica- 
tions as Notions and Novelty Re- 
view. 


Fair to * Grocer’ 
Paul E. Fair, for the past seven 
years on the sales staff of Farm 
Implement News, has joined Pro- 
gressive Grocer as an advertising 
representative in the publication’s 


ratios, since they necessarily in-| Chicago office. 


OAI Creates Art, 
Photo, Copy Pool 
to Aid Advertisers 


(Continued from Page 2) 
direction of Joseph Campanaro,” 
Mr. MacGregor said, “will contin- 
ue to function as counselors on 
outdoor art to users and prospec- 
tive users of the medium.” 


® Mr. Campanaro, Mr. MacGregor 
announced, has been promoted 
from eastern art director to nation- 
al art director. 

Mr. Scott was associated with 
McCann-Erickson before World 
War II. Since the war, he has won 
acclaim and a number of outdoor 
advertising. awards as a poster 
specialist. He told AA that each 
job his organization takes on “will 
be tailored to the specific require- 
ments of the individual adver- 
tiser.”’ 

He said he had received assur- 
ances of cooperation and support 
from “many of the top-flight art- 
ists, photographers and writers in 
the outdoor field.” 

The nucleus of his organization, 
he said, will be a staff of ten or 
twelve specialists, and that “the 
right men for the job will be called 
in to develop new treatments in 
outdoor art and copy as needed.” 

Mr. Scott has done posters for 
such national advertisers as Ford, 
Standard Oil Co. (New Jersey), 
Fisher Body, Beechnut, Nash, 
Heinz, Schlitz, National Biscuit 
and General Tire. 

The Scott organization, OAI 


| 


| 
| 


tonight, will afford the advertiser | 
the advantages of a “creative pow- 
er pool.” It will give the user, says 
OAI, “a concentration of creative 
thinking in the important initial 
stages of the outdoor campaign. 

“It also will speed up the pro- 
duction of outdoor advertising 
ideas and will help to discover and 
develop new talent in the outdoor 
art field.” 


CBS Asks Permission 
to Defend Promotion 
Plan Against FTC 


New York, Aug. 16—CBS Radio 
will ask permission to take an 
active role in the pending Feder- 
al Trade Commission proceedings 
involving the company’s point of 
sale merchandising plan called 
Super Marketing. 

Late last month the FTC issued 


‘complaints against nine national 


advertisers who have taken ad- 
vantage of the various merchan- 
dising pluses offered by NBC, 
CBS and ABC-owned radio and 
tv stations. The commission held 
that these plans, which offer the 
sponsors support at the retail level, 
may be a violation of the Robin- 
son-Patman act’s ban on discrim- 
inatory promotion allowances. To 
insure their cooperation in the 
projects, the food chains get free 
spots from the stations (AA, July 
30). 


= CBS, like the rest of the broad- 
casters, was not directly involved 
in the action in which the sta- 
tions were mentioned only as 
“third party intermediaries.” Co- 
lumbia announced this week that 


mark, Colin & Kaye, are preparing 
a petition to the FTC asking for 
permission for CBS Radio to in- 
tervene as an active participant 
in the case. 

If the network is permitted to 
have its say, it plans a “vigorous 
role” in defense of its Super Mar- 
keting plan and the use of the 
plan by advertisers. 

The nine advertisers mentioned 
in the complaint were given 30 
days to reply. Three of the group 
—Hudson Pulp & Paper Co., Pep- 
si-Cola Co. and Sunkist Growers— 
have already been granted an ex- 
tension. Coca-Cola, General Foods, 
Groveton Paper Co., P. Lorillard 
|Co., Piel Bros. and Sunshine Bis- 
‘cuits also are expected to ask for 
more time to prepare their replies. 
| ABC and NBC have not decided 
whether they will follow CBS in 
asking the commission for leave 
to intervene in the proceedings. 


Weaver Rejoins Westinghouse 

Westinghouse Electric Corp. has 
| appointed E. R. Weaver advertis- 
|ing manager of its portable appli- 
|}ance division, Mansfield, O. Mr. 
Weaver rejoins Westinghouse from 
Wooster Brush Co., where he had 
been advertising and marketing 
manager for the past year. He 
joined Westinghouse initially as as- 
sistant to the general advertising 
manager of the Better Homes Bu- 
reau. 


Borg-Warner Boosts Peifer 


Lawrence T. Peifer, manager of 
business development of Borg- 
Warner Corp., Chicago, has been 
named administrative vp of the 
company’s Atkins Saw division in 
Indianapolis. 
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Advertising Age, August 20, 1956 


‘New Yorker’ Is 
Sued by Agency 
for Killing 2 Ads 


(Continued from Page 1) 
According to the Gardner agen- 
cy, the magazine played dirty pool 
in persuading Viking to cancel the 


ads. The New Yorker, in reply,| 


denied all charges. 


® The language of the complaint 
was that The New Yorker “wrong- 
fully, wilfully, 
without reasonable or just cause, 
excuse or provocation, communi- 
cated with officers and employes 
of Viking and by misleading state- 
ments and unfair means and per- 
suasion induced Viking to break 
its contract with Gardner” for the 
two ads. 
The outcome of all this, lament- 
ed the agency, was that Viking 
“has refused to permit Gardner to 
act on the advertising campaign 
here in question or on any other 
advertising or promotion cam- 
paigns, although Viking has con- 
ducted such programs through 
Gardner for many years.” 


s Gardner produced a copy of a 
telegram from C. T. Swartling, 
Viking’s president, to the agency, 
which said Viking decided to can- 
cel “after reports given us by The 
New Yorker which were based on 
their research and study of our 
product.” The wire added: “You 
fully realize this has caused us 
considerable trouble and has com- 
pletely upset our advertising pro- 
gram. The adverse effect of this 
decision on our sales and prestige 
cannot be measured at this time.” 

The Gardner complaint alleged 
that William Buxton, house fur- 
nishings manager for the magazine, 
and Robert Stevens, of the sales 
staff, told Mr. Swartling that the 
Gardner agency “had made mis- 
takes in judgment in advising 
Viking to commit itself to an ad- 
vertising campaign in The New 
Yorker”; that Viking’s products 
were not good enough for adver- 
tising in The New Yorker and 
were not of a quality which would 
interest readers of The New York- 
er; that Viking’s products com- 
pared unfavorably with those of 
the Corning Glass Co., which ad- 
vertises its Steuben glassware reg- 
ularly in The New Yorker; that 
the advertising would not help 
Viking or The New Yorker; that 
Viking outlets were not such as 
would be patronized by readers of 
The New Yorker; that the de- 
fendant would hold open its can- 
cellation deadline an additional 
two weeks and would pay the 
costs of the two ads to the agency. 


® This last, said Gardner, has not 
been forthcoming. Indeed, added 
the agency, the magazine now in- 
fists it was speaking of refunding 
only the costs of engravings. 

Reference to reimbursing Gard- 
fer for the cost of the four-color 
plates appears in a copy of a letter 
from Mr. Buxton to Fred Gardner, 
@ffered as an exhibit. The last 

agraph of the letter reads: 

_ “I sincerely regret the way in 
which this entire episode has 
furned out. And, hard as it may 
be for you, I trust that you will 
understand our thinking in this 
matter, despite the fact that the 
final action was taken neither by 
you nor by us, but by the people 
at Viking.” 

Through Messrs. Buxton and 
Stevens, says the complaint, the 
magazine “went behind plaintiff's 
Back and approached [Viking] di- 

tly, against ethical practice and 
Tieineae standards and procedure; 

h approach was made without 

ultation with plaintiff and 
thout affording [Gardner] the 


maliciously and) 


} 
| 
| 


| oe 


Boo!—This is one of the Viking 
ads The New Yorker didn’t choose 
to run. 


discussions; [The New Yorker] 
used its position and prestige in 
the advertising field to undermine 
Viking’s confidence in plaintiff.” 


= Gardner says it’s been damaged 
as follows: $1,170 (agency com- 
mission on cost of cancelled ads— 
15% of $7,800); $7,500 (loss on 
cancellation of 1956 Viking’s ad- 
vertising campaign—15% of $50,- 
000), and $42,000 (damages to 
plaintiff's name, reputation and 
good will). Total: $50,670. Costs of 
two ads: $6,998. Grand total: $57,- 
668. 


Circulation Job Is 
Underrated, Kobak 
Charges at Seminar 


Cuicaco, Aug. 17—Circulation 
departments of business publica- 
tions aren’t held in the same high 
esteem as the editorial and adver- 
tising “simply because publishers 
don’t know what circulation is all 
about,” J. B. Kobak of J. K. 
Lasser & Co. charged here yester- 
day. 

Addressing the Circulation Sem- 
inar for Business Publications be- 
ing held here, Mr. Kobak said that 
business paper publishers these 
days are not adequately familiar 
with the human and mechanical 
problems of subscription fulfill- 
ment and don’t fully appreciate 
how significant a role in a publi- 
cation’s life the circulation depart- 
ment plays. 

Circulation work doesn’t have 
the glamor of editorial and adver- 
tising work but it should certainly 
rate the same kind of esteem—and 
salaries—he asserted. 


® Circulation is, in a sense, more 
important than advertising, Mr. 
Kobak emphasized, because ad- 
vertising success is based on cir- 
culation success. “Advertising rises 
or falls as circulation rises or 
falls,” he pointed out. 

The circulation seminar, the 
first one held specially for busi- 
ness papers, is being sponsored by 
the Chicago Business Publications 
Assn., the Chicago Circulation 
Roundtable, and the Mail Adver- 
tising Club of Chicago, in coopera- 
tion with Advertising Publications 
Inc., publisher of ADVERTISING AGE, 
Industrial Marketing and Adver- 
tising Requirements. 


= In the same vein about the cir- 
culation department’s role in the 
business paper publishing house, 
Henry Zwirner, circulation direc- 
tor of Fairchild Publications Inc., 
emphasized that circulation man- 
agers belong on the management 
team. He charged that circulation 
men are often branded as “mere 
technicians” of the business be- 
cause of their preoccupation with 
audits and technicalities. “Their 
critics believe that they have no 


fer three split runs—geographical, 


to 4,700,000. 
Amstel American Names 


Marine Digest, Pacific Northwest 


Bardahl. 


tive. 


come editor and publisher Sept. 1. 
Geibel. Mr. Haydon previously had been associate editor of Marine 
Digest. James W. Phillips, sales promotion manager, Pacific National 
Foods, Seattle, and earlier with Cole & Weber, succeeds Mr. Haydon at 


Last Minute News Flashes 


Fort Howard Paper Names Clinton E. Frank 

Green Bay, Wis., Aug. 17—Clinton E. Frank Inc., Chicago, has been 
appointed to handle advertising for Fort Howard Paper Co., effective 
Oct. 1. It succeeds Baker, Johnson & Dickinson, Milwaukee. The Frank 
|agency will handle industrial advertising and the company’s year-old 
Page line of consumer products—napkins, towels and toilet tissue. 


O'Neill Is International Minerals Ad Chiet 


Cuicaco, Aug. 17—International Minerals & Chemical Corp. today 
appointed Frank J. O’Neill to head its advertising and sales promo- 
| tion. He formerly was director of advertising and sales promotion of 
Sidney Wanzer & Son, Chicago dairy. 


‘McCall's,’ ‘Glamour’ Increase Rates 

New York, Aug. 17—Glamour and McCall’s will both raise their 
ad rates beginning with their February issues. Glamour hikes its b&w 
rate from $2,450 to $2,600, with four-color going from $3,500 to $3,- 
850. Circulation guarantee remains at 600,000. McCall’s, which will of- 


numerical and newsstand subscrip- 


tion—advances its bew 8.5% from $14,650 to $15,900, and four-color 
goes from $19,780 to $21,550, with the circulation guarantee up 200,000, 


Hilton & Riggio 


New York, Aug. 17—Amstel American Corp., importer of Amstel 
Holland beer, has appointed Hilton & Riggio to “seis 9 its advertising 
account. Charles W. Hoyt Co. was the previous agency. 


Charles White Joins Foley; Other Late News 

e Charles A. White Jr., president of Charles A. White Jr. & Co., Phil- 
adelphia agency, will close the agency Sept. 1 and join Richard A. 
Foley Advertising Agency, Philadelphia, in an executive capacity. 

e John M. Haydon, for four years advertising and sales manager of 
Bardahl Mfg. Corp., Seattle, producer of an oil additive, has bought 


shipping publication, and will be- 
Sale was by the estate of Fred W. 


e William H. Van Pelt Jr., formerly with Ketchum, MacLeod & Grove, 
has joined W. S. Walker Advertising, Pittsburgh, as an account execu- 


e Frank A. Yahner Jr., formerly a vp in the New York office of Need- 
ham, Louis & Brorby, has rejoined Young & Rubicam, which he left 
about four years ago to join the Biow agency. 


merchandising needs,” he said. 
“Quite the reverse is true,” he 
emphasized. “To administer the 
mechanics of operating a complex 
circulation department, a _ circu- 
lation man must have technical 
know-how on list building, sub- 
scription procurement and a host 
of special problems that are part 
of fulfillment. The jargon of these 
crafts alone is enough to bewilder 
any outsider.” 
“I know of one man,” Mr. 
Zwirner recalled, “who thought the 
fulfillment department was a post- 
graduate division of the lonely 
hearts club.” 


Grossfeld Gets All 
Barton Brands; Sets 
Big Print Campaign 


Cuicaco, Aug. 15—Barton Dis- 
tilling Co., with headquarters here 
and distillery in Bardstown Ky., 
has appointed Grossfeld & Staff, 
Chicago, to handle national and 
regional advertising for its entire 
line. 

The agency, recently named to 
handle Old Barton and Barton’s 
Ancient Bond (AA, June 11), now 
adds Tom Moore, Kentucky Gen- 
tleman, Colonel Lee, House of 
Stuart Scotch and other brands. 
Bozell & Jacobs, Chicago, M. R. 
Kopmeyer Co., Louisville, and By- 
er & Bowman, Columbus, O., for- 
merly handled all but Old Barton 
and Barton’s Ancient Bond. 


® The distillery is planning its 
largest national and regional pro- 
motion program to date on all 
brands. Newspaper ads in five 
sizes—from 450 lines to 100 lines— 
will break about Sept. 1 in from 
40 to 50 markets throughout the 
country. 

National magazine advertising, 
on a schedule not yet completed, 
will begin in November and run 
through December, backed by gold 
and black inserts in trade publica- 
tions, 24-sheet posters, car cards 


ty to be present at such 


regard for markets or modern 


and point of purchase dealer aids, 


‘Creamo’ Is No Name 
for Margarine, FTC 


Examiner Decides 


WASHINGTON, Aug. 16—Federal 
Trade Commission hearing exam- 
iner Everett F. Haycraft issued an 
initial decision today which would 
force Blanton Co., St. Louis, to 
drop the trade name that has iden- 
tified its margarine since 1904. 

In a decision based on the Mar- 
garine Act of 1950, Mr. Haycraft 
ruled the name “Creamo” implies 
that margarine is a dairy product. 
Under the Margarine Act, he said, 
any name or advertising is banned 
that has a capacity to associate 
margarine with dairy products in 
the public’s mind. 


® It was a second go-round for 
“Creamo.” On Nov. 18, 1954, Mr. 
Haycraft issued an initial decision 
concluding that “Creamo” would 
not necessarily confuse the public. 
But in May, 1955, the full commis- 
sion reversed his finding, and in- 
structed him to reexamine the case. 

When it returned the case for 
further consideration, FTC ad- 
mitted “Creamo” really contains 
cream, but it said the Margarine 
Act does not permit the use of a 
dairy term even if it is used truth- 
fully. Blanton Co. has protested 
that any law which strikes down 
the substantial property right 
which it has in the trade name 
would be unconstitutional. The 
full FTC will review Mr. Hay- 
craft's latest decision. 


Music Group Holds Contest 
The American Music Conference 
has announced its seventh annual 
Advertising Award Competition 
for the use of music themes in ad- 
vertising of non-musical products. 
Closing date for all entries is Jan. 
21, 1957 and awards will be an- 
nounced about April 15. Entries 
should be sent to the Advertising 
Awards Committee, American Mu- 
sic Conference, c/o Philip Lesly 


Out of Funds, 
‘Boston Post’ 
Halts Publication 


Boston, Aug. 17—The Boston 
Post suspended publication 
Wednesday night and has not 
published since. Observers here 
believe the newspaper may have 
reached the end of the road. 

Suspension occurred after Pub- 
lisher John Fox failed to meet un- 
ion demands of $180,000 in pay 
and other benefits due. Yesterday, 
tangled affairs of the Post went 
before three courts in three sep- 
arate legal actions: 

1. Employes went to municipal 


court, seeking complaints that 
would charge failure to pay their 
wages. 


2. An equity action was filed in 
Suffolk superior court by the 
American Newspaper Guild, seek- 
ing to freeze Post assets, and Judge 
Lewis Goldberg issued a temporary 
injunction for hearing later. 

3. The Post filed a federal court 
petition aimed at reorganizing the 
company under the federal bank- 
ruptcy: act. 

The guild, in its equity action, 
said it had reason to believe Post 
assets were being “secreted.” 


s “Suspension of publication be- 
came necessary when we were un- 
able to get together ail funds 
needed to meet payrolls for tuday 
and yesterday and commitments 
which had been made concerning 
back wages,” Mr. Fox said. 

“In order to keep Post alive I 
have authorized attorney Frank L. 
Kozol to file a petition in federal 
court Thursday for reorganization 
of the Post. I hope that will make 
it possible to resume publication 
Friday or at a very early date. 
“In order to resume publica- 
tion after it missed the edition of 
July 7, I granted an option to John 
S. Bottomly for purchase. It should 
be understood that I assumed an 
operating loss of the Pest for the 
period of that option. 

“Mr. Bottomly was unable to 
purchase the Post during the peri- 
od of the option. All but a 
small amount of the funds which 
he loaned the Post at the time he 
obtained his option have been re- 
paid him. Mr. Bottomly recently 
requested a new option on terms 
which appeared to be not for the 
best interests of the Post and 
therefore impossible of acceptance. 
I hope and I expect that as a result 
of the proceeding in federal court 
the Post will be back in the hands 
of readers very soon.” 


® Indications were that the sec- 
ond shutdown spelled the end, for 
the Post. Except for the reorgani- 
zation plan, the only hopes were 
(1) that additional capital might 
be forthcoming, or (2) that a buyer 
might be found. There appeared to 
be no reason for optimism on eith- 
er score. 

Suspension of the 125-year-old 
daily throws 850 employes out of 
work. Robert M. Segal, counsel for 
various unions representing Post 
employes, issued the following 
statement: “Consistent with past 
experiences, John Fox, owner and 
publisher of the Post, has failed to 
keep his promises of last Friday 
to representatives of employes that 
he would pay all back wages and 
fund delinquencies by Aug. 15 at 
6 p.m. in the approximate amount 
of $180,000 if employes would con- 
tinue tu work to that date with- 
out current wages. Mr. Fox has 
not produced any money to date. 
“The human will of all employes 
to keep the Post in operation has 
been defeated by the practical cir- 
cumstance of working people be- 
ing no longer able to support fam- 
ilies on the strength of promises 


Co., 100 W. Monroe St., Chicago. 


with no cash performances.” 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure 


lines (maximum—two) 30 letters and 


per line; upper 


noon 5 days preceding publication date. Display classified takes card rate 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ARTISTS 
WHO WANT TO GO PLACES 

We're one of the Midwest's leading art 
studios and we're looking for a top-talent 
illustrator and two experienced creative 
layout men who want the opportunity to 
express their ability on an interesting 
variety of national accounts. If they've 
got what it takes they can join our staff 
of happy top-talent people, have the in- 
come, future and the quality work they d 
have in the “Big Town” but with the 
friendliness and livability of Milwaukee 
with Chicago just 90 minutes away. If 
you think you're our man, or if you think 
a friend is, please write or wire in con- | 
fidence to Frank H. Bercker Studios, 741) 
North Milwaukee Street, Milwaukee ad 
Wisconsin. 

Wanted: MAGAZINE PRODUCTION MAN 
Leading Chicago industriai publication 
seeks experienced production man—young | 
(25 to 30 years); college education pre-| 
ferred: Job requires handling all phases 
of production between editors, art de- | 
partment and printer. The man we want)! 
must be a self-starter, good planner and | 
organizer with ability to “get along” but 
get the job done. Good opportunity in fast 
growing organization. Our employees | 
know of this ad. Replies will be kept in 
strict confidence. 

Box 8747, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 


COPY WRITER—Industrial Magazine Pub- 
lisher needs copywriter conversant with 
industrial field, who can evaluate sales 
facts, select major sales points, prepare 
imaginative, effective copy for media and 
direct mail. Ability more important than 
long experience. Compensation well above 
the market for man who can deliver. 
Write giving background details to T. J. 
Scanion. Putman Publishing Company, 
111 E. Delaware Place, Chicago 11. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St.. Rm. 1116. 
ADVERTISING COPYWRITER 
Chicago advertising agency has challeng- 
ing future for a man who wants the op- 
portunity of working directly with an 
agency principal in client contact and 
who likes @ wide range of assignments in 
industrial and business advertising from 
writing magazine Ads to publicity. Give 
full details and salary requirements in 

your application. 
Box 8788, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Pe ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 
TIME BUYER - RADIO & TV 
Fast-moving eastern agency, soon to open 
New York City office, needs buyer who 
can obtain prime spot time on network 
TV and radio. Open salary, excellent op- 
portunity. Your resume held in strict con- 
fidence. Please send it to: 
Box 8708, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING MANAGER 
Male or Female. Small professional trade 
journal in New York City. Must be self- 
starter, have imagination. Challenge for 
the right person. 
Box 8811, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ARE YOU THIS WRITER? 
We're a growing eight-man agency in an 
attractive southern city of 100,000. Serve 
industrial and consumer accounts using 
all media. Right now we need an amiable 
fellow to join our team and head up copy 
activities. In addition to writing copy for 
all media he'll develop some public rela- 
tions material. You can live anywhere in 
our city and never be more than 10 min- 
utes from work. This is a newly created 
position amid excellent working condi- 
tions. Starting salary approximately $5,500. 
Write giving complete information. All 
replies confidential. 
Box 8799, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 


EXECUTIVE SECRETARY for publisher 
FURNITURE NEWS - UPHOLSTERING 
NEWS. Fast, accurate IBM and teletypist, 
dictaphone operator. Experience all phases 
business paper publishing, particularly ad 
production, highly desirable for this grow- 
ing organization. Must have pleasing tele- 
phone voice, ability to make intelligent 
sales presentations to prospects who call 
in—be completely responsible for smooth 
functioning, productive office during pub- 
lisher’s absence. real future for depend- 
able, qualified person. SUperior 7-4100 for 
appointment. 

WOMAN-EDITORIAL 
WANTED-ASSISTANT EDITOR of indus- 
try magazine located in Chicago. (Howard 
St.). Shorthand, typing, Dictaphone ex- 
perience necessary. Magazine experience 
desirable but not mandatory. Must have 
aptitude for details of magazine produc- 
tion. Five-day week, 30—5:00. Salary 
commensurate with experience and back- 
ground. Call BRiargate 4-7853 for appoint- 


ment. 
ADVERTISING COPYWRITERS 
We Need 2 \ 


e ee 
Our creative advertising department in a 
leading poultry and livestock pharmaceu- 
tical and feed additive manufacturing 
plant needs 2 good writers. We would like 
one well acquainted with farm advertis- 
ing, particularly feed, capable of inter- 
preting in lay-language, papers and facts 
supplied by our research men; other 
with house organ and dealer-aid promo- 
tion experience. Our location is in a small 
and pleasant midwestern city, our em- 
ployee benefits are substantial and afford 
good opportunity. Write us completely 
about your background, enclose photo if 
possible. Your correspondence will be con- 
fidential and we will answer all inquiries. 
Box 8796, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
Copywriter, first-class man, 35-40, take 
charge of magazine and book publisher's 
promotion, including artwork and compo- 
sition. Salary excellent. Please send short 
summary of experience. Location New 
York City. 
Box 8797, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 


EDITOR-WRITER 


If you are a promotionally inclined edi- 
tor-writer with an t in troni 
4 and want to grow, you'll 


ADV. A/E, hvy indi exp. to $15,000 
ADV. A/E, bvrge & soap, resm $20,000 
THOMAS PERSONNEL AGENCY 
290 MADISON AVE., NEW YORK 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


certainly be interested in this position. 
Cc is prog ¢ PR minded leader 
in communications industry. 

You'll be working at staff level on as- 
signments including feature writing, field 
trips, and news releases. 

Engineering training desirable; practical 
electronics background essential. 

State salary requirements. Write to: 


MOTOROLA 


Commanications and Electronics Inc. 
4501 Augusta Bivd., Chicago, Mlinois 


phetographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO munNos 


COMMERCIAL 


PUBLICITY 
CONVENTION INDUSTRIAL 


PUBLISHER'S REPRESENTATIVE 


Sparkling publication, reaching one of the 
country’s segments of hi spending 

er population, needs Publisher's 
epresentative or City Manager in a 
number of important American cities, one 
of which is New York. Other cities in 
New Orleans, 


mission 

high to attrac 

personnel as the proposit 

strong sales activity, yet holds lush 
come possibilities and opportunity for 
| and permanent connection with a 
3% renewal record. Give full details. 


Box 194, Advertising Age 


480 Lexington Ave. New York 17, N. Y. 


“Our 45th Year” 


COPY SUPERVISOR $15,000 
RESEARCH, Agency Staff $12,000 
SLS. PROM. ED. (30% travel) $7M 
FASHION Layouts $7,800 

PUB. REL., agy. exper. $12,000 


GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


EXCEPTIONAL OPPORTUNITY FOR TOP 
COPY AND IDEA MAN IN DEEP SOUTH 
We're looking for the right man to take 
over job as creative director of growing 
5-year old agency, $1,250,000 billing. 
Doesn't have to be a genius, but it would 
help. Does have to be above average in 
original thinking and ability, able to pian 
and coordinate campaigns, including radio 
and TV. General agency, 44 clients. 
Located in city of 1,000,000 metropolitan 
population. Must be currently employed 
as Copy Chief or copywriter in geed 
agency. Fine future, happy clients, mod- 
ern office, and a great deal of enthu- 
siasm for the advertising business. Send 
complete employment record, samples of 
work, salary requirements. Samples re- 
turned safely, all inquiries confidential. 
Our employees are tickled pink at the 
prospect of having such a fellow around. 
Box 195, Advertising Age 
200 E. Illinois St. Chicago 11, Wl. 


POSITIONS WANTED 


POSITIONS WANTED ' 


ADVERTISING-GEN. ADMINISTRATOR: 
Now Executive Assistant to the President, 
mid-west 4A Agency, 31 years old with 11 
years of experience in all phases of ad- 
vertising. Includes 3 years as Traffic- 
Production Manager; 2 years copy; 2 
years as Assistant Account Manager on 
leading mid-west oil company account; 
Art and Mechanica! Billing Clerk; Secre- 
tary and Budget Clerk. Extremely heavy 
on organization and office management; 
highly developed creative judgment. In- | 
terested in an agency, or advertising de- 
partment, with growth potential and in 
need of an executive with this varied 
background. Will relocate. References and 
resume on request 
Box 8792, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 


experienced in all media availabie as your | 
St. Louis and Midwest representative for | 


TV shows or spots, space, P.R. or dealer 
contact. 
Box 8810, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TV-RADIO DEPT. DIRECTOR 
Qualified N.Y. TV-Radio Advertising Ex- 
ecutive, age 33, seeks new association with 
good agency or advertiser. 


chandising, Sales Promotion, Exploitation. 
Box 8814, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
AD MGR. OR EXECUTIVE ASS'T 

Young aggressive, college grad, vet, mar- 

ried. Seeks opportunity to take over full 

ibility with c y of same size 


SPACE SALESMAN with excellent adv. 
background desires Midwest territory for 
consumer or trade magazine. For resume 
and personal interview write: 
Box 8800, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
POLITICAL WRITER 
Wide experience in national campaigns, as 
speech writer and every phase of public- 
ity. Widely traveled on opinion polls. 
pared manuals for editors & speakers. 
Box 8801, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER 
20 years expr. Now with top six. Relocate 
south, southwest or west coast. 
Box 8802, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INTERESTED IN CALIFORNIA JOB 
15 yrs. exp. Promotional-creator-writer 
heavy in merchandising, sales training 
programs, SF and MP films, radio, PR. 
Presently servicing national accounts in 
Midwest. Salary depends upon opportun- 
ities and responsibilities. Arriving Califor- 
nia Sept. 25. For resume write: 
Box 8803, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN 
Experienced. Available for Chicago area 
on commission sis. 
x 8804, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS 
Young woman, 8 years experience Indus- 
trial, Governmental, Academic fields. Top- 
flight contact-writing-production. 
x 8805, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ASSISTANT er ated EXECUTIVE 
R 


ASSISTANT BRAND MANAGER 
Three years experience in Sales and Ad- 
vertising package food industry-MBA 
,1953-Age 28. New York location desired. 

Box 8806, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS. Newsman with 
varied experience, excellent references. 


Vet, %. 
Box 8807, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Young (26), married Vet. College & 4 
years Prod. & service experience with 
major agency. NEEDS opportunity to do 
“all around” work with agency or adver- 
tiser. Capable energetic self-starter. Ideas! 
x 8808, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL ADMAN-Experienced in all 
phases of industrial adv., outdoor adv. 
rep., broad merchandising background, 
adv. degree. Looking for position as ac- 
count contact or asst. Prefer Midwest or 
East Coast. Write today for resume. 
Box 8809, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


. so Y 
or smaller. Able to plan, create and pro- 
duce complete advertising and sales pro- 
motion programs, ideas, copy, layout and 
production. Have ability to get along well 
with people. Chgo. Area. 
Box 8815, ADVERTISING AGE 
200 EL Illinois St., Chicago 11, Illinois 
FLORIDA AND POINTS SOUTHWEST 
Exp. adv. man (9 years mfg. and retail 
as ad mgr., creative copy and art director, 
artist, copywriter)...young (31). . .mar- 
ried...salary ($8,000)...now in north, 
wants to return to sunny climate. 
Box 8816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
Wanted: West Coast Representative 
Progressive-young specialized agricultural 
publication seeks California-west coast 
representation. National rep should be 
serving agricultural accounts now. Call or 
write: Irrigation Age, Box 447, Dodge 

City, Kansas. 


REPRESENTATIVES AVAILABLE 


EASTERN AD REPRESENTATIVE 
.. worked top consumer and trade media 


office. Highest refs. Open for concentrated 
representation additional magazine. 

Box 8812, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
INTERESTED IN MERGER? 
Reputable Chicago agency has facilities 
for taking in one-man organization. Let's 
discuss. Replies held in strictest confi- 


dence. 
8813, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
ree, Geneseo, N.Y. 


MISCELLANEOUS 


JOHN ANDREWS, LIVESTOCK AND 
POULTRY ARTIST 

Write for new clip art books. 

7265 No. Ridge Dr 


Omaha 11, Nebraska 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 

eh By appointment only 
Councelors \liaretnaantire ta ue 


CREATIVE COPY 


Writer with 5-6 years experience on good 
ts. Have written consumer, indus- 


EDITORIAL ASSISTANT 

For fast growing popular newsstand mag- 
azine located Chicago. A few years out 
of college with basic experience in edit- 
ing, research, proof supervision with 
excellent opportunity to grow into top 
editorial job. Talent for good punchy 
masculine copy will help advancement. 
Full benefits including free insurance, 
vacation pian and the most pleasant 
working conditions. Our employees know 
of this ad and your reply will be held 
confidential. Please state salary expected 
and complete resume of education and 
previous experience in first letter. 

Box 192, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


trial, chemical, technical copy; space, 
radio, collateral. Some copy-contact. Early 
thirties, college grad, married, very cre- 
ative and conscientious. Salary from 
$8,000. Box 196, Advertising Age, 200 E. 
Iilinois St., Chicago 11, 


ATTRACTIVE SPOT IN THE 
SOUTH FLORIDA SUN 


for the advertising executive whe can 
organize and administer all-media agency. 
Transportation experience a prerequisite, 
and applicant must show well-rounded 
experience at managerial level. 

Initial minimum billing of $1,500,000 an- 
nually is assured for agency, with ample 
resources to set up and staff properly im- 
mediately available. 


The man we want is now handling con- 
sumer product advertising either as an 
Assistant Advertising Manager or in an 
agency. Must have creative ability and 
well rounded experience in all phases of 
advertising, with the ability to plan and 
carry through on an idea from inception 
to finished sales campaign. Direct sell- 
ing experience pertinent but not neces- 
sary. Not over 35. Salary commensurate 
with ability and experience. For the man 
that qualifies, an outstanding opportunity 
to demonstrate his ability in one of the 
most interesting fields of business. Give 
complete details in first letter to Box 
FP" 193, Advertising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


SALESMAN WANTED 


Display salesman wanted to rep- 
resent a leading midwest manu- 
facturer of permanent and semi- 
permanent Point-of-Sale signs, 
pom nd mer ges merchandisers 
uct displays. Several 
territories open for ex 
aggressive men with special ref- 
erence to Southern Indiana, 
Kentucky, Tennessee. Li 
Commission allowance. 


Box 176, ADVERTISING AGE 
200 E. Hlinois, Chicago 11, Hl. 


Advertising Age 
Ave., New York 17, N. Y. 
——— 


DRAKE PERSONNEL, INC. 
Rapid Confidential Nationwide 
PUBLIC RELATIONS MGR.. .$10-11,000 

rial Agency 


Exp 
ME ihc vek css ees sae $12-15,000 


MA 
To 40. Plastics Exp. 
MERCHANDISING DIR 
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‘Fowler Commission 
Probe of Canadian 
Radio-TV Nears End 


Ortawa, Ont., Aug. 14—The 
Fowler Royal Commission on 
Broadcasting will wind up _ its 
probe of Canadian radio and tele- 
vision here next month, the com- 
mission announced today. 

It will hold a series of hearings 
in the Parliament buildings Sept. 
17. The following week there will 
be private meetings with the com- 
mission’s advisors and staff. Start- 
ing Sept. 27, the CBC and private 
broadcasters will have their last 
chance to make submissions. 

The local hearings will be the 
final open session of the commis- 
sion before it starts on its com- 
plex job of making recommenda- 
tions to the government on the 
policies that should be followed 
with relation to financing the CBC, 
licensing and control of private 
radio and television stations and 
broadcasting policies in general. 


® It is expected the hearings will 
stretch into early October and that 
the report of the commission will 
be given to the government around 
the end of the year. At least 30 
briefs will be heard here next 
month. 

The report of the commission 
probably will constitute a blue- 
print for the government in chart- 
ing the financial structure of the 
CBC and of broadcasting generally 
in Canada. - 

The CBC, in its annual report 
this year, said that without sharply 
increased financial assistance, it 
would have to cut the amount of 
television programs now being 
aired. 


D-W-G Names Jaffee, Two More 
to Merchandising Posts 

With the establishment of a mer- 
chandising department at D-W-G 
Cigar Corp., Milwaukee, Aaron 
Jaffe has been advanced to mer- 
chandising manager, in charge of 
merchandising for all brands. Art 
Cunningham has been named as- 
sistant merchandising manager. 
Before joining D-W-G a few 
months ago, Mr. Cunningham held 
executive posts with Ford Motor 
Co. and Lever Bros. Co. Harold 
Todd has been named manager of 
marketing services, taking charge 
of the company’s sales administra- 
tion department. Ray Lyle con- 
tinues as assistant to the director 
of marketing, Werner Liebert, 
D-W-G vp. 


‘Life’ Int'l Editions Raise 
Rates, Promote Erickson 

Life International and Life En 
Espanol are raising their ad rates. 
The increases, effective April 1, 
1957, are based on higher circula- 
tions. The b&w page rate for Life 
International goes from $2,480 to 
$2,730, based on an average neti 
paid circulation of 260,000. Life En 
Espanol’s b&w page rate moves up 
from $2,220 to $2,520, based on a 
300,000 net paid circulation. 

Life International also has ap- 
pointed William G. Erickson to 
the new post of western advertis- 
ing manager. Mr. Erickson, mid- 
western ad manager since 1954, 
adds the West Coast to his terri- 
tory but will continue to work out 


BETTY CLEM 
220 S. State St. Chicago HA 17-8600 


ADVERTISING MANAGER 


Our staff knows of this ad and your 
will k strictly confidential. 


ork in a team 
plying give full record 


BOX 197, ADVERTISING 
ILLINOIS ST., CHICAGO 1 


of Chicago. 


Montgomery Ward Boosts 3 
Harold F. Dysart, manager of 
the Chicago mail operation of 
Montgomery Ward & Co., has bee 
appointed assistant to Russell P. 
Bygell, Ward vp in charge of mail 
order operations. Succeeding Mr. 
Dysart as Chicago mail order man- 
ager is Fred A. Nordenholz, for- 
merly manager of the Albany mail 
order house. Edward J. Garrity, 
merchandising manager of the 
Chicago house since 1949, has been 


named to succeed Mr. Nordenholz. 
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ame and Gaden 
ast OT th Street 
York 7). New York 


‘Gc? 


TELEVISION STORYBOARD—A picture 


WOULD YOU UKE TO BE A CREATIVE COOK? 


series like this one, prepared for 


Procter & Gamble, invariably will get high play on women’s tele- 


vision shows. Seranne & Gaden 


turns out the entire production, 


from the basic ingredients in the recipe to the mailing of the story- 
boards and publicity releases to television stations. 


Seranne & Gaden, Food Consultant, Mixes 
Its TV, Print Promotions in Success Recipe 


(Continued from Page 2) 
and the author of five cookbooks— 
and the abilities of Eileen, a pho- 
tographer and “stylist of food and 
table fashions,” have brought the 


a 2 


x, 


a 


HIGH KEY PHOTOGRAPHY—High-style 
photographs such as these, sent out 
@ an exclusive basis in individual 
Gilles, have brought excellent pub- 
lictty, results to Seranne & Gaden. 


kind of business which makes them 


_oy: “We've never had to 


They don’t go after business un- 
less they’re asked. They’ve oper- 
a in the black from scratch, and 
if he first year of the business, 


both say, they’ve bettered their 
Gourmet salaries. 


® The two principals are assisted 
in their activities by Craig Clai- 
borne, a Swiss-trained chef, and 
Myra Hoffman, a home economist. 

The group’s ability to turn out 
striking, high-key photographs that 
|make the simplest preparations 
look fit for a king plays a major 


>» \role in the publicity breaks that 
» |Seranne & Gaden get for its 


|clients. Knowing exactly what a 
| housewife goes through in cooking, 


it produces the kind of television 


storyboards that women’s shows 
gobble up, client plug and all. 
“Because of the photographs, we 


~ |get space nobody else does,” the 


partners comment. 

Since starting, Seranne & Gaden 
has worked for wine and liquor 
distributors, poultry farms, kitch- 
en-appliance manufacturers and 
magazines including Holiday and 
Collier’s, where the organization 
currently is responsible for the 
“Collier’s Quiz on Cuisine.” Be- 
tween them, the principals also 
are engaged in ghostwriting a 
cookbook. 

For several good reasons, Ser- 
anne & Gaden eats well these days. 


- 
Brand, Quality Are 
Stfessed in Promoting 


lapanese Imports 


Continued from Page 3) 


Ehrlich claims that on the 
of unit sales, Brother now 
third place in the American 
et, behind Singer and White. 
addition to its sewing ma- 
s, Brother is importing a 
r of other products made by 
me Japanese company. These 
de a steam iron, a home knit- 
tem a motorcycle, a juice blender, 
@ fa@n and a washing machine. All 
being sold under the Brother 
name. 
Allen Christopher Co., 
York, is the Brother agency. 


Harold Miller Adds Two; 
Advances Raphael Malagold 
Harold Miller Co., New York, 
m appointed to handle na- 
, trade and direct mail ad- 
ing for M. Aron Corp., New 
manufacturer of Fruit of 
oom and Arco men’s and 
ties. Daniel & Charles for- 
handled the account. Miller 


New 


also has been named to handle 
advertising for the “Wall Street 
Digest,” New York, investment 
advisory service. Newspapers in 
major cities will be used for the 
service. 

Raphael Malagold has been ap- 
pointed creative director of the 
agency. He will also continue as 
copy director until the end of 1956, 
when a new copy director will be 
named. 


Regent Speeds Ad Schedule 

Riggio Tobacco Corp. is acceler- 
ating its introduction of the new 
Regent cigaret with the expecta- 
tion of covering the entire nation 
in a few months. After a four- 
month New York campaign, sales 
of Regents reached 2% of the 
metropolitan market; the market 
goal is to supply 5% of the filter 
market. The current filter market, 
according to Riggio, is 26% of the 
national market and is expected to 
increase over a number of years 
to 40%. 


Rizzo Joins Ogilvy, Benson 
Anthony Rizzo, formerly with 

Biow Co., has joined Ogilvy, Ben- 

son & Mather, New York, as tele- 


vision production manager. 


‘Minneapolis Star § SURE STRIKE! 
Inaugurates R.O.P. can't se geting np oy tp 
Freqency Discounts 11,047 selected top tackle dealer and jobbers 
(Continued from Page 2) 


9), the Chicago Tribune estab- FISHING TACKLE TRADE NEWS 


lished special discount rates for 
color page ads in frequency daily 
or Sunday on city and suburban or 
full circulation. It also extended 
and increased discounts on its bulk 
|contract line rates at the same | 
time. 

Persons in the newspaper busi- 
ness told ADVERTISING AGE that 
many newspapers are talking 
about setting up similar frequency 
discount rates for color advertis- 
ing. They predicted that other 
_papers would fall into line in the 
\near future. 

“There is a great deal of interest 
lately on the part of larger adver- 
tisers in color discounts,” one 
‘newspaper executive told AA. “I 
‘feel that many newspapers have 
| been short sighted on the question 
of color discounts and that many 
of them are beginning to wake up.” 


WILMETTE 
ILLINOIS 


s Many of the same executives 
feel that the liberalizing of color 
rates will encourage advertisers to 
run more color ads. They also feel 
that the color discounts will bring 
a healthy increase in business. 

“One of our main efforts today 
is to create more interest in r.o.p. 
'color advertising,” a newspaper 
man told AA. “An effective way 
‘to underline our efforts is to give 
ja break to advertisers who may 
| want to make extensive use of it.” 

General Mills has been holding 
|frequency discount rate talks with 
| newspapers for months (AA, April 
|9), with the assistance of one of its 
agencies, Batten, Barton, Durstine 
& Osborn. At that time, the big 
food company said it might be in- 
terested in color pages on a 52- 
week basis. 


Burke Joins ‘S. F. Chronicle’ 
Larry Burke, formerly with Gen- 
eral Screen Advertising, San Fran- 
cisco, has joined the national ad- 
vertising staff of the San Francisco 
Chronicle. Mr. Burke succeeds Mel 
Tyler, who resigned to join Hearst 
Advertising Service, San Francisco. 


Whelan to ‘Fortnight’ 
Dorothy Whelan, formerly with 
California Service Agency, Berke- 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, photo engravings 
and printing...all under one roof to save you time and 
money. You make just one contact—why triple your 


work? One call does it all...phone Wititahall 4.9300 


a | t h 0 r n CORPORATION 


ley, has joined the San Francisco AD-SETTING 
advertising staff of Fortnight. N. Dearborn St. Chicago 10, Illinois | ENGRAVING 


“INDUSTRIAL MARKETING is an effective 
stimulant for producing advertising and 
sales ideas!” 


“Industrial Marketing is a magazine that not only 
makes for pleasurable reading, but actually 

answers problems for us. It is an effective 

stimulant for producing advertising and sales ideas.” 


says CHARLES $. BRANDT, Advertising Manager 
Kent-Moore Organization, Inc. 


services to business and industry—you get your 
money back. 
Trial order includes a monthly copy of IM plus 


Take the suggestion of Mr. Brandt and try 
Industrial Marketing for one-year at $3. If 
Industrial Marketing doesn’t prove an “effective 
stimulant for producing ideas”—better ways and the 576-page Annual Market Data & Directory 
methods to sell and advertise your products or Number. 


== MAIL TODAY FOR TRIAL—-MONEY BACK IF NOT SATISFIED ¢-— — —~—-— ~~~ 
To: INDUSTRIAL MARKETING, 200 E. lilinois St., Chicago 11, Illinois 


My Name- Title. 
Nature of 
Company. ___ Business. 
Street. 
City. Zz State. 
(0 $3 enclosed CO Bill firm CO Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


IM 1S A SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS 
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ET MOEN Sep mn 


Famous American Artists Interpret “Togetherness” 


a 


seam Painting by A. Virgil 


Buying Life Insurance 


A woman today sees in life insurance more than protection. She sees education for her children, 
retirement for her husband. Here, too, togetherness inspires the decision. 


e 
The Magazine of “Togetherness” in more than 4,750,000 homes... MeCalls 
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